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Schlesinger Out 
as Commentator 
on Advertising 


White House Aide Rues 
Ad Tax Talk; New Role 
Puts End to Speechifying 


WASHINGTON, Feb. 2—Arthur 
Schlesinger Jr., Harvard historian 
who has had a lot to say about 
the need for an expanded national 
economy, is making it clear that 
he will be disappearing from the 
public prints and lecture plat- 
forms, now that he is taking office 
as a special assistant to President 
John F. Kennedy. 

A key requirement of his job 
is that he maintain anonymity. 
One of his first actions has been 
to break off his future speaking 
engagements, including a commit- 
ment which he had made to ap- 
pear on a panel before the Ad- 
craft Club of Detroit next week. 


® Last fall Prof. Schlesinger’s sug- 
gestion that a tax on advertising 


might be useful sent a chill 
through admen. Since then he has 
repeatedly emphasized that he 


does not seriously advocate such 
a tax. 

His mention of the ad tax in 
“The Big Decision: Private Indul- 
gence or National Power?” at- 
tracted attention because the 
booklet was circulated by an ad- 
visory committee of the Demo- 


cratic party. 

After the issue was raised, 
Prof. Schlesinger explained the ad 
tax idea was offered casually to 
illustrate how taxing power can be 
used to channel national resources 
veward recognized national needs. 

He said he had not given it any 
particular thought before he men- 
tioned it, and that he has subse- 
quently regretted that he ever 
brought it up. 

In recent explanations of his 
views, he has emphasized that he 
does not advocate any control over 
enterprise. He said that economic 
growth has to come from private 
initiative, but that the government 
should use the tax power to “steer” 
private initiative. 

Prof. Schlesinger said he re- 
gards research and education as 
basic to economic growth. In the 
controversial pamphlet he had 
noted that the U.S. spends three 
times as much on advertising as 
on higher education. 


@ When he was asked about the 
significance of this, he later said 
he was not intending to argue that 
there is a relationship between the 
two. The implication, he said, is 
that we should spend more on ed- 
ucation; there was no intention to 
imply that we should spend less 
on advertising. 

Advertising has an absolutely 
indispensable role in our economy, 
he agrees. At the time he brought 
up the idea of an ad tax, he re- 
calls, one of the problems that 
bothered him was that the adver- 
tising profession was attracting a 
great amount of talent that might 
be used more advantageously else- 
where. + 


Gimmick Use Wanes 
in TV Ads, AA Finds 


Advertisers Devise 
Ways to Show Many Real 
Products Before Camera 


By Ramona Bechtos 


NEw YorK, Feb. 3—Advertisers 
and agencies during the past year 
have been bending over backwards 
to make their commercials simon- 
pure. 

A check of tv commercial pro- 
duction companies by ADVERTISING 
AGE revealed that the crackdown 
by the Federal Trade Commission 
has made some advertisers and 
producers so_ self-conscious that 
they have requested the elimina- 
tion of all artifice even though 
there be no question of deception 
or misrepresentation. 

So cautious have these admen 
become that some of them have 
been asking production companies 
to sign affidavits that no phony 
products or devices were used in 
the production of their commer- 
cials. This has been true of both 
filmed and taped ads. 


# A production man at Video Tape 
Productions said that after taping 
a commercial in which an egg was 
boiled in a plastic wrap, he had to 
sign a statement for the manufac- 
turer of the wrap, swearing that 
only one piece of wrap was used in 
the ad. In another commercial, a 
paper-wrapped package of crack- 


ers was placed under running 
water. Later, the package was 
opened and one of the crackers 
was broken to show that it had re- 
tained its snapping-fresh quality. 
Here again, Video Tape signed an 
(Continued on Page 108) 


Benson & Hedges May 
Give New Cigarets 
to Lovick, K&E 


TorRONTO, Feb. 3—An announce- 
ment is expected this month that 
Benson & Hedges (Canada), a sub- 
sidiary of Philip Morris Inc., New 
York, will split its new cigaret ad- 
vertising account between James 
Lovick & Co. and Kenyon & Eck- 
hardt. The company will start 
manufacturing cigarets at Bramp- 
ton, Ont., this summer. 

Benson & Hedges was bought by 
Philip Morris in 1958. The com- 
pany manufactures and markets 
cigars out of Montreal. Lovick di- 
rects the cigar account, estimated to 
bill $200,000 a year. 


®s The company today refused to 
confirm the appointment of Lov- 
ick and Kenyon & Eckhardt. And 
the two agencies also denied any 
knowledge of the widespread ru- 
mor. However, the company ad- 
mitted that Lovick and Kenyon & 
Eckhardt are “very much in the 
(Continued on Page 102) 


REAL THING—Compton Advertising 
says this closeup of a “solid short- 
ening” can used in Wesson Oil tv 
commercial (top) is really a Crisco 


can with the name removed. To 
prove its point, the agency accom- 
panied the photo with one of a 
Crisco can with the label intact to 
let stations make their own com- 


parisons. 


Wesson TV Ad Is 


Unethical, P&G 
Advises Stations 


‘Brand X’ Can Is Too 
Identifiable as Crisco, 
Says Compton’s Letter 


New York, Feb. 2—Procter & 


Gamble, through its agency for 
Crisco, Compton Advertising, has 
cried “foul” against Wesson oil’s 
use of what it says are obviously 
Crisco packages in the current 
Wesson oil tv spots. 

The Wesson commercials now 


running present a highly competi- 
tive case for pure vegetable oil in 
preference to saturated hydrogen- 
ated solid shortening. 
Compton has sent a letter to 
(Continued on Page 102) 


Schick Shaves TV Budget Clean... 


Ronson Seen Replacing 


Move Follows Schick. Shift 
to NC&K from B&B; B&B 
to Bill on Schick to April 1 


New York, Feb. 2—A chain re- 
action set off in the shaving busi- 
ness last month continued to pop 
this week as Ronson Corp. ap- 
peared ready to move its $1,000,- 
000-plus account out of Norman, 
Craig & Kummel, and it looked as 
if Doyle Dane Bernbach Inc. would 
get the nod. 

Also this week, Schick Inc.— 
which went to NC&K from Benton 


Warwick & Legler 
Set to Succeed 


Doner on Timex 


New York, Feb. 3—U. S. Time 
Corp., maker of Timex watches, is 
expected next week to name War- 
wick & Legler as its new agency, 
succeeding W. B. Doner & Co. 

The company has been listening 
to agencies since last September 
(AA, Sept. 19). Robert E. Mohr, 
vp and director of sales, said a 
contract with the new agency is 
scheduled to be signed early next 
week. 

Timex billings are expected to 
exceed $3,500,000, according to one 
source. But W. B. Doner, board 
chairman of the departing agency, 
said the Timex budget dropped 
from a high of $3,000,000 in 1$59- 
’°60 to “a little over $2,000,000” for 
the 1960-61 season. 


a “While the loss of the Timex ac- 
count is disappointing,’ Mr. Doner 
said, “it represents less than 10% 
of our agency’s total billings. 
“Many people know that one out 
of every three watches sold in the 
U. S. today is a Timex,” he said, 
“but many do not know that the 
(Continued on Page 101) 


Last Minute News Flashes 


New United California Bank Names EWRR 


Los ANGELES, Feb. 3 


Erwin Wasey, Ruthrauff & Ryan has been 


named agency for the new United California Bank, which will be es- 
tablished Feb. 27 through the merger of California Bank and First 
Western Bank & Trust Co., San Francisco. EWRR has handled Califor- 
nia Bank for the past 12 years; Grant Advertising, San Francisco, for- 


merly had First Western Bank. 


il 


Driskill Joins Miller Brewing as Marketing Head 

MILWAUKEE, Feb. 3—Walter S. Driskill, who resigned last November 
as vp and director of marketing of Jacob Ruppert, New York brewer, 
has joined Miller Brewing Co. as director of marketing. He succeeds 
Charles C. Davis Jr., who left Miller last year (AA, Oct. 10). 


Paul Rand Dixon May Be Tapped as FTC Head 


WASHINGTON, Feb. 3 


As ADVERTISING AGE went to press, appointment 


of Kefauver committee’s general counsel, Paul Rand Dixon, as chairman 
of the Federal Trade Commission was predicted, but not officially an- 
nounced. Word of the selection has circulated for several days. Mr. 
Dixon was with FTC many years as a trial attorney, largely in anti- 
monopoly work, before joining the Kefauver committee in 1957 to 
handle probes of such industries as drugs, autos, and steel. 


(Additional News Flashes on Page 101) 


-NC&K with Doyle Dane 


& Bowles when ASR Products 
shifted to B&B from Kenyon & 
Eckhardt (AA, Jan. 30)—ticked off 
its first quarter ad program. It 
was unusual in two ways: Billings 
will go to the old agency, B&B; 
and television, which got 50% of 
the $3,000,000 budget last year, 
will get nothing, as the company 
moves heavily into newspapers. 

Neither Norman, Craig nor Doyle 
Dane would say it was out of— 
or in—the Ronson business. Her- 
bert Stein, general sales manager, 
commented, “Everybody is quoting 
as facts things they are only guess- 
ing about. As far as I know, Nor- 
man, Craig & Kummel is continu- 
ing to place our advertising.” Later 
he said, “It’s entirely possible that 
the account is leaving.” 


es Mr. Stein added that this was 
the ‘“‘worst week in the world” to 
come to a decision about account 
changes, as Ronson was in the 
middle of its annual regional sales 
meetings. 

This much was certain: Ronson 
was upset by Schick’s move to the 
agency handling Ronson lighters 
and accessories. Ronson’s shave 
business—at NC&K for an “in- 
terim” period last year—is now at 
Papert, Koenig, Lois. So there is 
no head-on conflict between Ron- 
son lighters and Schick shavers. 

Since Schick was in direct com- 
petition on both shavers and light- 
ers at one time, it is conceivable 
that the same thing could happen 
eventually at the new agency, on 

(Continued on Page 102) 


Sears Appoints 
Ogilvy, Benson 
for National Ads 


Account Reportedly to 
Zoom Past $4,000,000; 
May Be on Fee Basis 


CHICAGO, Feb. 3—Sears, Roebuck 
& Co., one of the largest retail 
advertisers in the U. S., has ap- 
pointed Ogilvy, Benson & Mather, 
New York, to handle its national 
advertising. 

In addition to creating and plac- 
ing Sears’ national ads, OBM will 
act as consultant on all other phases 
of the company’s advertising pro- 
gram. The agency said it will not 
open a Chicago office; it presum- 
ably will handle Sears out of New 
York. 

The giant retailer reportedly will 
invest between $4,000,000 and $5,- 
000,000 this year on a national in- 
stitutional ad program, which will 
run primarily in magazines. Ogil- 
vy, Benson reportedly will handle 
the account on a fee basis, but de- 
tails of the financial arrangement 
were not obtainable. 

Sears has not had an agency since 
last October (AA, Oct. 3), when it 

(Continued on Page 101) 


he eG artenet) iia G:C ee Mia 7 Dart! aes a , : i OF eae TOA pe ee 9 ce 
cpa Ratios, xt To ee Sra in ia ; ee. eee er ee ~ ee a a a Cee —— ee 
Sa ret ise eek eg a ee 7 ng ea Se WS aa ales aad > cm arde - MR oss hs «cp tiaas eter on 7 Side | 
Bs a eS ec oe BR i AS cis og Ot ele gs UE ee eer et ai erg 0 ee eS Re SS oc eRe ee oe aieees. 
ate a we THE NATIONAL NEWSPAPER OF MARKETING | | 
. sy nae ah a 
: Ce SS aa 
4 oi Me Bisa: ES or aa 
4 Bo a. 
\ ’ ; a 
\ ‘ - 
om 
a 
SS aaa ; ee ae remy iss 
Be eal a a ee 
seated = ialiiraie. 
ye a e. 
Criace Can ea ae 
acs 
; ot? clea, 
' ? a ee 
$=, ee ee oe 
as 
: ; he i ee 
“< z i aa 
- “~ : mee 
, oe « r 4 ~ a eat 
ye = ie - lieth ais ae 
ee . Lae Sis ee 
§ oe 7 ea ie 
: “ ) ; | eee Se 
. } eee} tins mets 
; aw e Bo 0 oie aie 
. “or - - ‘ 
> ice 
0 } 
. Aa ge eave eB 
eeu, 
Peg M4 
ade ; 
Eade on atu 
te ae stu 
i, eRe 
w MEE: Breet. < iq 
eee eee 
Pe Ey ap EOE Sp = 
gts eA ps 
DORMER tate. Ea 
Bari a ae 
| othe eae 
4p ee 
Po pe | ee < 
——_ ae. Ta 
1 Sie ag Ay 
i. 
; ie a ee 
ee 
Cine x ae vb 
ee baa 2a 
Ui nde ae mS 
ED... one ee 
io" ai oa 
EN Pat ae sae 
eee deter 
Pe ae, GN, 
Ry ee aes 
Bas 2 Sta po 
ee ree 
— Toes 
ce gle oes aaa ST 
a ea 
ae . ‘ 
a | 
So) er 
Be ee 
x Sey [aoe ik 
¥ on a : 
lie ihe. 
_ 7 we a ie os 
RR RE 
: ea) =" rf ite ee 
ae 2 eae 
Mares =F, 
* ee 
‘ ai oF Bee a i wd 
BS 6 ea 
eS ure eae 
ee ae 
SE Sener 
: Pt i 
3 P aoe 
; rn ee eee 
is i ce oe 
e ‘ i ; : % Soy 


Gudeman Urges 
More Research 
on Retail Ads 


Ex-Sears Official, 
Now Commerce Aide, 
Speaks at AFA Session 


WASHINGTON, Feb. 1—The ad- 
ministration’s new Under Secre- 
tary of Commerce, drawing on his 
experience as ‘fa Sears, Roebuck 
man,” called on members of the 
Advertising Federation of Amer- 
ica today to devote more research 
to retail advertising 

Edward Gudeman, until two 
weeks ago head of retail and mail 
order advertising at Sears, indi- 
cated that the business of gauging 
retail advertising results is pretty 
much a guessing game. In urging 
advertisers to increase research 
and development outlays in this 
area, Mr. Gudeman admitted, ““‘We 
haven't got the answers and I don't 
think that they can be obtained in 
a short period of time, but we all 
ought to know more about what 
causes a product to sell through 
advertising.” 


a Mr. Gudeman contrasted the 
difficulty in applying any sort of 
a yard stick to retail advertising 
with the ease in measuring the 
results of mail order advertising. 
Since Sears concentrates its mail 
order effort in one medium, its 
catalog, the store is able to apply 
an advertising cost to each item, 
based on the amount of catalog 
space and exact sales figures for 
the item 

Mai! order also lends itself to 
split runs and other tests, Mr. 
Gudeman said. Sears will issue 
10,000 catalogs with a page made 
up a certain way, then send out 
10,000 more to exactly the same 
type of customer “but with the 
page entirely different from a lay- 
gut and copy standpoint.” This 
type of test gives Sears a chance 
to “really experiment and examine 
the results” of layout, illustration 
and copy changes, he explained. 


® Retail ads, however, are harder 
to measure, he said. ‘‘We run it, 
we measure its results over the 
next two or three days and if we 
sell a lot of that item fine, the ad 
is a success. But really, we don’t 
(Continued on Page 12) 


Paul Fulton Named 
Ad Manager of 
‘Chicago Tribune’ 


CHICAGO, Feb. 1—Paul C. Ful- 
ton, manager of retail display ad- 
vertising of the Chicago Tribune, 
will become advertising manager 

of the newspa- 
~ per, effective 
March 1. 

Mr. Fulton, 

who was named 


> 


' #e 


Tribune’s retail 


display adver- 

tising in 1947, 

; succeeds W. C. 

Kurz, who was 

promoted to di- 

rector of sales 

Paul C. Fulton last year (AA, 
July 25). 

A graduate of the University of 

Illinois, Mr. Fulton joined the 

Tribune in February, 1924, as a 


classified advertising salesman. He 
moved into retail display adver- 
tising two years later, and in 1934 
he was placed in charge of neigh- 
borhood retaii advertising. He was 
promoted to assistant manager of 
retail display ads in 1945, and was 


elected treasurer of Tribune Co. 


in 1955. + 


manager of the | 


Home State Adds 
Farm Papers, Buys 
Capper Interests 


CLEVELAND, Feb. 1—The Home 
State Farm Paper Group, former- 
ly Capper-Harman-Slocum, has 
acquired the Kansas Farmer and 
the Missouri Ruralist and all of 
the stock in 
Home State 
Farm  Publica- 
tions Inc., for- 
merly held by 
Capper Publi- 
cations, Topeka, 
Kan. 


The purchase 


price was not 
disclosed, but 
the deal was 


reported to be a | 
m u | t i-million 
dollar transac- 


James Milholland Jr. 


tion. 

James Milholland Jr., formerly 
vp and senior minority director of 
Home State Farm Publications, has 
been named president. 

Other officers of the reorganized 
farm publication group are Thomas 
D. Harman, exec vp; Ray T. 
Kelsey, vp and general manager; 
Edward E. Morris, vp and con- 
troller; Maurice B. Crane, vp, cir- 
culation; Ernest E. Porter, vp and 
business manager; and Kenneth H. 
Constant, vp, advertising. 


# Mr. Milholland is the son of the 
late Judge James Milholland, who 
with the late George Slocum and 
Arthur Capper, organized Capper- 
Harman-Slocum in 1928 as pub- 
lisher of the Ohio Farmer, Penn- 
sylvania Farmer and Michigan 
Farmer. In February, 1960, the 
Home State Farm Paper Group 
acquired control of the Indiana 
Farmer, the Kentucky Farmer and 
Tennessee Farmer & Homemaker. 

Concurrent with the purchase 
of all the farm paper interests of 


Capper Publications, Home State | 


acquired the offices and national 
advertising personnel of Capper 
Publications, which has repre- 
sented the Home State and Capper 
farm publications, and all former 
Capper Publications offices will be 


called Home State Farm Publica- | 


tions Inc. Bert S. Gittins Adver- 
tising, Milwaukee, is the agency 
for the Home State group. = 


Jacobson Joins Gordon 

Gordon International, Miami, 
has named Arthur C. Jacobson as- 
sistant to its president, Harry Gor- 
don. Mr. Jacobson was formerly 
with Embry-Tally, Miami. 


}ous 
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WONDERFUL NEW COUP(a quick cup of soup) 
THE FIRST REAL INSTANT 10 MAKE REAL SOUP 


Here's a great new idea: soup you make the way you make 
instant coffee! It's COUP —a quick cup of soup. Put a spoon- 
ful of COUP into a cup. Add hot water, enjoy real, nourishing 
soup anytime. Savory, seasoned clear chicken, or bold, brac- | 
ing clear beef. Delicious, costs less than 2¢ a serving. And | 
there's no pan to wash out, no can to throw out. So, time 
for a break? Have a LUUP! Kids hungry after school? Give 
‘ema Want a delicious meal-time beverage? Serve a 
LULL: You'll be glad you discovered wonderful new COUP 


iNS TANT FoOOGe cone SRoaoKirn, w ¥ 


QUICKEE—I nstant Foods Corp., 
Brooklyn, will run this ad for pow- 
dered instant Coup soup in news- 
papers in selected markets. Rich- 
ard K. Manoff Inc. is the agency. 


Whirlpool Puts Ad 
Budget in Magazines, 
Insert, Newspapers 


St. JOSEPH, Micn., Feb. 2— 
Whirlpool Corp. will concentrate 
advertising of its 1961 appliance 


line in print media, featuring an 
eight-page color booklet insert in 
magazines. 

The booklet ad will run in the 
May issue of Better Homes & Gar- 
dens and May and June issues of 
McCall’s. The quarter-page-size 
“Appliance Buyer’s Guide,” show- 
ing the full line of RCA Whirlpool 
products, will be tipped in between 
pages carrying horizontal half- 
page ads in the upper left and 
lower right. 

The RCA Whirlpool gas refrig- 
erator, gas range line and Ultimat- 
ic washer-dryer will be promoted 
with color pages in American 
Home, Better Homes & Gardens, 
Good Housekeeping, House Beauti- 
ful, Ladies’ Home Journal and 
McCall’s. Another series on vari- 
products will run in Living 
for Young Homemakers. 


s Cap Garman, national advertis- 
ing manager, said supplements, 
plus newspapers in some 80 to 100 


| will 


Advertising Age, February 6, 1961 Adv 
cities, will be used for special pro- | 
motions, in addition to the com- 
pany’s regular dealer cooperative 
newspaper program. 

The trade advertising schedule 
include American Builder, 
Contractor, Electrical Merchandis- 
ing Week, Heating & Gas Appli- 
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Highlights of This Week's Issue 


0. M. Scott & Sons, lawn seed manufac- 


turer, switches its $1,000,000 account 
from Geer, DuBois & Co. to Young & 
Rubicam Page 4 


New York Stock Exchange launches $1,- 
000,000 campaign Page 14 


R. H. Collacott, vp and pr director of 
Standard Oil Co. of Ohio, predicts an 
expanded role for the better business 
bureau at Page 22 


Eastman Kodak Co. will drop its half- 
sponsorship of ABC-TV's “Adventures 
of the Nelson Family’’ when its con- 


tract expires in September Page 30 


Seattle-First National Bank launches .a 
new series of newspaper advertisements 
to give the sumer information that 
will help in s daily life Page 32 


Arthur H. Motley, president and publish- 
er of Parade, says newspapers have 
been losing and will continue to lose 
advertising to television, but this situa- 
tion will change once broadcasters and 


advertisers begin to identify some of 
the electronic medium’s limita- 
tions Page 33 


O'Cedar Division of American Marietta 
Ce. plans to extend test market adver- 
tising of Bow! Bath, a new disinfectant- 
deodorizer toilet bow! cleaner, to about 
10 more cities Page 34 


Federal Trade Commission supplies buyers 


with “seven hard questions” concerning 
guarantees to pit to salesmen before 
any money changes hands Page 35 


New York appellate division unanimously 


ance Merchandising, Home Fur- tf WOES @N 
nishings Daily, House & Home, 
Kitchen Business, LPGA Times, I 
Mart, Mobile Home Dealer, R 
NARDA News, Practical Builder 1 
and Tourist Journal. A MJ PHI CAR ( 
Kenyon & Eckhardt, Chicago, is The car of the Puture- Here ‘Today! 
the agency. + S 
are 
Wash ‘N Dri Sold sn 
as rl 0 lars 
ami 
pro 
for $3,000,000 to Bot 
| SMOOTH SAILING—Trade advertising ~ 
| P ] li | in the U.S. for the new German aah 
0 gale- a mo lve | Amphicar begins with this b&w wat 
| page in Automotive News. Friend- Au 
NEw York, Feb. 2—Wash ’N Dri | Reiss, New York, is agency for the auc 
_“pre-moistened towelettes” and re-|[) S$. distributor, Amphicar Corp. tior 
lated products have been sold to of America. per 
Colgate-Palmolive Co. for about | ; Me 
$3,000,000 by Unexcelled Chemical | ps cla 
Sank. Big Splash... = 
Warwick & Legler has been the " 
agency for Wash ’N Dri, but ne $500 000 Push to las’ 
account has been relatively inac- | i wh 
tive recently. The only current ad- | , AR 
vertising appears to be a few busi- | : 
ness paper insertions. It does “« Launch(Literally) ~~ 
seem likely that the account will six 
remain, and the agency said: “We | ° Se 
|have no contact with them as an| German Amphicar ‘ 
| agency.” Ch 
Wash ’N Dri is part of the con- New York, Feb. 2—An ad in the Ex 
sumer products division of Un- Jan. 30 issue of Automotive News ad 
excelled and has a plant at Canaan, | clarions the advent of a new auto- ler 
Conn. Other products in the divi- | 1 obile—the Amphicar, a West thi 
sion are Memo, a cleanser-deodo- | German product that rolls on land re] 
rant antiseptic version of Wash 'N | and floats in water. Price to US. wc 
Dri for feminine hygiene, and Baby purchasers: $3,395. ur 
Bottom Bath. At the moment, however, there 
‘ : | are an estimated eight Amphicars da 
. Wash 'N Dri was created and | in all 50 states. Another 12 are said Al 
introduced in 1954 by a young to be ready to roll—or swim—in un 
, business couple. The husband had West Germany Between 200 and no 
returned from World War II with 300 cars will be in the US. by ic] 
vivid memories of the discomforts July. tt ‘wan ante ces be 
servicemen suffered from water Seanwinihe Friend-Reiss agency 
shortages and set out to develop “a het the U Ss distributor—Amphi- a 
bath that could be carried in a one Corp. of Amasiencebl that of 
pocket.” Subsequently, the com- $500,000 would be spent on a con- A 
pany was sold to Unexcelled. sumer drive set to get started in la 
One year ago, Unexcelled intro- reo in 
duced the Skyjector, an arc-lamp, | ‘ e 
which it said could project slides on : 
clouds as much as five miles away. Ft toner see ies te tee bar - 
in to 
CP Names Foreign Advertising | = oe a oy cd a ay 
Corn Products Co. has appointed | ;. atieedudied to have 15,000 cars 7 
|Foreign Advertising & Service in ys. distribution between next ic 
Bureau, New York, to handle its | apyrj} and March, 1962. Plans call ic 
advertising in the Central Ameri- | ¢o, dealers to contribute $35 per al 
can and Caribbean areas. Robert | «a; for advertising. hi 
Otto & Co. is the previous agency. | Fred F. Sessler, formerly on the 
distribution side of the Czech- n 
made Skoda car, is president and H 


upholds the constitutionality of a state 
regulation outlawing advertising signs 
within 500’ of the New York State thru- 
way even though the displays 
privately-owned land 


are on 
Page 38 


Howard Chase, president of Howard Chase 
Associates, says “the communications 
dollar neither has nor deserves to have 
any special immunity from the sweep- 
ing management review" made impera- 
tive by the rising costs of wages, ma- 
terials, taxes and selling Page 39 


General Mills and Pet Milk Co. prepare 
to enter the expanding weight control 


field Page 52 
James Allan & Sons launches a major 
newspaper drive throughout the Bay 


area designed to help retailers sell more 
beef Page 54 


Haloid Xerox moves advertising for its 
office copier out of Hutchins Advertis- 
ing Co. and into Doyle Dane Bernbach 
Inc. Page 56 


Armour & Co. will move Princess Dial 
soap out of test markets for the first 


time in February when it will be intro- 
duced in Chicago, Peoria and Rock- 
ford Page 66 


Northern California Pharmaceutical Assn. 
and its pricing committee chairman, 
Donald K. Hedgpeth, plead not guilty to 
federal charges of price fixing Page 72 


Johanna T. Rock, manager of readership 
analysis at Cunningham & Walsh, says 
personal involvement of reader deter- 
mines whether ad is memorable .Page 75 


general manager of Amphicar 
Corp. of America. IWK is de- 
scribed as being controlled by the 
Quandt group, West German in- 
dustrial combine. + 


President Publishing Co., headed by Ed 
ward J. O'Malley, will introduce Presi- 
dent, a new monthly magazine designed 
for “top level’ business men, in De- 
cember Page 86. 


Put Coin in Slot, 
and Look What You 


Super Market Institute says weekly sales 
of new supermarkets opened last year 
averaged $36,900, a 3% drop from the 
average of new supermarkets opened in 


1959 eneiienns Page 90 
Got—Metrecal! 
FIGURES TO FILE Curcaco, Feb. 2—Factory and of- 
Sales of Leading Liquor fice workers are now able to con- 
Brands in 1960 Page 


12 | tinue losing weight on the job. 
Pa Automatic Canteen Co. has 
ge 12 Pe 
|reached an agreement with Ed- 
| ward Dalton Co., division of Mead, 
Johnson which produces Metrecal, 
to sell 8-oz. cans of Metrecal 
through its coin machines. 


Changes in Liquor Con- 
sumption by Types 

Expense Ratios in Percent- 
ages of Agency Income .... Page 110 


REGULAR FEATURES 


Advertising Market Place ....... 106 The product comes in chocolate, 
Coming Conventions ... 26 vanilla and butterscotch flavors. + 
Creative Man’s Corner BO 
Editorials ; 18 
Employe Communications 7% A&MA Changes to MG&éR 
Getting Personal 28 -s : 2 
Information for Advertisers 38 Advertising & Merchandising 
Merchandising Ideas 84 Associates, Boston, has changed its 
pogo renter ener — “6. 9! name to Maslow, Gold & Roth- 
q ron ° : : 
Shehamenaaan ‘Gactewr ; g2 schild. Headquarters will remain at 
Rough Proofs 18/140 Boylston St. Alan J. Maslow, 
Salesense in Ads = president, said the action was 
This Week in Washington 0 eee : 
Wehee of the Advostens ox taken to avoid confusion with 
What They're Saying is other corporate names. 
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Advertising Age, February 6, 


San Francisco 
Dailies Haggle 


Over Circulation 


Next ABC Tally, Due 
in April, May Resolve 
Conflicting Statistics 


1961 


SAN FRANCISCO, Feb. 2—If you 
are confused about which San 
Franciseo newspaper today has the 
largest total circulation—the Ex- 
aminer or the Chronicle—you 
probably have a lot of company. 
Both dailies are claiming the circu- 
lation leadership. 

From the looks of things, the cir- 
culation picture will remain cloudy 
until sometime in April, when the 
Audit Bureau of Circulations will 
audit and issue publishers circula- 
tion statements for the six-month 
period which will end March 31. 
Meanwhile, claims and counter- 
claims are being tossed about as 
freely as rice at a wedding. 

This is the situation. As of the 
last official publishers’ statements 
which were audited last fall by 
ABC, the Examiner had the larg- 
est circulation of any newspaper 
here. The statements covered the 
six-month period which ended 
Sept. 30, 1960. 

Since that time, however, the 
Chronicle says, it has surpassed the 
Examiner in circulation. In a house 
ad last Dec. 22, the Chronicle chal- 


lenged the Examiner to file a 
three-month interim circulation 
report with ABC. This report 


would have carried circulation fig- 
ures from Sept. 30 through Dec. 31. 
As it turned out, neither of the 
dailies filed interim statements. 
ABC pointed out that this was not 
unusual, since most newspapers do 
not issue such reports. The Chron- 
icle said it didn’t file a statement 
because the Examiner wouldn't. 


e Larry Wade, promotion director 
of the Chronicle, told ADVERTISING 
AGE that his newspaper now has a 
larger circulation than the Exam- 
iner, but he declined to cite spe- 
cific figures. 

He pointed out that in the three- 
month period last year from July 1 
to Sept. 30, the Examiner had an 
average daily circulation of 281,- 
799, just 559 more than the Chron- 
icle’s total of 281,240. The Chron- 
icle has since surpassed this deficit 
and now leads the circulation race, 
he said. 

Officially, the Examiner is ig- 
noring the claims of the Chronicle. 
However, Andrew H. Talbot, gen- 

(Continued on Page 104) 
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NEW bDRESS—Borden Foods Co., 


BORDEN’S, 
New 
STARLAC 
very big on Ho a 
“the biggesl gal! 


With your first glassful, 
you'll discover that 


Second, like Borden's 
fresh milk, Starlac is b ized-smooth Here's 
the one nonfat dry milk you can be proud to serve! 
It’s all new on an all new package. Borden's Stariac 

“very big on flavor” af less than 9¢ @ quart! 


New York, is introducing the new 


design on its Starlac packages with ads in Ladies’ Home Journal and 
Life in March and Family Circle and Woman’s Day in April. 


Fee Zooms as Source of 
Agency Income: Rubel 


For Big Shops It’s Up 
From 1% to 12%, Study 
of ‘56-59 Data Shows 


CuHIcaco, Feb. 2—Service fees 
have increased dramatically in im- 
portance as a source of income for 
agencies; so reported Ira Rubel, 
agency management consultant, in 
the December issue of “Rubel 
Service,” compiled by Ira Rubel 


& Co. and published by Robert 
Associates. 
According to Rubel, the service 


fee, expressed as a percentage of 
total agency income, rose from 
1.04% in 1958 to 12.17% in 1959 
for agencies billing over $10,000,- 
000. The corresponding figures for 
agencies in the $500,000-or-less 
class were 8.64% and 24.06% re- 
spectively. 

Service fees as percentage of to- 
tal agency income have also in- 
creased for all other agency size 
classes, according to the Rubel 
findings. 


s The 1956 and 1959 percentages, 
respectively, were 7.20% and 
21.35% for agencies billing $500,- 
000 to $1,000,000; 7.59% and 21.14% 
for agencies with billings of $1,- 
000,000 to $2,000,000; 4.24% and 
25.36% for agencies billing $2,000,- 
000 to $5,000,000; and 2.04% and 
21.34% for agencies in the $5,000,- 
000 to $10,000,000 billings class. 
The ratio of service fees to gross 
agency income, averaged for all 
size classes, rose from 4.33% in 
1953 through 5.12% in 1956 to 
20.9% in 1959. Individual percent- 


Test bet Poti ete 


in @ ready-to-eat cereal Now comes in this peckage 


Co. 


Oats 

promote the national introduction 

of its new oat cereal, Life, with 

ads like this one in newspapers in 
100 markets. 


NEW LIFE—Quaker will 


Quaker Oats’ Life 
Cereal Gets Debut 


via April Campaign 


Cuicaco, Feb. 


2—Life, a pre- 
sweetened oat cereal, will be in- 
troduced nationally during April 


by Quaker Oats Co. 

Advertising for Life will break 
the first week in April in news- 
papers in some 100 markets. Copy 
in the full color, page ads will 
stress the fact that Life’s protein 
is 100% as efficient as the protein 
in meat or milk. 

In addition to newspapers, ads 
have been scheduled in Ladies’ 
Home Journal, McCall’s and Read- 
er’s Digest. Network tv spots will 
run on the “Tom Ewell Show” and 
on four or five daytime tv shows 
sponsored by Quaker. A spot tv 
schedule also will run in some 50 
markets. J. Walter Thompson Co 
is the agency. 

The new cereal product will be 
packaged in 10 oz. packages and 
will retail for about 29¢. Life has 
been in test markets in some 10 
cities since 1958. = 


age increases from 1953 to 1956 
were relatively slight, the Rubel 
survey showek. 

“Fees are now a significant part 
of the income of all types and 
sizes of advertising agencies,” Mr. 
Rubel noted. 

In terms of agency type, the 
ratio of fees to total income is 
much lower for national consumer 
agencies (12.29%) than for re- 
gional or local shops (22.01%) or 
industrial agencies (23.96%). 


s “Mixed” agencies (those which 
do not fall into the “regular” cat- 
egories because less than 50% of 
their billings are in any of the 
three identified classes) have the 
highest ratio of fees to total in- 
come—32.22%, the Rubel survey 
found. 

According to Mr. Rubel, these 

(Continued on Page 110) 


Hicks & Greist 
Resigns; Pez to 
Daniel & Charles 


NEw York, Jan. 31—In words as 
sweet as candy, Hicks & Greist and 
Pez Haas Inc., maker of Pez candy 
and candy dispensers, announced 
they have parted company. The 
break will be effective March 1. 

Pez has named Daniel & Charles 
to take over at that time. 

It was H&G which dispensed 
with the candy company. The 
agency found that handling Pez at 
the same time that an older and 
larger client, Walter H. Johnson 
Candy Co., Chicago, was develop- 
ing new products, was too big to 
chew. 

Charles V. Skoog, H&G presi- 
dent, said: “It appears certain that 
a conflict of interests makes it im- 
possible for us to continue as the 
Pez agency.” He declined, however, 
to disclose the new product devel- 
opments. 

Pez has been a client for about 
18 months. According to the agen- 
cy, Pez did about $250,000 worth of 
advertising (including capitalized 
fees). The company’s own com- 
ment on that figure was a honeyed 
laugh. 


s Johnson Candy has been an H&G 
client for about four years. The 
company’s big product is its Power- 
house candy bar, and less than a 
year ago it kicked off a substan- 
tial spot radio campaign, for which 
an eventual 50 to 100 stations were 
scheduled (AA, June 20). Tied in 
with the campaign, which featured 
hit recordings, was a $75,000 con- 
test for teen agers. + 


‘Borderline’ Publications Periled 
by P.O.'s 55%-Paid Rule for 2nd Class 


Some Would Be Hurt; 
ABP, Major Publishers 
Regard Plan Favorably 


NEW YorK, Feb. 2—The Post 
Office Department’s ruling last 
week (AA, Jan. 30) on second 
class postage rates has created a 
first-class rumpus in several mag- 
azine publishing houses. 

Several fear that some border- 
line magazines “will have their 
backs to the wall.” Some even pre- 
dict that one or two magazines 
could go out of business. Others 
indicate that it may take years for 
some new publications to build 
circulation to the point where they 
can qualify for second-class priv- 
ileges in terms of the new mini- 
mum. 


The new standard set by the| 


Post Office bars second class post- 


age rates to publications with less | 


than 55% paid distribution. The 
minimum base will go to 65% on 
Jan. 1, 1962. 

The Post Office now interprets 
“distribution” to mean the total 
number of copies sent out by a 
publisher, regardless of whether 
they are ultimately sold. The effect 
of the regulation, then, is to en- 
danger publications with a high 
percentage of newsstand returns. 

While the giants report they will 
not be affected by the ruling, and 
business publications organizations 


| generally are enthusiastic, it is the 


close-to-55-percenters who are 
worried. 


® One publisher, who preferred to 
remain anonymous, said: “The rul- 
ing will put some publications out 
of business. I can see where a 
magazine may go along quite well 
with a 2% profit, and then be 


‘forced to switch from second class 


rates. This expense could very 
well be the difference between sol- 
vency and being in the red. It 
could put the borderline publica- 
tions against the wall.” 

Few are prepared to name the 
publications they fear may lose 
the second class rate. It would be 
a dead giveaway to the competi- 
tion. However, at least one New 


Sell Quality, 
Hobbs Advises 


NADA Meeting 


San Diego Dealer Sees 
Demise of Compacts as 
Buyers Want ‘em Fancies 


SAN FRANcIsco, Jan. 31—Whit 
Hobbs, vp and director of Batten, 
Barton, Durstine & Osborn, New 
York, today told the 44th annual 
convention of the National Auto- 
mobile Dealers’ Assn., ‘‘We are in 
the middle of the most extraordi- 
nary social revolution that has 
ever occurred. 

“The accent is on youth,” Mr. 
Hobbs told the car dealers, “and 
the emphasis is on brains. We’ve 
got a new kind of customer, and 
he’s got to be sold in a new kind 
of way.” 


es Mr. Hobbs urged the dealers to 
“join the revolution and sell up— 
with taste. 

“Sell quality,” he said, “because 
today’s customer won’t settle for 
anything else. The nation’s new car 
buyers are on the move—the move 
to the suburbs. And they’re moving 
up—in the social strata. They have 
a passion for self improvement, an 

(Continued on Page 58) 


| York publisher admitted off the 
|record that “one of our books is 
|close to that.” 

| From the Magazine Publishers 
| Assn., the official word is that the 
|situation is too delicate to com- 
ment on. 


a Associated Business Publica- 
tions, however, welcomes the stip- 
ulation. Except for two publica- 
tions, all members qualify for 
second class rates. The two publi- 
cations that may have to strain for 
qualifications are Screen Process 
and Educational Screen & Audio 
Visual Guide. Both have paid cir- 
culations between 50% and 70% 
and both are provisional members 
\of ABP. As provisional members, 
these publications must achieve 
70% paid circulation in three years. 


|@ ABP has been a staunch ‘sup- 
porter of the tightening of second 
class privileges. Last May, Wil- 
liam K. Beard, president, wrote to 
Edwin A. Riley, director of the 
postal services division of the Post 
Office Department, commending 
the original proposal of a 70% base. 

Endorsing the tightening of the 
regulations, Mr. Beard wrote: 
“Perhaps a 70% paid requirement 
will work a hardship on new pub- 
lications which of necessity must 
start as ‘controlled circulations’ 
publications. It could take them 
longer to attain second class entry. 
It might mean that fewer publica- 

(Continued on Page 103) 


Joe Lowe Bases 
Popsicle Contest 
Ads on (Mr.) Hope 


NEw York, Feb. 1—Joe Lowe 
Corp. will run an extensive spot tv, 
print and outdoor campaign to 
promote its series of 10 weekly 
Popsicle contests, starting May 28. 

Bob Hope will be featured in the 
Popsicle ads, and merchandising 


efforts built around the theme, 
“Where there’s Popsicle, there’s 
Hope.” The comedian will be in- 


cluded in all but the tv ads, where 
his contracts with Buick prohibit 
such appearances. 


s Starting the first week in June, 
10-second tv spots will be used in 
more than 100 markets, in peak 
juvenile viewing periods. when 
available. Approximately 10 spots 
per week per market will be used 
in the six-week effort. This will be 
backed by ads in about 120 Sun- 
day newspaper comics sections, 
pages in the Archie comics book 
group, and 24-sheet posters in 350 
markets. 

Grand prizes in the contests, 
open to all boys and girls, will be 
two swimming pools per week, 
each complete with filter, fence, 
sundeck and poolside seats. Other 
prizes, all denoting a ‘““water sports”’ 
theme, include sailboats, fishing 
kits, cosmetics-filled beach bags, 
skin diving equipment and air 
mattresses. 


s Entrants will color a picture puz- 
zle of Bob Hope at poolside and 
send it to the company with an en- 
try blank and three labels from 
any of its products. Entry blanks 
will be available from Popsicle 
dealers. Merchandising materials 
will include gift lists and 400,000 
window displays. 

The contest will be extended to 
Canada, where a supplementary 
group of prizes will be awarded. 

Gardner Advertising Co. devel- 
oped the program. = 
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Scott Needs Bigger 
Agency for Its Lawn 
Seed; Appoints Y&R 


CoLumeBus, O., Jan. 31—O. M. 
Scott & Sons, which has been a 
heavy user of direct mail adver- 
tising, has moved its $1,000,000 
account to Young & Rubicam in 
advance of a “greatly expanded” 
effort in national magazines dur- 
ing 1961. 

The lawn seed company’s switch 
to Y&R from Geer, DuBois & Co., 
both New York, represents its 
second agency appointment in as 
many years. 

Until late 1958, Scott—then 
spending more than $2,000,000 an- 
nually in direct mail—was handled 
by Weimer Organization, a Co- 
lumbus agency wholly owned by 
Scott and specializing in direct 
mail and merchandising opera- 
tions. 

According to Dr. Joseph E. How- 
land, assistant to the president of 


i\Scott and director of advertising, 
the company decided to get out of 
‘the mail order business and con- 
'centrate in other media, primarily 
magazines. It moved its account 
from its subsidiary, Weimer, to 
Geer, DuBois. 


a “Now we have got our feet wet 
in the national books and are mov- 
ing to a larger shop.” Dr. Howland 


told ADVERTISING AGE. The Weimer | 


Organization, which was started 
in 1947 and was taken over by 
Scott upon the death of its origi- 
nal owner, C. F. Weimer, contin- 
ues as a subsidiary of Scott, Dr. 
Howland said. + 


Sudler Exhibit Opens 


An exhibition of work by Sud- 
ler, Hennessey & Lubalin, the de- 
sign division of Sudler & Hennes- 
sey, New York, will be held Feb. 
3-28 at Gallery 303, New York. 


The gallery is sponsored by the) 


Composing Room Inc., 
pher. 


typogra- 


| Vermont Sets Campaign 
“Vermont Is a State of Mind” 
\is the theme of a new campaign 
\for the Vermont Development 
Commission. In newspapers in 
|New York, Boston and Montreal, 


the slogan will be used as a three- | 


;column banner under which will 
be grouped all Vermont resort ads. 
Starting with the Jan. 28 New 
Yorker and Feb. 13 Sports Illus- 
| trated, a series of one-column ads 
| will feature the state’s ski attrac- 
tions. Half-pages in Holiday also 
jare planned. Rumrill Co., New 
| York, is handling. 


National Dairy Expands 
National Dairy Products Corp., 
New York, has acquired more than 
80% interest in Dominion Dairies 
Ltd., Montreal, through an ex- 
change of stock involving more 
than $6,000,000. National Dairies’ 


“ABILLIO 


i nk ' 


S gap Rw 


NBC 


Fost 


Represented by Peters, Griffin, Woodward, Inc. 


It’s true. In Montgomery and Central- 
South Alabama, a million people spend 
‘over a billion dollars every year. How to 
reach them? Easy. WSFA-TV. It covers 


the area like nobody else. 


WSFA-TV 


\ 


ABC MONTGOMERY - CHANNEL 12. 


The Broadcasting Co. of the South 
WIS-TV Columbia, South Carolina 


Kraft Foods division has operated | 
in Canada but this is the first en- | 
try in the Canadian milk and ice 
cream business. 


ADDITIONAL WINNERS—In addition to the three grand awards given at 
the national competition of outdoor advertising art by the Art Di- 


rectors Club of Chicago (AA, Jan. 


30), first awards were given in a 


number of classifications. The Morton Salt design (Needham, Louis 

& Brorby) won first award in the embellished painted bulletin clas- 

sification, and the Jax Brewing design (Doherty, Clifford, Steers & 
Shenfield) won first award in the painted bulletin category. 


New Haven Ad Club 
Invites Contest Entries 

New Haven, Conn., based adver- 
tisers or agencies are invited to 
submit samples of their work in 
any media to the second annual 
competition of the Advertising 
Club of New Haven County. 
Awards will be made in 21 cate- 
gories, from newspaper to direct 
mail. The contest deadline is Feb. 
10; winners will be announced at 
an annual awards banquet in 
Cheshire, Conn., March 7. Addi- 
tional information may be secured 
by calling Mr. Hershatter, New 
Haven, LOcust 2-3294. 


Kudner Adds One, Names One 

Kudner Agency, New York, has 
been named to handle advertising 
for Lenkurt Electric Co., an elec- 
tronics maker in San Carlos, Cal., 
recently acquired by General Tele- 
phone & Electronics Corp. Kudner 
also handles advertising for the 
parent company and other General 
Telephone subsidiaries, including 
Sylvania Electric Products. Kud- 
ner has named Lew Gotthainer, 
formerly with Ellington & Co., an 
account executive on the National 
Distillers account, succeeding Les- 
ter Rounds, who has left the agen- 
cy. 


Greensboro- 


GREEN THUMB 


Automotive Sale 


Total Retail Sales 


Quickest Route to 


Greensboro’s automotive sales stand out in the NEW 
South’s top markets almost bumper to bumper with Baton 
Rouge, Chattanooga and Mobile and other prominent 
markets. Drive for greater sales via the Greensboro News 
and Record—the only medium with dominant coverage 
in the Greensboro Market and selling influence in over 
half of North Carolina. Over 100,000 circulation; over 


400,000 readers. 


Write on company letterhead for “1960 Major U. S. Markets 
Analysis” Brochure of all 300 Metropolitan Markets. 


Greensboro—In the Top 20 Retail Markets of the South 
and in the Top 100 of the Nation. 


Greensboro News and Record 


GREENSBORO, NORTH CAROLINA 


Represented Nationally by Jann & Kelley, Inc. 
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USING IT This Week ? 


In today’s savagely competitive market, THIS WEEK delivers the impact 
where you need it most week after week—in 13,000,000 American homes— 
in 43 “make-or-break” markets where 73% of all retail sales are made! 


This Week 


February 5,1961 


43 GREAT NEWSPAPERS 


MAGAZINE 


Gen. James Gavin 
tells how 


Rocket secrels 
can give 
ur economy 

a boost! ..... 


Also in this issue: 
Audrey Hepburn 
Victor Canning 
Jackie Gleason 
Stan Musial 
The Duchess of Windsor 
Theodore Reik 
Eileen Ford 
Clementine Paddleford 


Plus! No.lina 
great new series: 


THE ART OF LIVING 
.«-Page 2 


Check these top advertisers 
who are using it this week! 


PAGE 


American Geographical Society 
Baker’s Angel Flake Coconut 
Birds Eye Frozen Foods— 
Chicken, Turkey and Beef Pies 
General Mills, Inc.— 
Betty Crocker Products 
Kent Filter Cigarettes 
Knox Gelatine 
Kraft Spaghetti Dinner 
Lipton Tea 
Miles Products— 
Alka-Seltzer 
Oldsmobile 
Pond’s Creams 


THREE-FIFTHS OF A PAGE 


Baker’s Unsweetened Chocolate 
Miss Clairol Hair Color Bath 


HALF-PAGE 


Swift & Company— 
Brown’N Serve 


OTHER 


Doan’s Pills 
Dr. Scholl’s Air-Pillo Insoles 
Fasteeth 
Fidelity Fund 
Geritol 
Good-aire Air Freshener 
Lysol Brand Disinfectant 
Max Factor & Co.— Erace 
Midol 
Murine For Your Eyes 
E. J. Murvon— 

Seeds and Bulbs 
Perma-Grip Dental Plate Powder 
Tek Toothbrushes 


Vick Chemical Company— 
Vicks Cold Tablets 


To move goods fastest...use 


THE MOST POWERFUL SELLING FORCE 
IN PRINT! scretz<x 183,000,000 
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Builders Told They Need Massive 


Promotion to Sway New Home Buyers 


Study by F&S&R Shows 
Housing Industry Loses 
Share of Consumer Dollar 


Cuicaco, Jan. 31—Home builders 
today were told that a massive 
promotional campaign is needed to 
change people’s opinions and mis- 
conceptions about new-home buy- 
ing. 

The National Assn. of Home 
Builders and its agency, Fuller & 
Smith & Ross, New York, present- 
ed the NAHB convention with first 
results of nationwide research 
done to pinpoint the consumer 
market for new homes. 

This will be followed by adver- 
tising and promotion based on 
what the research shows. The 
budget for such a program will not 


be determined until after the full 
report is completed in April. But 
J. A. McKinven, vp and creative 
director of F&S&R, said that ideal- 
ly a “massive” program should be 
undertaken, since the object is to 
change long-held prejudices and 
misconceptions about home buy- 
ing. 


s Giving some examples of how | 
the problem would be “translated | 


into creative solutions,’ Mr. Mc- 
Kinven suggested as a_ theme: 
“Better living begins when you 
own a new home.” He showed ex- 
amples of ads appealing to emo- 
tions (one pictured mother and 
children, headlined: “For their 


sake, live these good years in the | 


best home you can buy”) and an- 
other seeking to stress factual 


|information (a table of incomes, 
| home values, mortgage rates, etc., 
| headlined: “How much house can 
| you afford?”). 

F&S&R began the first phase of 
the Housing Industry Promotional 
Operation (HIPO) program last 
November, with depth interviews 
of 1,500 household heads through- 
out the U.S. 

Although the research project 
is not complete, John Maddox, sen- 
ior vp in charge of the agency’s 
research department, noted that 
the home builders will have to 


| influence three decisions by heads 


| of households: (1) To move or not 
to move; (2) to buy or rent; (3) if 
they buy, to buy a new home or a 
used home. 

Out of 30,000,000 white urban 
households, 6,000,000 moved last 
year, he said. About 3,500,000 of 
those rented; 1,900,000 bought used 
homes; and 600,000 bought new 
homes. 


Some of the highlights of the| 


survey: 
e Two-thirds 


| 


buyers earn less than $7,000 an- 
nually. 


e Of new-home buyers, 32% 
owned a home previously, 49% 
rented, and for 19% it was their 


first residence. 


e Realtors have about a 10% bet- 
ter “image” in the minds of con- 
sumers than do home builders. 

e “Lack of space” was mentioned 
most often (38%) as the reason 
for deciding to move. 


e People who buy used homes 
most often say they do so because 
of lower taxes, better location 
and better construction. New-home 
buyers most often mention that 
they can get their money out of a 
new home more easily, and they 
are easier to care for. 


@ The research project, costing 
$150,000, was financed jointly by 
NAHB members and the manu- 
facturing committee of the Hous- 
ing Industry Council. 


Builder E. W. (Ted) Pratt, 


of the new-home}chairman of the HIPO manage- 


What 


Advertising 
Isn't 
Institutional? 


How should a company register its rank and reputation, 
its policies and plans, with the financial community? 


One way is through an informative campaign of insti- 


by George H. Gribbin 
President, ape 
Young & Rubicam, inc. the public image of the company and 


tutional advertising. There is also a 
second, perhaps even more important 
way. The right kind of product ad- 
vertising. 

Product advertising does more than 
move merchandise. It helps to estab- 
lish the character, the personality, 


its management. It can stamp a company as alert and 
progressive or it can present a far less pleasing picture. 


Bankers, brokers, investors are all consumers, too. 
They see and read and hear consumer advertising. 


Perhaps that is why more and more companies are 


asking of all their advertising not only, ‘‘ What does it 


say about our products?’’, but also, “‘ Will it generate 
respect and confidence for our company?”’. . 


“Will it reach the all-important leaders of the financial 
community?” 


. and 


SPONSORED BY BARRON’S (THE NATIONAL BUSINESS AND FINANCIAL WEEKLY BY DOW JONES) 


| like 
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FIR TREE—Simpson Timber Co., Seat- 
tle, held a drawing at the National 
Assn. of Home Builders conven- 
tion in Chicago, with the winner 
getting an acre of trees, in the 
form of 600 Douglas fir seedlings 


this one. Lennen & Newell, 


| San Francisco, handled the project. 


| tional 


ment committee, said the promo- 
campaign was “the most 
important and far reaching project 
ever undertaken in the industry.” 
It is needed, he said, to counter in- 
creased competition for the con- 
sumer dollar. “We are being badly 
out-promoted,” he said, “both in 
volume and strategy” by other 
industries. In the past 20 years, he 
noted, the home builders’ share of 
the consumer dollar has slipped 
from 20% to 15%. 

When the full report on the re- 
search is made in April, it will be 
sent to NAHB members and co- 
operating manufacturers, along 
with ideas on how to put the infor- 
mation to work. 

The promotional program, which 
has as its goal to increase new 
home sales by 250,000 a year by 
1970 (above normal increases), 
will be paid for by NAHB and 
manufacturers. 


# Nine builders were honored by 
Practical Builder at the NAHB 
convention for their prize-winning 
entries in the 1lth annual mer- 
chandising contest. 

National and _ regional merit 
awards were given to houses in 
two price groups (under $16,000 
and $16,000 to $25,000) by Parents’ 
Magazine, in annual competition 
for “best homes for families with 
children.” 

Better Homes & Gardens an- 
nounced winners of its builder 
contest for “idea homes,” and 
showed a presentation on “The 
Consumer’s Side of the Story,” 
based on the results of 15 housing 
forums conducted throughout the 
uu. 3. 

American Home selected six 
“best homes for the money” in 
various regions of the country, and 
presented them in their February 
issue, featured at the convention. 

Popular Mechanics introduced 
its “new products house” promo- 
tion for 1961. About 25 builders in 
various locations will build the 
model home and promote it locally. 
Popular Mechanics will feature it 
in its September issue and help 
builders promote it locally. 


a 
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Ward Joins Fessel, Siegfriedt 

John Ward, active partner, exec 
vp and art director of Seery & 
Ward, Louisville, has joined Fes- 
sel, Siegfriedt, Dooley & Moeller, 
Louisville, as creative director. He 
will coordinate the copy and art 
departments. 


Rotiform to Curtis Winters 

Rotiform Co., Santa Monica, 
manufacturer of torquemeters, has 
named Curtis Winters Co., Los 
Angeles, to handle its advertising. 
Product engineering and manufac- 
turing publications will be used. 
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DEPARTMENT STORE PRESIDENT HOTEL EXECUTIVE REACHES WEST’S 


GROCERY PRESIDENT CERTIFIES 

SUNSET FOR FOOD MARKETING MERCHANDISES WITH SUNSET BEST TRAVELERS IN SUNSET 
Campbell Stewart, Los Angeles, president of Certi- Reginald Biggs, president of The White House de- Severt W. Thurston, Chairman of the Board of West- 
fied Grocers of California, Ltd.: “Sunset is full of partment stores, San Francisco-Oakland, reported “an ern Hotels, Inc., Seattle, knows that effective adver- 
information Westerners want. Its authority and last- unprecedented volume of traffic on our home furnish- tising is needed to keep 33 hotels well-filled. That’s 
ing quality are beneficial to the food advertiser.” ings floor” after a Sunset promotion. why Western Hotels is a steady advertiser in Sunset. 
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TRAVEL DEAN AND SUNSET 


J = a ee sale P8 
LIFETIME RETAILER COMMUNITY PLANNER-BUILDER 


HAVE A WORLD IN COMMON STAGES SUNSET PROMOTIONS RECOMMENDS SUNSET 
Travel Man R. W. (“Bert”) Hemphill, Los Angeles‘, Frederic Hirschler, president of The Emporium- David Bohannon, San Mateo, creator of Western 
said to be the world’s most widely-traveled man, says ( apwell Company, Northern ( alifornia, has mer- communities, says, “Sunset, more than any other 
of Sunset, “It’s the best way to find out what interests chandised, each year since 1950, with a Sunset Store- 


magazine, has stimulated good Western home design 


Westerners in the way of travel.” wide Promotion. He refers to Sunset as “exceptional.” and intelligent treatment of building sites.” 


i IM hy 


‘ 


RETAIL EXECUTIVE USES SUNSET FATHER-SON GROCERY TEAM THIRD GENERATION MERCHANT 
AS MARKET BAROMETER SELLS WITH SUNSET, TOO KNOWS SUNSET’S INFLUENCE 


Walter J. Brunmark, vice president of The May Com- J. B. and Willard Rhodes, officers of Associated Gro- Aaron Frank, president of Meier & Frank depart- 
pany, Southern California, calls Sunset “a positive cers, Inc., Seattle, “always recommend Sunset first”’ ment stores, Oregon, refers to Sunset as ““The Voice 
plus to all retailers. For consumer goods,” he says, to their suppliers. They say, “Sunset is by far the of the Pacific Northwest” and says, “I know of no 
“it is definitely the best magazine in the West.” greatest merchandising tool in the West — bar none.” other magazine that can match it.” 


WESTERNERS WHO SELL WITH SUNSET 


These gentlemen are some of the West’s top business men. Their One reason for this is that Sunset is edited exclusively for Western 
fields of endeavor are varied: travel, retailing, foods, home building, Living. Sunset goes further, too, in recognizing local needs and in- 
hotels. But for all their diverse interests, they have one thing interests than any other publication, with three highly-specialized 
common. They all sell with Sunset, and most of them have been zone editions within the West and Hawaii. This kind of service has 
using it to merchandise their wares for a long time. created the bond between Sunset and its readers. 


The enthusiasm of this group of Westerners for Sunset is based on This close relationship with its readers explains 
one primary fact: Sunset works for them. Sunset’s 2,000,000 adult why Sunset so effectively sells the Western 
readers set the living and buying patterns in their own communi- _ market. After all, Sunset readers are the West’s 
ties, are generous consumers of products and services. Sunset is _ best customers. Your advertising can reach this 
their textbook of Western cooking, gardening, travel, and home __ influential audience, too. In Sunset, the West’s 
design. They live with it, and by it. own magazine. 


THE MAGAZINE OF WESTERN LIVING 


LANE MAGAZINE COMPANY, MENLO PARK, CALIFORNIA 
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Dole Sets Magazine, 
Supplement Ads for — =r nmr cman wm 
$27,500 Contest 100! O cash 


San FrRAncisco, Feb. 1—Four- 
color pages in three magazines and 
a number of Sunday supplements 
will launch the 1961 spring Dole 
pineapple promotion with its 
“golden pineapple” contest and a 
life-size gilded sterling pineapple 


variety of Dole pineapple styles 
because ...” In lieu of the “pine- 
apple,” the winner will be allowed 
to take $1,500 in cash, if desired. 


a If the grand prize winner also 
submits up to five labels from var- 
ious Dole products with his entry, 
he will also receive cash bonuses 
of up to $5,000. 

There will also be five second 
prizes (two-week, first-class trips 
to Hawaii for two and $500 spend- 


ie 


crammed with $10,000 as the top SECOND PRINS: tips Nowli for2! ing money, or $2,500 cash) and £0 
prize. ' third prizes of $100. 

The ads will appear in the The contest was planned for 
March 4 issue of The Saturday Hawaiian Pineapple Co. by its 
Evening Post, March 12 issue of agency, Foote, Cone & Belding, 
This Week Magazine and inde- SPECIAL BONUS SSS = buuul San Francisco, under the direction 
pendent supplements, the March aot of Hal F. Griswold, Dole advertis- 
issue of Woman’s Day and the ing director. + 


April issue of Family Circle. 

Two-color pages will run in 20 
trade publications. A point of pur- 
chase display kit will back the 
campaign. 

For a chance to win the hand- 
crafted silver pineapple gilded 
with 14K gold, contestants will be 


BIG LOOT—Hawaiian Pineapple Co.'s Haber Adds 51 Type Faces 
biggest spring drive for Dole is Haber Typographers, 115 W. 

based on a consumer contest. 29th St., New York, has issued a 
32-page catalog supplement show- 
ing 51 new type faces. A copy will 
| be sent to those requesting it on 
“I like the | company stationery. 


required to submit a Dole label 
and complete in 25 or fewer words 
a sentence beginning, 


RESPONSE-ablie 
New York takes home the 
WORLD-TELEGRAM 


It’s first in food. The World-Telegram is carried 
home every evening to housewives whose grocery 
lists are as limitless as the variety of their menus. 


In better areas all over the New York 
market, these homemakers depend upon 
its Thursday Food Pages as their 
complete guide to grocery shopping. 

It gives them everything from exotic 
recipes to the advertising of food 

chains and famous brands. 


The World-Telegram carried more total 
full-run grocery advertising* during 
1960 than any other New York weekday 
or Sunday newspaper. 


Food advertisers know from the weight 

of their sales that profitable volume 

is found in the brand-conscious homes 

of “RESPONSE-able New York.”’ 
cs 


ry 


NEW YORK WORLD-TELEGRAM 


New York's gua/ity evening newspaper 


*Retail and National Combined (Media Records) 


RUGGED—-Dodge will use spreads like this in business publications. 
This one will appear in Nation’s Business in February. 


Dodge Maps 
Multi-Media 
Truck Drive 


DETROIT, Feb. 1—Dodge’s cam- 
paign for its trucks goes into high 
gear this month with outdoor, 
newspapers, magazines and the 
first use of a full radio network for 
its trucks. 

The media schedule includes: 


Outdoor: 2,700 boards 
markets in February, plus a sim- 
ilar program in May. Both cam- 
paigns will feature the Dart pick- 
up. 


WPTV Promotes Kampion 

Ken Kampion has been promoted 
from regional sales manager and 
film buyer to national sales man- 
‘ager of WPTV, Palm Beach. 


in 250 


Radio: The Alex Dreier Mon.- 
Fri. evening news show over the 
full ABC radio network, starting 
Feb. 6. A supplementary spot radio 
drive is scheduled for March and 
April in 50 markets. 


Newspapers: About one insertion 
a week in 150 markets during 
March and April. 


Magazines: Dodge will continue 
its strong magazine schedule in 
the first half of 1961, using busi- 
ness, farm, truck fleet and state 
trucking magazines, plus vocation- 
al publications. 


Television: Dodge truck commer- 
cials will be used on ‘Lawrence 
Welk’s Dodge Dancing Party” on 
ABC Saturday nights. 


Batten, Barton, Durstine & Os- 
born is the agency. + 


‘L.A. Times’ Boosts Nancrede 
to General Ad Manager 


Ed Nancrede has been appointed 
manager of the Los Angeles Times 
general adver- 
tising, succeed- 
ing H. B. Jette, 
who will service 
the general staff 
in an advisory 
capacity until 
his retirement 
early this year. 
Mr. Nancrede 
has been sales 
manager of gen- 
eral advertising 
since June, 1959. 
For nine years 
previously he had been assistant 
manager of general advertising. He 
joined the Times in 1934. 

Mr. Jette had been assistant gen- 


Ed Nancrede 


eral ad manager since 1938 and in a 
1940 was named general ad man- 
ager. 


Revlon Buys Flower Maker 

Revlon Inc., New York, has pur- 
chased Zunino-Altman Inc., New 
York, for an undisclosed amount 
of cash and will operate it as a 
wholly-owned subsidiary with no 
changes contemplated in personnel 
or policies. The company markets 
artificial plastic flowers direct 
through retailers and florist supply i 
houses. Advertising has been placed Pee, 
direct, and will continue for the 
present. 
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... ahead of the news, behind the headlines . . . for people at the top 


With the January 9, 1961 issue, Newsweek circula- 
tion reached an all-time high of 1,500,000.* For 


advertisers in that issue, this meant a circulation 


bonus in excess of 100,000 above Newsweek’s 
1,400,000 guarantee (which went into effect 


*Publisher’s estimate 


A bonus...and a promise 


with the January 2 issue). To these and to all other 
advertisers, Newsweek makes the following promise: 
During the balance of 1961, whatever substantial 
circulation bonus Newsweek delivers to you 


will be available at no increase in advertising rates. 
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Fedders Sets 
$4,000,000 Push 
Over 4 Months 


77-Second Installation. 
Climatimer Get Stress 
in April-July Campaign 


MASPETH, N.Y., Feb. 2—Fedders 
Corp., which refers to itself as the 
world’s largest manufacturer of 
air conditioners, is all set for a 
big blow in 1961. 

In the four months ending Aug. 
31, Fedders will invest $4,000,000 
to advertise 83 different air con- 
ditioner models, ranging in price 
from $163 to $289. One model will 
be for “that small bathroom win- 
dow.” 

The company said the cam- 
paign, which will peak in May 
and June, will represent the larg- 
est ad investment behind a single 
product line in the appliance busi- 
ness. The campaign will be han- 
dled by Hicks & Greist. The ad in- 
vestment will top the 1960 outlay 
by $1,500,000. 


s Fedders, which has been out- 
lining 1961 sales plans to distrib- 
utors, said it invested more in 
newspaper ads last year than its 
two closest competitors—General 
Electric and Westinghouse—com- 
bined, and that it intends to do 
better this year. 

Theodore J. Grunewald, senior 
vp and director of radio and tv at 
the agency, said the campaign will 
feature ease of installation of Fed- 
ders’ new “77-second system,” and 
the Climatimer, said to be the 
only automatic clock-timer unit 
on the market. 


s Basic theme of the ads will be, 
“From carton to cooling in 77 sec- 
onds.” For the Climatimer, the 
theme is: “Why cool an empty 
room or come home to a hot one?” 
Mr. Grunewald said the Clima- 
timer works “like a clock radio,” 
which can be pre-set for specified 
times. 

He said Fedders has scheduled 
34 network participations on CBS- 
TV and NBC-TV, each involving 
about 170 stations. Concurrently, 
a 10-week saturation radio net- 
work campaign has been scheduled 
on 440 stations. A total of 90 five- 
minute news programs and 27 net- 
work participations have been 
booked on Mutual; in addition, a 
“massive cut-in operation” on each 
Mutual station, has been arranged, 
with local commercials mentioning 
dealers. 


8 Spot tv and spot radio will high- 
light promotions in key markets. 
In New York, for example, Fed- 
ders has bought 168 one-minute 
commercials. “The schedule varies 
from city to city to balance the 
network program.” Most radio 


spots will be placed by distribu- | 


tors. 

The print campaign will start 
with black and one-color pages 
in Life in April and The Saturday 
Evening Post in May. 

The newspaper campaign is 
scheduled for 70 to 80 cities, with, 
for example, 25,000 lines set for 
New York newspapers. 


8 Outdoor ads will run in 80 cities, 
with No. 50 showings in April and 
May. In addition, 3,200 four-color 
ads will appear in 1,600 cars on 
New York subways. “This is some- 
thing we have tailored especially 
for New York,” Mr. Grunewald 
said. 

A direct mail package for each 
dealer is being prepared. Each 
mailer is in two colors and will 
include a free gift certificate. + 


Kennedy Wary, but 
Plans to Seek Some 
Postal Rate Boost 


WASHINGTON, Feb. 2—-The Ken- 
nedy administration was gearing 
up this week for an effort to con- 
vince Congress to go ahead with 
postal rate increases this year. 

President John F. Kennedy pub- 
licly registered his interest in get- 
ting the rate increase. His new 
Postmaster General was still work- | 
ing out the details. | 
# The President told his press con- 
ference yesterday that rate in- 
creases were one of the major rev- | 
enue items that were considered by 
former President Dwight D. Eisen- 
hower in the preparation of the 
government’s 1962 budget. Presi- 
dent Kennedy said he had no il-| 
lusions about the likelihood of get-| 
ting the $843,000,000 rate increase | 
which his predecessor suggested, 
but that he was going ahead with! 
requests for a postal rate increase. | 

His skepticism was reflected by | 
key congressional leaders. Rep. 
Tom Murray (D., Tenn.), chair-| 
man of the House Post Office and | 
civil service committee, noted that 
his committee has been unable to| 
rally support for rate increases in| 
the past, but he indicated he will | 
try when the administration gets a | 
bill ready. 
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HIGH FASHION—Center spread of Vogue ad by Westinghouse Electric 
Corp. shows sets in rooms arranged by designers who will offer dec- 
orating service to Westinghouse customers. 


Cutting Price to Meet Coin-Op Rates 


4 


Cleaners Institute 
Warns Members, Plans 
No Counter Moves 


PHILADELPHIA, Feb. 3—Dry 


|cleaners who try to compete against 


ws While the administration’s rate 
bill was still being drafted, Post- 
master General J. Edward Day was 
telling mail users and postal em- 
ployes about his plans for the de- 
partment: 

For mail users, he pledged that 
the department’s new officers will 
distinguish between postal costs 
for services comparable with those 
of private business, versus those 
which represent public service. 

For postal workers he promised 
“a tone of alertness and enthusi- 
asm. We hope to avoid flowery 
language, excess formality and| 
dullness,” he said. ‘“‘We seek to cut 
down on over-long letters, over- | 
long memos, over-long conferences, | 
over-long chains of command—| 
even over-long lunch hours.” 


| 
| 


|coin-operated dry 


|committing “suicide,” 


|age, and delivery,” 


cleaning ma- 
chines by cutting their prices are 
William L. 
Browne, pr director of the Na- 
tional Institute of Dry Cleaning, 
said in a speech prepared for de- 
livery Feb. 5 before the associa- 


| tion’s annual convention. 


Mr. Browne’s text refers to the 
hottest single topic at the conven- 
tion, coin-operated dry cleaning 
machines and their influence on 
the dry cleaner (AA, Jan. 30). 

“As long as you provide costly 
services like marking, sorting, 
spotting, finishing, bagging, stor- 
he says, “‘you 
are not in a position to undersell 
the machine which provides only 
clearing.” 

The institute does not ptan to en- 
courage or discourage the growth 


Suicide’ for Dry Cleaners: Browne 


fessional dry cleaners fighting the 
coin-ops by buying advertising 
which warns the public against us- 
ing the coin-ops,” .according to him. 
Frank Pollatsek, executive direc- 
tor of the Neighborhood Cleaners 
Assn., says the group “has advo- 
cated a cautious approach to the 
consideration of whether a dry 
cleaner should purchase coin-op- 
erated dry cleaning machines.” 


= At a press conference before the 
convention, Jack A. Coleman, head 


|of small equipment sales, Amer- 


|first of new 


> ie of coin-operated cleaning. “Our po- | 
# The administration’s rate bill re-| sition has been and will continue | 


portedly will be anchored to the|t 9 be that we want to know and| 


\5¢ letter and 8¢ airmail. It will} 


likely include increases for second | 
and third class mail, too. 


The Postmaster General’s state- | 
ment distinguishing between| 
“business costs” and public serv-| 


ice costs was believed to signal his | 
willingness to estimate postal def- | 
icits, for rate-making purposes, on | 


a budget which eliminates postal | 


functions which reflect subsidies, | 


or uneconomic activities which are | 


© ; = + ~ 
carried on as part of the postal) it hurts us, too, to have the pro- 


operation. Sen. Olin Johnston (D.,| 
S.C.), chairman of the Senate Post | 
Office and civil service committee, 
has contended the department’s 
$900,000,000 deficit could be re- 
duced by as much as $600,000,000 
if mail users were credited for all 
subsidies and public service ex- 
pense (AA, Jan. 30). 


# In his first public statement 
since taking office the Postmaster 
General told National Business 
Publications’ annual Silver Quill 
Award dinner last week, “The Post 
Office has the primary responsibil- 
ity of providing a real service to 
the people of the country. 

“While we aim at increased ef- 
ficiency, lower cost and better 
service,” he said, “we fully realize 
that the Post Office today must 
fulfil many roles that 
broader than mere communica- 
tions. We feel that the most ef- 
ficient and economical movement 
of the mails is our No. 1 objective. 
We further feel that the new ad- 
ministration can and will make 
new and immediate economies in 
its management and publicity 
\functions.” # 


are far) 
| page 


to tell you all we can learn about 
the coin-ops ... their costs 
their technical capabilities 


| 
| 


ican Laundry Machinery Co. called 
the addition of coin-operated dry 


cleaning machines a “revolution in| 


service facilities for consumers. 
Within two years or less we shall 
see automatic, unattended laun- 
dries and dry cleaning establish- 
ments grossing $1 billion dollars 
annually,” he said. His company 
franchises Econ-O-Wash coin-op- 
erated unattended laundries. The 
company is currently building the 
“service centers” with 
color-coordinated equipment, air 
conditioning and music. + 


Laundry Industry to 
Spend $40,000,000 


how customers accept them,” Mr. | to Promote Itself 


Browne says. 


s He urges the dry cleaners to 
keep their advertising “affirma- 
tive and positive.” 

“At the same time that it hurts 
dry-cleaning to have coin-ops say 
that dry cleaning is objectionable, 


~~ == (J BORG-WARNER 
CLEANING VILLAGE—This two-color 
in Business Week, Fortune, 
Time and U.S. News & World Re- 
port in January and February 
launched the Norge division of 
Borg-Warner Corp.’s new coin-op- 
erated dry cleaner (AA, Jan. 30). 
Clinton E. Frank Inc. placed the 
ad. 


PHILADELPHIA, Feb. 1—The pro- 


| fessional laundry industry will be 


spending approximately $40,000,- 
000 for advertising and promotion 
in 1961, Richard Vaughn, publicity 
manager for the American Insti- 
tute of Laundering, told ApDvERTIs- 
ING AGE prior to the national con- 
vention of the institute here. 

He estimated that expenditures 


Advertising Age, February 6, 1961 
Westinghouse 
Offers Free 
Decor Service 


‘Vogue’ Effort Features 
Free Decorating Ideas for 
TV, Stereo Purchasers 


New York, Feb. 2—Westing- 
house Electric Corp., which has 
been promoting its tv and stereo 
consoles as pieces of furniture 


|rather than appliances, is going 
)one step further—it is now pro- 
| viding customers with free decor- 


ating service by four well-known 
designers. 

The promotion is aimed at 
“fashion-conscious women, target- 
ed as the best prospects for tv- 
stereo console sales,’ according to 
the company. Consequently, West- 
inghouse has tied in with a fashion 
manufacturer, Evan-Picone Inc., 
and has selected a fashion maga- 
zine, Vogue, for its advertising. 

National advertising consists of 
a six-page b&w ad by Westing- 
house, plus a color page by Evan- 
Picone in the Feb. 1 Vogue. Con- 
siderable co-op advertising is ex- 
pected, including dealer-listing 
ads, individual store ads and radio 
spots. A number of stores are also 
expected to tie in with window 
and department displays. An eight- 
page supplement in the January 
issue of Mart alerted the trade. 


s The Vogue ad starts with the 
color page by Evan-Picone, pictur- 
ing a model watching a Westing- 
house tv. Since the ad appears in 
the “Americana” issue of Vogue, 
the model is seated in an early 
American rocker, sewing a “Betsy 
Ross flag.’’ The tv set is housed in 
an early American cabinet. 

The Westinghouse insertion 
opens with a spread announcing 
the free decorating service. A full- 
page photo shows the four interior 
designers involved: Michael Greer, 
Roger Hargreaves, Audre Fiber, 
Jay Dorf. 

The ad explains that the free 
decorating service goes with the 
purchase of any tv or stereo con- 
sole during February and March. 
The customer fills out a “decorator 
service form’ provided by the 
dealer, and postmarked no later 
than March 31. 

In return, the customer will re- 


ceive, by mail, a living room plan, 
including “suggested furniture ar- 
|rangement, color scheme, actual 
|samples of fabric, paint and floor 
|coverings, all custom-tailored to 
| your personal requirements.” 

|m The other four pages in the ad 
|do not mention the decorating 


locally, regionally and for the in- | service, but picture a room setting, 
stitute itself will be up about 5% | designed by one of the four de- 
for the year. The institute itself | signers. Each room setting features 


has allocated $100,000 for 1961 to 
promote the professional laundry 


a tv or stereo console and a model 
wearing Evan-Picone “at home” 


institute by building up its own | fashions. 


“Betty Furness” 


in the person of | 


Westinghouse has supplied pro- 


Mrs. Anne Sterling, national home motion kits to stores, including 
counselor, through organizational, |streamers, counter cards, ad re- 


tv, radio and other appearances. 


s Increases in company expendi- 
tures, Mr. Vaughn told AA, re- 
volve mainly around groups of 
laundries joining together to buy 
tv time and special radio programs 
on a regional basis. 

The additional budgets, he said, 
are being used for radio spot 
schedules locally by individual 
firms who find tv time too costly. 

Newspapers will continue to be 
used by individual laundries in 
small space, he said, while addi- 
tional funds will benefit radio 
chiefly. 

The laundry 


institute’s budget 


will go mainly for public relations. 


Gray & Rogers is the public re- 
lations agency on the account. + 


primts and display and promotion 
|ideas. Evan-Picone outlets are ty- 
|ing in with windows and in-store 
| displays built around blow-ups of 
|\the Vogue ad. In some cases, ac- 
|tual tv and stereo sets will be in- 
|cluded in the dress display. Grey 
Advertising is the Westinghouse 
agency; Papert, Koenig, Lois is 
handling the Evan-Picone ads. + 


Jesson Joins W. F. Bennett 

Andy Jesson has joined Walter 
F. Bennett & Co., a religious ad- 
vertising agency, as manager of the 
Hollywood office, replacing W. E. 
Boice, who has resigned to open 
his own agency. Mr. Jesson was 
assistant manager and art director 
with Rutledge & Lilienfield, Chi- 
cago, until 1956. 
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THE 
BALTIMORE 


~2 


® FIRST IN BALTIMORE’S ABC CITY 


© FIRST IN THE STANDARD 
METROPOLITAN AREA 


* FIRST IN MARYLAND 
© FIRST IN TOTAL 


NEWS-POST 


OF COURSE, and HAS BEEN 
FOR THE PAST 34 YEARS! 


Who's First in 
Daily Circulation 
In Baltimore? 


SS 


Baltimore? News-Post 


Represented Nationally by Hearst Advertising Service Inc. 
Offices in 15 Principal Cities. 
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Gudeman Urges 
More Research 
on Retail Ads 


(Continued from Page 2) 
know how successful our ads are.” 
Mr. Gudeman related how Sears 
changed its newspaper ads from 
“pretty black” appliance and other 
hard item advertising to ads more 
in keeping with its new stores. It 
was virtually impossible to esti- 
mate success or failure of the cam- 
paign, he indicated. Sears spent 
about $3,000,000 for advertising 
that year in magazines. Mr. Gude- 
man estimates that the chain 
spends over $100,000,000 a year on 

all advertising expenditures. 


® The new Under Secretary of 
Commerce gave an example of the 
kind of information that could be 
obtained from “a _ statistical ap- 
proach” to mail order advertising. 
Sears found that by circulating 
catalogs in cities where there were 
quite a few Sears stores, the com- 
pany not only did a substantial 
mail order business, but it also 
increased the retail business from 
the same customers who received 
the catalogs. 

“Now we couldn't justify send- 
ing that catalog to those custom- 
ers,” Mr. Gudeman said. “On the 
basis of the mail order sales only, 
we did not get sufficient sales 
from mail order alone to warrant 
the cost of the catalog. But when 
you added to it the retail business 
we got, then our advertising ratio 
was very modest and most satis- 
factory. So, of course, we started 
increasing the distribution of cat- 
alogs in retail store cities. This 
was a very scientific approach.” 


@ On the other hand, Mr. Gude- 
man said, about five years ago 
Sears came out with a high priced 
Allstate tire via ads in about 200 
newspapers covering over 80% of 
Sears retail distribution. This was 
the highest-priced tire Sears had 
ever sold. Sales of its former high- 
est-priced tire were less than 3% 
of its total automobile tire sales. 

Within 60 days after the ads 
started appearing, Mr. Gudeman 
said, sales on the new tire rose to 
well over 15% of total sales. This 
figure, of course, was “most sat- 
isfactory.” 

But Mr. Gudeman asks: “Was 
that the right way to put over 
that promotion? We were more 
than satisfied because it seemed to 
work. Should we have gone on tv? 
Should we have gone on radio? 
Should we have used national pe- 
riodicals? If so, which ones? How 
rmiuch space? Why? Do we have 
all those answers in the mail or- 
der? We haven’t got a one in re- 
tail.” 


® Turning to the Department of 
Commerce (‘‘and here I talk with 
great knowledge, all of 14 days”’), 
Mr. Gudeman urged AFA mem- 
bers to assist smaller manufac- 
turers to discover the $19.5 billion- 
a-year export market, which is 
bigger than yearly sales of iron 
and steel or textile manufacturers, 
or expenditures for public con- 
struction or farm income, he said. 


® Douglas L. Smith, director of 
advertising and merchandising of 
S. C. Johnson & Sons, told the 
AFA’s third annual Washington 
conference that “like it or not” tv 
advertisers are responsible for pro- 
gram content. The networks may 
say they control programming, he 
said, “but whom does the public 
hold responsible for a show they 
see and respect or dislike? To 
whom do they write in praise or 
protest? You all know; it is the 
sponsor. 

“We have every right, and we 


Lamb 


Wiley 


Judd Fish 


CAPITAL GROUP—Admen and members of Congress gathered at the 
midwinter Washington conference of the Advertising Federation of 
America included John Lamb, Batten, Barton, Durstine & Osborn; 
Minneapolis; Sen. Alexander Wiley (R., Wis.); Rep. Walter Judd, 
(R., Minn.); and Jim Fish, vp of General Mills, and AFA chairman. 


should exercise it, to insist upon 
a respectful, clean, inoffensive 
treatment in connection with any- 
thing we sponsor,” he said. “It is 
our money that pays the bills—or 
better yet it is our customers’ mon- 
ey—and we owe them this con- 
sideration. 

“Today, as sponsors, our obliga- 
tions and responsibilities are in- 
creasing rather than diminishing. 
We cannot escape the onus—and in 
fact we should reach for it—that 
stems from the conscience of an 
advertiser who will strive to up- 
lift—who will set some standards 
and adhere to them.” 


s Dr. Hector Lazo, chairman of the 
marketing area of the graduate 
school of business administration 
at New York University, singled 
out “ignorance, just plain ignor- 
ance” as advertising’s greatest ene- 
my. 

He declared: “I think most of 
us talking, writing and debating 
about advertising and its role in 
the economy and its impact on so- 
ciety just do not know what we 
are talking about.” 

Dr. Lazo said it’s time “we stop 
apologizing, stop denouncing, stop 
threatening each other with dire 
consequences and start a construc- 
tive and, above all, a positive pro- 
gram.” 

He said there are two view- 
points to argue from, both equally 
powerful. “Those of us who be- 
lieve in advertising argue from the 
vantage point of fierce partisan- 
ship,” Dr. Lazo said. ‘“‘Those who 
belong to the other camp argue 
from the equally powerful point 
of urge to reform with a sort of 
Sir Galahadian complex fighting 
holy crusades. To them most of 
our efforts appear to be wasteful, 
if indeed not antisocial.” 

Dr. Lazo made the point that 
advertisers are in danger “of be- 
coming heirs to the title of the 
great and negative opposers. Back 
in the 1930s, to be for business was 
to be against the government, 
against the people and against pro- 
gress. Let us not be euchered into 
a similar position in the New Fron- 
tiers of the 1960s.” 


es Arthur C. Fatt, president of 
Grey Advertising, New York, 
sounded the alarm against “the ef- 
forts of a vociferous group to tam- 
per with our economic power plant 
by enfeebling advertising and con- 
stricting selling.” 


He declared: “When a political 
campaigner proclaims that this 
country needs ‘leadership, not 


salesmanship’; when a sociologist 
publishes a bulletin accusing ad- 
vertisers of fomenting a fertility 
cult and trying to ‘stimulate the 
continuation of high birth rates 
for their own self-interest’; and 
when our law makers and regula- 


tors load the legislative hoppers 
with bills to hog-tie advertising 
and selling, we must recognize 


these as warning gusts of ill wind.” 


® James M. Landis, special assist- 
ant to the White House on regula- 
tory agencies, told AFA members 


_of 


that it’s natural for them to have 
“an intimate concern, a selfish con- | 
cern” with the pace of our eco- 
nomic growth, since advertising is 
about the first thing to be elimi-| 
nated from the budget as _ sales) 
decline. 

In appraising the regulatory) 
agencies, he said they are not very 
efficient. “Delays, delays, delays 
characterize the action of almost} 
every regulatory agency,” he said. 

Another problem, Mr. Landis 
went on, is the “tremendous frag- | 
mentation” of their jobs, which 
sometimes tend to run at cross 
purposes with one another. He| 
called for development of an ‘‘ade- 
quate national policy among these) 
fragmented fields by trying the} 
persuasive process of coordination 
rather than erecting another bu- 
reaucracy to try to control.” 


| 
| 


e W. B. Murphy, president of | 
Campbell Soup Co., stressed that| 
superior product values plus good) 
advertising add up to a higher | 
standard of living. “To be right,” 
he said, “advertising can’t try to 
do more for the product than the 
product could do for itself if all the| 
consumers were thoroughly con-| 
versant with it.” | 

In fact, he said, “you could con- | 
clude that the most sound product | 
growth comes when the product} 
out-performs the advertising. This | 
is one reason, I suppose, that the | 
marketing and advertising people 
—at least in our company—are 
some of our strongest advocates | 
for improved quality and devel- | 
opment.” | 
= Dr. Steuart Henderson Britt, | 
professor of marketing and adver- | 
tising at Northwestern University, 
ripped into the industry’s attack-| 
ers who picture the consumer as| 
“an ignorant stumblebum ripe for| 
being duped” and the American 
business man as ‘a callous master” | 
the consumers’ subconscious | 
yearnings. 

He urged advertisers to quit be- 
ing so “damnably negative and 
apologetic” about their business. 


s James S. Fish, vp of General 
Mills and chairman of the board 
of directors of the AFA, declared: 
“Our intent is to show the millions 
of buyers in all walks of life how 
advertising creates the demand 
that keeps our mass production | 
economy going forward, often re- 
ducing the cost of the things they 
buy, raising their living standard 
and contributing to an enriched 
life and better opportunities for 
our great and growing population.” 


8s Morton J. Simon, AFA counsel, 
told the group’s third annual Wash- 
ington conference about a new 
problem for members to worry 
about. He said eight states have 
recently tried to collect use and 
sales taxes from non-resident cor- 
porations on goods sold as a result 
of in-state advertising. He fears 
the trend may soon spread to all 
20 states. 


s Rep. Hale Boggs (D., La.) de- 


7-Crown Still Is 
Leader, ‘Business 
Week’ Study Finds 


New YorK, Feb. 3—U.S. con- 
sumers downed more liquor in 1960 
than they did in the great postwar 
year of 1946, according to a Busi- 
ness Week survey of liquor con- 
sumption, out today. 

Despite the old saw that a sneeze 
in the economy means pneumonia 
in the liquor business, the maga- 
zine said, U.S. consumers imbibed 
more alcohol last year than ever 
before. If the hesitation in the 
economy influenced drinking hab- 
its at all, it was only that a certain 
percentage of drinkers switched 
from quarts to fifths, while others 
chose less expensive brands. 


s At any rate, 1960 found consum- 
ers buying a record 232,500,000 
gals., as against 225,500,000 gals. 


the preceding year, and the previ-'! 


Advertising Age, February 6, 1961 


;ous record of 231,000,000 gals. in 
1946. 


@ Seagram 7-Crown was again 
the favorite, with 7,200,000 cases 
sold, up from 7,000,000 cases in 
1959. Another House of Seagram 
brand, Seagram VO, moved up to 
second place. 

On share-of-market, the Busi- 
ness Week liquor roundup | said 
spirit blends continued to be the 
favorite with 31.6% of the con- 
sumer market. However, this lead 
fell 0.56% from 1959 and was down 
from a 66.2%~share in 1949, the 
magazine said. 

Trailing the blends, according to 
Business Week, were straights, 
with 26% of the market; gins, 
9.1%; scotch 7.9%; vodka, 7.7%, 
and Canadian whiskies, 5.2%. 

As for trends, the magazine said 
leading brands will probably con- 
tinue to hold their margins, but 
may lose some share-of-market to 
emerging strong brands in the vod- 
ka, scotch and Canadian areas. 


Brand 


‘60 Sales of Top Liquor Brands 


Source: Business Week 


No. of Cases 
(000 omitted) 


(Wine Gallons in Millions) 


Distiller Type 

WHISKY: 

Seagram 7 Crown ........:c00 7,200 Seagram Blend 

Seagram VO Seagram Canadian 
Imperial ................ Walker Blend 

GE AN visssckaciscasssessstsnassinesss National Bond & Straight 
Canadian Club Walker Canadian 
Calvert Reserve 0.0.0.0... 1,800 Seagram Blend 

Schenley Reserve .............0:00 1,800 Schenley Blend 

PE NIE wiki sick catssstaciinssecodines Beam Straight 

OE WHI cxcinscicesccsveseuscstsniin Brown-Forman Straight 
Corby’s Reserve Walker Blend 

PN III ferknjicacrasansncsecneaveiss Schenley Straight 
Fleischmann Preferred ............ 1,250 Fleischmann Blend 

Four Roses Seagram Blend 

Old Taylor National Bond & Straight 
NN > csc arssccsteciencicstiasateansencen Seagram Blend 

Ten High Walker Blend & Straight 
Old Sunny Brook .. National Blend & Straight 
POE. Biidists areatasenes tnsantciclecistoins National Bond & Straight 
Kentucky Gentleman .. 800 Barton Straight 
PIT aces cccistaccceicixscsisassevies 800 Seagram Blend 

RN, Gi NIN srcsscssterctsececetcens 800 Fleischmann Scotch 

ne COND kireitncitnernieess 775 Publicker Bond & Straight 
SPIO <iisacienvensienctnvenvonaniouse 750 21 Brands Scotch 

Old Grand-Dad 725 National Bond & Straight 
Old Thompson 700 Glenmore Blend 

COIN BOT siscsiccccsasecce 650 Buckingham Scotch 

Ge Oe WUE aenicirchds cesmnianserienn 625 National Blend & Straight 
BOE ON seisiricsrniccines 575 Schenley Straight 
Bourbon Supreme ............0:0000 525 American Straight 

GIN 
A sussussserctieeiiaiegiccseteees National 
BOPGOR'S ccsccssssee Renfield 
Fleischmann’s ...... ; Fleischmann 
MOOININS. sesiccasiasicns Seagram 
Hive Walker ........cccccccescees ‘ 800 Walker 

VODKA: 

RPINITE- Siciick cassnacsiveoncsunicaconpnes 1,950 Heublein 
Liquor Consumption by Types 
(Per Cent of Total Liquor Consumption) 

TYPE 1960* 1959 1949 
MEE III: scssicscicchanineccscctnustecasons 31.6% 32.1% 66.2% 
IUD oxciccebiensisispariiabinasnscleaies 26.0 26.1 8.7 
RIE sis tiasasaieccoiaratsorpecaierisnorneeeeins 4.1 4.5 5.4 
MI dussaxskcvccnasdvensastiutléasnmiteiiataans 7.6 7.6 4.4 
DEIN: icerneandanemeneinie 5.2 5.1 27 
SII: | cisurvscapunsdtaciacionnaidi tacioetcanniinn 0.3 0.3 0.4 

WR. FON siscstiniiminctiirnnsnens 75.1 75.7 87.8 

9.1 9.2 7.1 
77 7.1 0.0 
3.7 3.5 2.2 
SI 1 Xevicacsntadadsectacsctatassseoibaideasie 2.4 2.5 1.3 
RENNIN. cbdidundtshaceacuadhaedidentevehiparscnyeis 1.6 1.6 1.3 
CUEING’ sciicaataleaaracmidelidinxahiahisalnaetiee baits 0.4 0.4 0.3 

TOTAL MOP-WHIGKY .....c0ccccscsssccesseese 249 24.3 12.2 

* Estimated 

TOTAL CONSUMPTION  ..00....c cee. 232.0-233.0** 225.5 169.5 


**Includes Oklahoma ond Hewaii 


nounced “censorship by taxation,” 
and urged Advertising Federation 
members to voice their support for 
his bill, H.R. 640, to allow tax de- 
ductions for lobbying expenses, in- 
cluding advertising on political 
topics. 


At the luncheon meeting, AFA 
members were read a letter from 
President Kennedy wishing them 
luck in their objective of creating 
a better understanding of adver- 
tising “as a dynamic force in the 
nation’s economy.” = 
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be limited to those who have not received Ba’ ) ing the year the company under- cago, has appointe as "| York Stock exchange asks ques- 
; | tae spony By act made ge —— % | took projects in 31 countries for 16 telle copy chief and Cesar Rotondi | ens seleted ta 6 sonteek Pc 
cacnass . | clients. radio-tv director. Mr. Destelle was —ghether tamities haw 
s ." formerly at Brady Co., Appleton, : e 


‘ é Site a. 
Dag SS a 


George Norman, Forjoe Split Wis.; Mr. Rotondi has been Uni Canale tones aeeeene an 
George Norman Broadcasting Baker since early last year. education and retirement.” 
| Copy will ask: “What will your 
|retirement income be?” and 
: : | “Will you be financially pre- 
‘ | pared to send your children to 
; ae 72 eS sae : : college?” 
a ei _ ; Ss Keith Funston, president of 
the exchange, said that the 
campaign would explain the 
risks and rewards of investing 
and show how stocks and bonds 
|could help a family meet its 
need for growing income. 


s The total ad budget for 1961 
will be $1,000,000, about the 
same as the regular ad invest- 
ment in the past few years. 
However, special additional 
campaigns were run in 1959 and 
1960—a special cautionary pro- 
gram in 1959, costing $250,000, 
and the Reader’s Digest primer 
on investing last year, costing 
$490,000. 

The kick-off ad will be the 
first of four b&w page units in 
Life; the last ad runs May 22. 
Three page b&w ads are sched- 
‘uled in each of the following: 
Time (beginning Feb. 13), 
Newsweek (beginning Feb. 27), 
and U.S. News & World Report 
(beginning March 6). 


@ In addition, a series of one- 
column ads are scheduled in 
February in The Atlantic 
Monthly, Elks, Harper's, Ki- 
wanis, Lions, National Geo- 
graphic, Nation’s Business, 
Newsweek, Rotarian, Time, and 
U.S. News. 

Three ads are scheduled for 
687 newspapers—100 more than 
were on the schedule at the 
start of 1960. 

The exchange also will con- 
tinue its regular advertising in 
business and financial publica- 
tions. All ads will offer educa- 
tional booklets and will empha- 
size the exchange’s ‘“‘basic cau- 
tions to investors.” = 


Peter Pan on Sterling Show 

Sterling Television Co., New 
York, tv film producer-distrib- 
utor, has sold an hour show, 
“Legend of Valentino,” to Peter 
Pan Foundations (Ben Sack- 
heim Inc.) for showing in about 
27 markets in May. The show 
was produced by Wolper-Ster- 
ling Productions. Sterling TV 
also sold to ABC-TV a new se- 
ries of “Silents Please,” half- 
hour sound versions of silent 
movie films, for showing on the 


Air Express has priority... in the air and on the ground mepanneaelaiinen 


| Smith-Corona Names Two 


John Kolody, formerly an ac- 4 
It doesn't matter whether your product is large or smal//... travelling 300 miles or 3000. The moment — murs at ~~ & 
° P ° P ° ° . ° | 30wles, has been named direc- 

you cal// AiR EXPRESS (and one call is all it takes), the nation’s largest air-ground shipping service tor of advertising and sales pro- ° 
; ; ‘Ari a rely eT motion of Smith-Corona Mar- 
ison your team. That means your shipment gets top priority on all 35 scheduled U.S. airlines—first chant Inc.. New York, a new 
on, first off. It's picked up and delivered—door-to-door—by a special fleet of 13,000 AiR EXPRESS |post. Smith-Corona also has 


trucks, many radio-dispatched. And it always gets the 


promoted Morris C. Fuller from 


| Sales manager of the company’s : 
kid-glove handling it deserves, to 23,000 communities in A | R EXP R E Ss Ss ‘portable typewriter division to : 
, national sales manager, consum- 
a// 50 states. These are just some of the reasons why, more ler products. ; 
than ever, it pays to think fast, think AiR ExPRESS first. | 


‘Ingenue’ Boosts Stuurman 
&} CALL AIR EXPRESS DIVISION OF ReE*A EXPRESS + GETS THERE FIRST V/A U. S. SCHEDULED AIRLINES | pawn ices mcg i 
eastern ad manager, has been 
named to the new title of ad bee 
manager of Ingenue, New Poa3 
York = 8 
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TO BRIGHTEN ANY BAR! ©. Asd cach with «nti following of 
iruly ove’ fase! @ Whether you sett by the package far berm in hommes 
© Ur by the drak in vuue own bar or tavern... @ Take s bree! mimete to 


couhte-chock your brands  @ Be mun you're amply stucked with cowry 
brotiobte preatige praducung brite w the stellar Brown Forman une’ 
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ALL STAR CAST—Brown-Forman 
Distillers Corp., Louisville, Ky., 
has scheduled this full-page ad 
for liquor trade publications. 
The ad was prepared by Erwin, 
Wasey, Ruthrauff & Ryan. 


BROWN. 
FORMAN 
DISTILLERS 


CORPORATION 


Horizon Getting 
Cluttered; Admiral 


Yanks Spectacular 


CHICAGO, Jan. 31—One of Chi- 
cago’s outdoor advertising land- 
marks—the Admiral Corp. 
spectacular atop the Mandel- 
Lear Bldg. just north of the 
Chicago River off Michigan 
Ave.—is being dismantled. 

The sign was a victim of 
progress. Five years ago the 
Prudential Bldg. was erected a 
few blocks south of the sign, 
blocking the view from a good 
segment of Michigan Ave. traf- 
fic. When the lease for the sign 
expired a few months ago, Ad- 
miral decided to tear it down. 

The sign, measuring 104x82’, 
was completed in August, 1950, 
at a cost of $100,000. It was 
built by General Outdoor Ad- 
vertising Co., and features fire- 


work-type flashes atop the 25’- | 


high 
The electricity cost was more 
than $3,000 a year. 

If Admiral had any misgiv- 


ings about taking down the sign, | 


they may have been eliminated 
last week when plans were an- 
nounced to begin construction of 
a 60-story building just east of 
the Prudential Bldg. within the 
next two years, effectively 


letters of the signature. | 


blocking the view from another | 


portion of the downtown area. + 


Timex Buys NBC-TV Special: 


Others Buy NBC, CBS Shows 


U. S. Time Inc., New York 
(W. B. Doner & Co.), will spon- 
sor the hour-long “Third Timex 


All Star Circus” presented by | 


the Bertram Mills Circus from 
London over NBC-TV, March 
25 at 7:30 p.m., EST. Also at 
NBC, Manger Hotels Coffee 
(Wexton Advertising Agency) 
has bought participations in the 
“Today” show. 

At CBS-TV, R. J. Reynolds 
Tobacco Co. (William Esty Co.) 
and the Whitehall Labs. division 
of American Home Products 
Corp. (Ted Bates & Co.) co- 
sponsored the hour special, “Re- 
port on Hong Kong,” on Feb. 2. 
Armstrong Cork Co. has bought 
participations in CBS-TV’s 
“Video Village” for the spring 
and fall. 


Keyes, Madden Names Two 

Keyes, Madden & Jones, Chi- 
cago, has named William Don- 
nelley, formerly production 
manager of the agency, an ac- 
count executive. Harry White, 
formerly production manager of 
Grant Advertising, Chicago, has 
been named Keyes, Madden 
production manager, succeeding 
Mr. Donnelley. 


General Mills Ties in Ads 
General Mills will tie in with 
several other advertisers in two ad 
campaigns for Betty Crocker gin- 
gerbread mix. Advertisements of 
the mix with Kraft Foods’ straw- 
berry preserves will run in Febru- 
ary issues of Family Circle and 
Woman’s Day, and the combination 
will be featured on the “Perry 
Como Show” (NBC-TV) Feb. 22. 
A second promotion will tie in the 
gingerbread with Del Monte pine- 


apples, Domino sugar, Fleisch-;every Monday evening through | 
mann’s yeast and Knox gelatine. April 17 in the Rackham Bldg. on 
This recipe ad will run as a color| the campus of Wayne State Uni- | 
spread in the February Good | versity. . 
Housekeeping. The General Mills 
agency is Batten, Barton, Durstine | 
pa neradliead | Chrysler Names Lawson 
J. A. Lawson has been named di- 
: P |rector of sales promotion of the 
Direct Mail Class Set |Chrysler & Imperial division of 
A ten-week seminar in direct} Chrysler Corp., Detroit. He former- 
mail advertising, sponsored by the | ly was special assistant to the vp 
Direct Mail Club of Detroit, will) of the sales division of Chrysler 
open Feb. 13. Classes will be held | Corp. 


In 1911, some cleverly 

put-together skeletal 
remains, uncovered 

in a gravel bed in 
Piltdown, England, 
looked so authentic 
that even seasoned 
scientists thought an 
important evolutionary 
link had been discovered. 
It wasn’t until 1949 

that painstaking 
investigation proved an 
ancient human skull had 
been joined to a common 
chimpanzee jawbone. 

Thus the fantasy 

of the Piltdown man 

was exploded. 


There is no fantasy about what you 
get when your campaign is scheduled 
in the Herald-Express, the largest eve- 
ning newspaper in Western America. 
The 364,690 Herald-Express families 


15 


20mz 


900.000.000, % 


“Office Executive” reaches twenty thousand decision makers whose 
Companies spend over $500 million annually on office machines, equip- 
ment and supplies. These 20.000 men are the hey executives who have 
the power to say “yes” or “no” to any and all office purchases within 
their companies. Sell them in the only magazine edited exclusively for 
top office administrators ‘Office Executive”. Write for sample 
copies and data 


OFFICE EXECUTIVE 


Ofhcia! Publication of the NATIONAL OFFICE MANAGEMENT ASSOC 
World Weadquarters WILLOW GROVE, PENNSYLVANIA 


have an 
effective buying income of $2,679,942,120 an- 


nually, up 186 million dollars since September, 
1959. Are you tapping this tremendous market? 


reading public. 


Herald-Express! 


Consistent gains in advertising and 
circulation leave no doubt that, in its 
field, the Herald-Express is the No. 1 


choice of both advertisers and the 


Now, more than ever before, sales success is the 


SOURCES: Sales Management Estimates. Publisher's ABC Statement 6 mos. 
ended Sept. 30, 1960. Media Records, Inc. 


Take a tip from the successful retailers, who 


backed their opinion of the Herald-Express as a 
result-producing medium, 
8,937,793 lines of advertising in the first 11 
months of 1960. That’s a gain of 399,158 lines 


over the previous year. 


by placing a whopping 


Represented Nationally by Moloney, 


oh ee AWOClLes CTS 


ERALD-EXPRESS 


Regan & Schmitt, Inc. 
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TOTAL ADVEI 


(Six and Seve 


. Milwaukee Journal 


. New York Times 


. Cleveland Plain Deale 


. Houston Chronicle 


. Baltimore Sun 


. Cincinnati Enquirer 


. Washington Post 


YER 


. Los Angeles Times 


. Miami Herald 


. Chicago Tribune 


. Washington Star 


. New Orleans Times-Pi 


YEAR—1956 
LINES 
1. Los Angeles Times 66,295,285 
2. Milwaukee Journal 58,132,817 
3. Chicago Tribune 55,287,527 
4. Miami Herald 54,210,531 
5. New York Times 54,060,574 
6. Cleveland Plain Dealer 46,075,535 
7. Washington Star 45,411,969 
8. Houston Chronicle 44,756,817 
9. Baltimore Sun 43,947,442 
10. Detroit News 43,554,089 
11. New Orleans Times-Pic. & States 40,830,801 
12. Cincinnati Enquirer 40,826,237 
13. Minneapolis Star & Trib. 39,930,562 
14. St. Louis Post-Dispatch 39,489,391 
15. Akron Beacon-Journal 39,463,061 
16. Philadelphia Inquirer 39,291,237 
17. Washington Post 39,041,540 
18. Atlanta Journal & Const. 37,503,379 
19. New York News 37,309,052 
20. Dallas Times-Herald 36,579,910 
21. Los Angeles Examiner 36,288,275 
22. Columbus Dispatch 35,462,478 
23. Denver Post 35,004,452 
24. Dayton News 34,819,386 
25. Newark News 34,442,240 


YEAR--1957 
LINES 
1. Los Angeles Times 67,042,093 
2. Miami Herald 55,462,730 
3. Milwaukee Journal 55,415,155 
4. New York Times 52,334,513 
5. Chicago Tribune 51,989,763 
6. Cleveland Plain Dealer 47,457,623 
7. Baltimore Sun 43,358,531 
8. Washington Star 43,146,467 
9. Houston Chronicle 42,710,266 
10. New Orleans Times - Pic. & States 41,940,000 
1]. Detroit News 41,018,039 
12. Cincinnati Enquirer 40,535,508 
13. Akron Beacon-Journal 39,604,858 
14. Minneapolis Star & Trib. 38,838,501 
15. St. Louis Post-Dispatch 38,575,253 
16. Washington Post 38,275,884 
17. New York News 37,694,287 
18. Philadelphia Inquirer 37,100,359 
19. Atlanta Journal & Const. 36,604,882 
20. Columbus Dispatch 35,539,255 
21. Denver Post 34,328,153 
22. Los Angeles Examiner 34,151,524 
23. Dallas Times-Herald 34,077,106 
24. St. Petersburg Times 33,672,157 
25. Phoenix Republic 33,360,970 


. Minneapolis Star & Tri 
. St. Louis Post-Dispatc: 


. Akron Beacon-Journal 
. Detroit News 


. Atlanta Journal & Co 


. Phoenix Republic 


. Columbus Dispatch 


. New York News 


. St. Petersburg Times 
. Denver Post Se. 
. Dallas Times-Heral ae 
. Philadelphia Inquire: 


. Tampa Tribune 
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apers During The Past 5 Years 


SCISING LINAGE 


ay Newspapers) 
958 YEAR—1959 YEAR—1960 
LINES LINES LINES 
65,378,199 1. Los Angeles Times 78,690,743 1. Los Angeles Times 80,356,751 
56,037,633 2. Miami Herald 60,267,704 2. New York Times 61,922,811 
50,974,383 3. New York Times 60,056,995 3. Miami Herald 59,879,423 
50,655,463 4. Chicago Tribune 56,237,322 4. Chicago Tribune 56,365,279 
50,080,535 5. Milwaukee Journal 55,689,107 5. Milwaukee Journal 56,142,596 
43,928,270 6. Cleveland Plain Dealer 47,589,274 6. Cleveland Plain Dealer 51,614,002 
41,798,927 7. Washington Post 44,491,452 7. Washington Post 45,390,776 
41,191,750 8. Washington Star 44 270,559 8. New Orleans Times-Pic. 44,228,641 
40,473,646 9. New Orleans Times-Pic. 43,745,555 9. Washington Star 43,125,202 
39,956,386 10. Cincinnati Enquirer 42,328,964 10. Phoenix Republic 42,697,171 
39,316,398 11. St. Louis Post-Dispatch 41,624,610 11. Cincinnati Enquirer 42,489,94] 
38,757,290 12. Houston Chronicle 41,569,592 12. Houston Chronicle 42,384,325 
38,478,556 13. Minneapolis Star & Trib. 41,341,343 13. Minneapolis Star & Trib. 42,367,178 
36,949,715 14. Baltimore Sun 41,006,362 14. Detroit News 41,492,236 
36,949,067 15. Detroit News 40,395,532 15. Baltimore Sun 41,320,520 
36,727,834 16. Akron Beacon Journal 39,754,666 16. Columbus Dispatch 41,008,077 
36,005,993 17. Phoenix Republic 39,551,328 17. Akron Beacon-Journal 40,920,592 
35,911,736 18. Philadelphia Inquirer 39,524,086 18. New York News 40,178,376 
34,675,824 19. Atlanta. Journal & Const. 39,078,285 19. Philadelphia Inquiter 39,515,990 
34,487,836 20. New York News 39,058,747 20. Atlanta Journal & Constitution 39,351,835 
34,474,525 21. St. Petersburg Times 36,498,151 21. St. Louis Dispatch 39,033,713 
33,881,863 22. Columbus Dispatch 36,171,940 22. Dallas Times-Herald 36,695,354 
33,523,314 23. Denver Post 36,167,202 23. Denver Post 36,109,389 
33,114,737 24. Dallas Times-Herald 35,892,071 24. St. Petersburg Times 36,105,646 
32,945,318 25. Norfolk Virginia Pilot & Portsmouth Star 34,850,694 25. San Francisco Examiner 35,860,839 


* The Washington Post expanded its lead in Washington 
from 220,893 lines in 1959 to 2,265,574 lines in 1960 
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The Editorial Viewpoint... 


Let's Exercise Restraint 


This is “Advertising Week,” a yearly event in which the Advertis- 
ing Federation of America and the Advertising Assn. of the West join 
hands. The idea is to develop greater appreciation and understanding 
of advertising. 

To this end, there will be perhaps a hundred or more speeches 
about advertising and its role in our economy and in our society 
around the country this week. Most of these speeches will, we assume, 
be worth while, and will add to the knowledge and the sympathetic 
understanding of what advertising is and does. 

But if past experience is any criterion, we can expect some of the 
speeches to express such vigorous belief in the importance of adver- 
tising as to annoy, rather than impress, most fair-minded hearers. 

We can stand a little restraint as we describe advertising. The 
earnest, inspired tub-thumper who tends to make advertising so im- 
portant that it is the whole explanation for everything good and 
significant in American life does us all a disservice. Advertising per- 
forms a great and important role in the marketing and selling proc- 
ess, and so aids immeasurably in making our abundant civilization 
possible. Indeed, one important historian has called advertising “the 
instrument of abundance.” But it will be well for the orators to bear 
in mind that it is, after all, just an instrument, and that a great many 
other instruments and groups deserve a considerable amount of credit 
in any assessment of the development of our society and our economy. 

Like advertising itself, the speeches about advertising this week 
will be most effective if they are believable, and if they do not claim 
too much. 


Too Many Meeting-Men? 


One of America’s most important advertising men was talking about 
agency service the other day. A former advertising agency executive 
himself, he said he was sympathetic to agency problems in the profit 
area, and could understand why so many agencies were so concerned 
about the low ratio of profits to billings. 


But, he went on, while clients want their agencies to make reason- 
able profits and believe that they get best service from agencies 
which are comfortable in the financial department, a typical client’s 
concern with the profits of his agency is really secondary. 


In fact, said this man, a good many clients have the feeling that the 
low rate of profit many agencies show is due to the fact that they load 
themselves up with personnel who don’t do very much except attend 
meetings of one kind or another. 


As an example, he cited a variety of instances in which it required 
from three to as many as seven agency people to show the client 
some proposed advertisements. There are too many people sitting in 
on too many agency meetings, he asserted, and frequently this over- 
loading of personnel is what makes the difference between decent 
profits and nearly invisible ones. 

This client is right, of course. But there are just as many agency 
men who will tell you that overloading the account with errand boys 
at substantial salaries is not something they want to do, but some- 
thing that is forced on them by clients. 

For example, some years ago one agency man showed us his ac- 
count books on a major account. The agency was handling two divi- 
sions of this major account, and it happened that year that the divi- 
sions were billing almost identical amounts. Each division was a big 
one—several million dollars in billing. 

Yet on one of these divisions the agency was making a reasonable 
but “good” profit; on the other, the books actually showed a loss. 

One of the reasons for the disparity, the agency man said, was that 
one account executive handled one of the divisions, while on the other 
the agency had to have eleven. When we asked him why, he said sim- 
ply that 11 people in this particular division of the client’s organi- 
zation each insisted on having his own agency account executive to 
handle his special problems. 

So the situation can work both ways. But whoever’s fault it may be, 
there can be no doubt that in the agency business—as, indeed, in most 
other aspects of most businesses—far too many man hours are being 
spent in meetings of one kind or another. 


Who Runs Those TV Shows? 


The controversy last week involving a spy drama on CBS’ “Circle 
Theater,” sponsored by Armstrong Cork Co., demonstrates again that 
sponsor “control” of television programming is much more illusory 
than most people are willing to admit. 

It was obvious that the decision not to run the dramatic show, fic- 
tionalizing Soviet spy activities in the United States, was taken at 
very close to the last minute by Columbia Broadcasting System, and 
that it surprised the sponsor as much as anybody. 

If this is the way things are—and it is—might it not be a good idea 
for advertisers to make the situation clear to the public? 


What They're Saying... 


‘the department store this year is 


iat SS 


Gladys the beautiful receptionist 


—Sheldon Harris, Doyle Dane Bernbach Inc., New York. 


“That new mail clerk seems like a beatnik to me. His distribution 
box is labeled: ‘IN,’ ‘OUT’ and ‘WAY OUT’.” 


Inconstant Consumer 
One of the problems that faces 


ing salesman has credit cards. Con- 
sequently, some experts foresee a 
market in the ‘60s that will be 


the changing customer. She has| Characterized by diversity, not uni- 


| become both older and younger, 
| and there are more of her. She now 


more extensively. 


works, but has more leisure. She 
has more income and uses credit 
She moved to 
the suburbs, but they are now lo- 
cated near big cities or metropoli- 


tan areas. She has become more 


casual in her way of life, yet de- 


partment stores never have enough 
dressy merchandise for her. Her 
taste level keeps rising and she is 
better educated. She has become 
more precise in her wants both as 


formity; dominated by taste, not 
necessity, and an increase in qual- 
ity as well as quantity by choice... 
We need to get good customer 
service back in proper perspective. 
What we need is a revival of what 
seems to be the lost art of sales- 
manship. If any store wants to cre- 
ate and maintain an individuality 
in its community it is only by pay- 
ing more attention to the training 
of its staff to see that the 
and policies are properly 
preted to its customers... 


ideals 
inter- 


to what and to when. Her discrim- -From a speech by J. Gordon Dakins, 


ination has become so pronounced exec vp, National Retail Merchants 
. : . Assn., at the 1961 Business Outlook 
that she sometimes abandons her Conference, sponsored by the Metro- 


allegiance to certain stores. She has 
more credit accounts than a travel- 


politan Washington Board of 


Adclub of Washington, D. C 


Trade 
and the Sales Executives Club and the 
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Advertising Age, February 6, 1961 


Rough Proofs 


Margaret Hockaday says branded 
products and their advertising are 
so much alike the consumer can’t 
| tell them apart. 
| That can’t be the reason Camp- 
bell Soup, Coca-Cola, Tide and Gil- 
| lette razor blades always end up on 
| top in the consumer surveys. 


| 


. 
| “The ability to relocate when 
| necessary” is part of the druggist’s 


| defense against discounters and 
|other competition, H. H. Henly Jr. 
suggests. 
But sometimes it seems as if the 
price-cutters are everywhere. 
7 
| Newsweek points out that gov- 
;}ernment in the United States, in- 
cluding federal, state and local, is 
the world’s largest consumer. 
From the taxpayer’s standpoint, 
he information belongs in the 
‘that’s-too-bad”’ department. 


| 

} 

| ° 
| President John F. Kennedy is 
|expected to follow the example of 
|his predecessor in recommending 
higher postal rates. 

Publishers and other mail users 
may as well reconcile themselves 
‘to tramping the streets of Wash- 
ington for another four years. 

° 

CBS Television Network, the ad 
says, is the nation’s largest single 
advertising medium. 

And it may continue to hold that 
distinction even with Ed Murrow 
running the USIA in the nation’s 
capital. 

e 

Pulse reports that the total radio 
audience is increased 34% by out- 
of-home listening. 

Those drivers in heavy traffic 
have learned how to keep both 
eyes on the road and at least one 
ear on the speaker. 

7 

Fairfax Cone favors a magazine 
plan for tv, so every advertiser 
would get about the same share of 
the audience. 

Nobody would object except the 
sponsors who felt they had just 
grabbed the brass ring. 

. 

ABC Radio has let it be known 
that 10-minute pre-fight and 10- 
minute post-fight programs are 
available for advertisers interested 
in the Patterson-Johansson battle 
March 13. 

Judging by what happened last 
time, they may get a better break 
than the sponsors of the fight it- 
self. 

* 


“Excellent opportunity for ag- 
gressive young woman,” announces 
a public relations company in a 
| classified ad. 

Aggressive 
course. 


in a nice way, of 


Noting what writers have done 
with the breezy, outdoor type who 
is always equipped with a pipe, the 
Cigar Institute of America has 
abandoned the Kipling approach 
and is saying frankly to young 


> 


men, “Wear a cigar! 
- 
The Post Office is telling publi- 
cations that if they want to con- 
tinue to be first class-second class 
citizens, they must have at least 
55% paid circulation, and that the 
ante will be raised to 65% next 
year. 
Copy CUuB. 
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’ 61 PERCENT 


FURNITURE AND APPLIANCE 
SALES ARE MADE 
IN THE SUBURBS 


The Philadelphia Anguirer delivers your advertising to 27% more 
suburban women readers than does any other Philadelphia newspaper. 


Sources: 1960 Sales Management Survey of Buying Power; Continuing Study of Adult Newspaper Readership by Sindlinger & Company, Inc. based o 


n over 50,000 interviews, 1957-59. (Summary of 1959 study available on request.) 
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Suit Yourself 


Every advertiser wants to look his best 
on television, for he knows that how he 
looks to his vast audience can greatly af- 
fect his sales. And how he looks often de- 
pends on the kind of program he sponsors. 

For instance, a western or a mystery 
may be tailor-made for one advertiser 
while a comedy or drama may bring the 
best results for another. In short, different 
advertisers require different types of pro- 
grams — depending on their products and 
their marketing objectives. 

But to any advertiser, the crucial test of 
a network’s performance is: How well is 
the network doing with the type of pro- 
gramming he wants to sponsor? 

The advertiser who applies this test 
will find that the CBS Television Net- 
work attracts the biggest average audi- 
ence in every category of entertainment— 
as shown by these nationwide Nielsen 
ratings for all regularly scheduled night- 
time programs (6-11 pm, Oct.- Dec. 1960): 


CBS © NETB NETC 


RANE <3. dsuhecedenesavsens Bee ices TE osae TO 
| | PPePererrrr ere, TET eT 18.9 ....NONE.... 138 
VARIETY & PERSONALITY..... Bee ass: OR in.s TS 
bn DEERE EE EE RE 25.2 .... 27 .... 224 
MYSTERY & ADVENTURE ..... Se .... OS .... BS 
NEWS, PUB. AFFAIRS, SPORTS... 13.5 .... 9.6 .... 13.8 

TOTAL NIGHTTIME. ....... Bee acc, SE «sae Se 


The CBS Television Network also wins 
the biggest average audience for al/ night- 
time programs with the most evenly bal- 
anced schedule in network television —as 
shown by these percentages of network 
time devoted to various types of programs: 

CBS © NETB NETC 


COIS occ ccwesscccevosesses BP csas Dies FO 
BU 5 csc scvecssccssvosonss 7 asks SE aes 
VARIETY & PERSONALITY..... Oe aviv, @ “aasx 
WEPEEEIUN 6 5056 b0tc4eseecsess 12 . 21 . 27 
MYSTERY & ADVENTURE..... 20 . 47 . 25 
NEWS, PUB. AFFAIRS, SPORTS... 11 7 . 10 
TOTAL 0. ccccsscees 100% ....100% .... 100% 


This unique achievement of audience 
leadership and program balance gives 
advertisers their greatest assurance of 
success with the kind of program that 
suits them best. It also explains why for 
the past six years advertisers have com- 
mitted more of their budgets to this 
network than to any other single adver- 
tising medium. They like our styles. 


CBS TELEVISION NETWORK 


COMEDY 


NEWS, PUB. AFFAIRS, SPORTS 


TTT 


*Program titles on request. 
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MYSTERY & ADVENTURE 


WESTERN 


PERSONALITY 


VARIETY & 
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Se// the entire Greater St. Louis market through 
the unduplicated circulation of... 


5 KEY EVENING 


NEWSPAPERS... | 
e St. Louis Post-Dispatch ~ 


Thermo King to Fischbein 
Thermo King Corp., Minneapolis, 
manufacturer of transport re- 
frigeration units, has named Fisch- 
= bein Advertising, Minneapolis, to 
handle its advertising and pr. 
Other new clients of the agency, 
all in Minneapolis, are Nortronics 
Co., Fidelity Bank & Trust Co., 
Charter Design & Mfg. Corp. and 


Foto-Graphic Products Co. 


e East St. Louis Journal N 
e Quincy Herald-Whig » 
e Alton Evening Telegraph 
e Southern Illinoisan 

(Carbondale, Herrin, Murphysboro) 7 


For further information about the St. Louis and . 
illinois Interurbia Market . . . write, wire, or call the 
advertising manager of any of the newspapers in» 

the group. 


i HERES PE A eee + 


Gray Succeeds Wilson 


Servomechanisms/ Inc., El Segun- 
do, Cal., has named Ronald J. 
Gray, formerly with the customer 
me ; liaison staff, San Diego, ad and pr 

‘ manager. He succeeds Warren C. 

ye Wilson, who resigned to become ad 

{ and sales promotion manager for 
Eitel-McCullough Inc. 


5 YS ag HE Ceco Names Fensholt 
; Ceco Steel Products Corp., Chi- 
cago, has named Fensholt Adver- 
tising Agency, Chicago, to handle 
advertising for all its divisions, ef- 
fective March 1. 


The reliance that the people of Philadelphia have in 
The Evening and Sunday Bulletin is the result of 
years of living together and understanding each other. 

The editorial integrity and independence of this 
newspaper meet the standard set by the fair-minded 
people who read it. The Bulletin and the people of 
Philadelphia speak the same language. 


What does this mean to advertisers? It means 
that, in the growing seven billion dollar Greater 
Philadelphia market, your sales message in The 
Evening and Sunday Bulletin enjoys a unique and 
extra “bonus”... 


You buy belief when you buy The Bulletin! 


THE PHILADELPHIA BULLETIN & member of MILLION MARKET NEWSPAPERS, INC. Advertising Offices: 


New York 17, 529 Fifth Ave.; Chicago 1, 333 N. Michigan Bivd.: Detroit 2, New Center Bldg.; Los Angeles 5, 3540 Wilshire Blvd.; San Francisco 4, 111 Sutter St. 


IN PHILADELPHIA NEARLY EVERYBODY READS THE BULLETIN 


JSOW-CAL gives you all the benefits of canned diet: 
. . » plus taste and convenience 


What 5 BOW-CAL? .... Why you'll like BOW CAL 


flow goed  BOW-CAL? 


TASTY—First promotion for Bowman 
Dairy Co.’s Bow-Cal dietary food 
started Feb. 1 with this newspaper 
page in the Chicago Daily News 
and Chicago Tribune, to be fol- 
lowed by similar ads scheduled 
through Lent. North Advertising is 
agency for Bow-Cal. 


Economic Growth 
Makes Dishonesty 
Tempting: Collacott 


BUFFALO, Jan. 31—An expanded 
role for the better business bu- 
reaus of the nation was predicted 
as the expanding economy ‘“cre- 
ates new temptations” for unethi- 
cal business practices. 

R. H. Collacott, vp and pr di- 
rector of Standard Oil Co. of Ohio, 
told a meeting of 500 area busi- 
ness men that “the U.S. economy 
has passed the point of producing 
for the needs of the population. 

“It is now in the area of creating 
demands, and this is where the 
greatest temptations lie for those 
who would make money by hook 
or by crook,” he said. 

He asserted that American busi- 
ness is “‘more responsive and more 
willing to police itself through such 
agencies as the BBB” than any 
similar group in the world. “This is 
the best means of preserving free 
enterprise, because where it is not 
done voluntarily, society steps in,” 


according to him. + 


Magill Heads Holst & Male; 
Wright, Gallishaw Join 

Carson Magill, vp of McCann- 
Erickson, has been named general 
manager of the agency’s Honolulu 
subsidiary, Holst & Male. He suc- 
ceeds C. R. Pope Jr., who resigned. 

William R. Wright, former vp of 
Young & Rubicam, New York, has 
joined Holst & Male as an account 
supervisor, and Phillip Gallishaw, 
formerly with N. W. Ayer & Son, 
Honolulu, has joined as an account 
executive. 


BMF Names Max Schmitt 


Max F. Schmitt, president of the 
Wool Bureau for the past seven 
years, was elected executive di- 
rector of the Business Mail Foun- 
dation at the annual meeting in 
New York, becoming the first full- 
time executive officer of BMF. 
Randall P. McIntyre, president of 
O. E. McIntyre Inc., was reelected 
president. 


Piccalilli Campaign Set 

L. C. Forman Co., Pittsford, 
N. Y., has planned a major promo- 
tion for piccalilli relish. Regional 
editions of Look and TV Guide will 
be used plus newspapers in Los 
Angeles, Chicago, Detroit, Wash- 
ington, Miami and Tampa. J. Wal- 
ter Thompson Co., New York, is 
the agency. 


Avis Names R. G. Collins 
Russell G. Collins, formerly with 
Northwest Orient Aijrlines, has 
joined Avis Rent-a-Car System, 
Boston, as national sales manager. 
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when you think of SPOT TELEVISION —think of these stations 


Some thoughts just naturally leadtoother, ~ 
E closely related thoughts. That’s why when 


g the subject of Spot Television comes up, 
3 national: advertisers and their agencies 


naturally think of the following list first. 
Small wonder. These stations never fail to 


P deliver the sales. 
. vb Television Division ™ d 


Edward Petry & Co. Inc. 


The Original Station 
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‘ . Representative 
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a NEW YORK ¢ CHICAGO + ATLANTA * BOSTON + DALLAS 
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KOB-TV ............... Albuquerque 
ARR RE 


KERO-TV .............. Bakersfield 
WBAL-TV ...............Baltimore 
 SRETTECR SOS 
eee. 
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WNEM-TV ...........Flint-Bay City 
KPRO-TY ................Houston 
WDAF-TV .............Kansas City 
KARK-TV ..............Little Rock 
ROOP................ Los Angeles 
| ee, 
WISN-TV ..............Milwaukee 
KSTP-TY ...... Minneapolis-St. Paul 


* DETROIT + 


LOS ANGELES 
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WSM-TV ................ Nashville 
WNEW-TV ..............New York 
WTAR-TV ... .Norfolk-Newport News 
KWTV ............. Oklahoma City 
KPTV ..............Portland, Ore. 
WIAR-TV .............. Providence 
WIVD ............Raleigh-Durham 
WROC-TV .............. Rochester 
KCRA-TV ............. Sacramento 
WOAITV .............San Antonio 
KFMB-TV ..............San Diego 
WNEP-TV. .. . .Scranton-Wilkes Barre 
KREM-TV ................. Spokane 
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SAN FRANCISCO «+ 


ST. LOUIS 
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THE CHICAGO TRIBUNE 
ANNOUNCES 
A MOST COMPLETE 
NEWSPAPER RATE PROGRAM- 
CONTINUITY IMPACT DISCOUNTS 
ADDED TO 
BULK AND FREQUENCY PLANS 


ATIONAL advertisers and their agencies are finding newspaper ad- 

vertising productive and essential to their intense marketing ac- 
tivities in the ’60’s. We believe the benefits of newspaper advertising 
can be extended even more by increased uniformity, along with this 
new flexibility in newspaper rate structures. 

With this in mind, the Tribune announces, effective March 1, 1961, 
a 3-part rate card which adds a Continuity Impact Discount to its exist- 
ing Bulk Discounts and Yearly Frequency Page Discounts. 


Part I—BULK DISCOUNTS: 


The Tribune pioneered in this rate structure and it is now available 
in almost 200 newspaper markets. It provides liberal incentives and 
maximum flexibility for the use of the medium for all types of marketing 


problems. 
SCHEDULE OF BULK RATES 
Full Run City and Suburban 
Daily Sunday Daily Sunday 
14 lines or more per Agate Line $2.20 $3.00 $1.80 $2.25 
Lines per year Bulk Contract Discounts Net Line Rate 
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Part 2—CONTINUITY IMPACT DISCOUNTS: 

This is the popular C.I.D. Plan inaugurated by the Louisville Cou- 
rier-Journal and widely accepted by advertisers and agencies. It is now 
available in almost 100 newspaper markets. The value of this rate struc- 
ture is in putting continual pressure on the market at lowest possible 
cost. It takes cognizance of the strength advertisers are finding in week- 
in and week-out continuity in newspapers. 


SCHEDULE OF CONTINUITY IMPACT DISCOUNT RATES 


Full Run City and Suburban 
Term of Weeks of Lines Per Dis- _ Daily Sunday Daily Sunday 
Contract Publication Week count Net Line Rates 
bf. eee): ore) =—le)|)| | lle 6)lCU ee | ee $1.566... . .$1.9575 
es 6s css BI cacas ne oo Saree 1.935 
co ae | | Me a a Sa 1.9125 
F eee , ee: ee a - ee 1.89 
BG Weeme.........08. rk e 65.00 00 eRe bx Ee 22 Uc exds See et eer 1.9125 
Gie......<Bve... BBB... .... Se 1.612...... 1.89 
RA cas ee ss BBB ass ft ee ee 1.8675 
Bygee. ts... Bee... EBB. ..... se i ee 1.845 
eee  =—e |) ee | ee ae 1.8675 
Bs cn cs A i RA kc ss Be ccs 1.476...... 1.845 
c aoe | ae ) )6|l6 Se 1.406...... 1.8225 
eee. . ee eee _* aor ee 1.80 
52 Weeks........... Gibdassescecea ee | a | |6e ee Se 1.8225 
eee | |) a 2 re ce ree 1.80 
o ae | | le ae a 1.7775 
c eae ; see) eee ere ee 1.755 


Part 3—YEARLY FREQUENCY PAGE DISCOUNTS: 


The Tribune has had page discounts for several years because we 


believe the “Big Bertha’s” of newspaper advertising should be offered 
at the most attractive rates. 


SCHEDULE OF FREQUENCY PAGE DISCOUNTS 


Full Run City and Suburban 
Daily Sunday Daily Sunday 
Base Line Rate $2.20 $3.00 $1.80 * $2.25 
Page Contract 

Units per year Discounts Net Page Unit Costs 

of Sere  , Serre $4,583.04........ $6,249.60........ $3,749.76........ $4,687.20 
10 full pages......... PP. S6TEBO......;. eo ee 3,660.48........ 4,575.60 
20 full pages......... re eo eee §,962.00........ 3,671.20........ 4,464.00 
30 full pages......... A 4,255.68........ §,803.20........ FO. ee 4,352.40 
40 full pages......... re OS ee §,654.40........ 3,392.64........ 4,240.80 
50 full pages......... , Perr 4,037.44........ 5,505.60... ... 3,303.36. .... .. 4,129.20 


All rates provide full-run milline rates as well as City and Suburban costs-per-thousand 
which are among the lowest in the nation. Now, the Chicago Tribune and Chicago’s 
American, whose new rate structure parallels the Tribune’s, are offering the lowest milline 
rates and costs-per-thousand in Chicago. These economical rates are available in either paper, 
without combination, to fit best into the individual marketing needs of the advertiser. 


Cost-per-thousand Households* 
ATE 
eure = - ; IN METROPOLITAN CHICAGO 
Based on total circulation and 5,000 lines é 

of advertising—daily newspapers Based on a 1,000 line ad at 5,000 line contract 


rates—daily newspapers 


CHICAGO Sun- Chicago’s Daily Sun-Times/ : : ; ; 
TRIBUNE Times American News News CHICAGO Sun- Chicago’s Daily Sun-Times/ 
$2.23 $2.44 $2.20 $2.56 $2.25 TRIBUNE Times American News News 
M ' lable only in forced comb : $1.71 $1.91 $1.84 $2.33 $2.01t 

tThis Milline available only in forced combination, 


Circulation base: ABC Publishers’ Statements, 9 30/60 t This cost-per-thousand available only in forced combination 


*Newspaper readers. Source: Media Power 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
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Can Barr premiums 
help in vour promotion? Write us 
about your need and our Art Department 
will furnish a free design and message 
We'll give you real sales 


building ideas 


Three Name Kurtz Agency 
Gerald N. Kurtz Advertising, 
New York, has been named to 
handle advertising for Schor-Par- 
craft Inc., lamp and giftware man- 
ufacturer; Fulton Engineering Co.; 
and Garton Productions Ltd., Brit- 
ish publisher of ‘“Inter-Continental 
Air Guides.” Schor-Parcraft is a 
new advertiser, Fulton previously 
advertised direct, and Garton is a 
new advertiser in the U.S. market. 


ABC Radio May Expand Pacific 

ABC Radio, New York, report- 
edly will expand its Pacific region- 
al network to include seven more 
western states. The regional hook- 
up, which is programmed and 
sold separately from the national 
network, now comprises ABC af- 
filiates in Washington, Oregon, 


California, and two stations in| 


Nevada. 


Today, Florida is the fastest growing 


an state® in the nation! And Tampa — hub 
city of The Tampa Tribune and The 


Tampa Times 24-County Sales Area 
— is the fastest growing city in Florida! 
In just the last ten years, 1950-1960, 
population in our 24-county market 
zoomed to more than 1,275,958° — up 
75.1%, and Retail Sales rocketed to 
$1,623,417,000 — up 119%! 

Plant your sales message in this 
fertile soil for sales! Schedule your 
advertising in The Tampa Tribune and 
The Tampa Times low-cost combina- 


NOTE: Pinellas County figures are less City of St. Petersburg. 


WILL YOU 


POESY—The European Travel Commission is currently running this 
two-color ad in eight magazines. The copy is a 67-line poem by Joe 
Sollish, vp and creative director of Ellington & Co., the ETC agen- 
cy. It is designed to “communicate the whole emotional content of 
Western Europe” without playing up one country over another. 


tion — and watch sales grow in this 
growing market! 

Nearly every family in Tampa reads 
one or both of these newspapers. And 
more than that — The Tampa Tribune 
and The Tampa Times combination 
delivers 48.1% average daily household 
coverage in 24 counties — the biggest 
one-buy newspaper coverage north of 
Miami and south of Jacksonville! 

For more facts, write us, or contact 
your nearest Sawyer-Ferguson-Walker 
office. 


* Market Data — SM 1960 Survey of Buying 
Power. Population — 1960 U. S. Census. 


THE TAMPA TRIBUNE 


MORNING AND SUNDAY 


TH 


E TAMPA TIMES 


EVENING 
Represented Nationally by Sawyer -Ferguson-Walker Company 


Advertising Age, February 6, 1961 


Coming 
Conventions 


*Indicates first listing in this column. 

Feb. 8. Michigan Council, Four A’s, 
Rackham Memorial Bldg., Detroit. 

Feb. 8. Magazine Publishers Assn., re- 
gional meeting, Drake Hotel, Chicago. 

Feb. 9-11. Mutual Advertising Agency 
Network, Canterbury Hotel, San Francisco. 

Feb. 14-15. Assn. of National Advertisers, 
cooperative advertising workshop, Hotels 
Ambassador, Chicago. 

Feb. 16. Business Publications Audit, 
annual meeting, Hotel Biltmore, N. Y 

Feb. 24-25. Newspaper Advertising Ex- 
ecutives Assn. of the Carolinas, winter 
meeting, Hotel Francis Marion, Charles- 
ton, 8S. C. 

Feb. 26-28. Inland Daily Press Assn., 
winter meeting, Drake Hotel, Chicago. 

Feb. 27-28. New England Newspaper 
Advertising Executives Assn., winter 
meeting, Parker House, Boston. 

March 2. Associated Business Publica- 
tions, winter conference, Hotel Roosevelt, 
New York. 

March 12-17. Associated Business Publi- 
|cations, management seminar, Arden 

House, Harriman, N. Y. 

March 16-21. National Federation of Ad- 
vertising Agencies, annual management 
| conference, Sahara Hotel, Las Vegas, Nev. 

March 26-30. National Business Publica- 
tions, annual spring meeting, El Mirador, 
Palm Springs, Cal. 

April 6-7. Advertising Federation of 
| America, Ist District Convention, Provi- 
dence, R. I. 

April 7-8. Southwest Assn. of Advertis- 
| ing Agencies, annual convention, Marriott 
| Motor Hotel, Dallas. 

April 11. Premium Advertising Assn. of 
America conference, in conjunction with 
the National Premium Buyers Exposition, 
Navy Pier, Chicago 

April 13-15. Advertising Federation of 
America, 4th District convention, Dupont 
| Plaza Hotel, Miami, Fla. 

April 16-19. Association of National Ad- 
| vertisers, spring meeting, Hotel Sheraton 
| Park, Washington, D. C. 
| *April 17. National Society of Art Di- 
| rectors, annual meeting, Sheraton Towers 
| Hotel, Chicago. 

April 17-20. International Advertising 
| Assn., Waldorf-Astoria Hotel, New Yark 

April 20-22. American Assn. of Adver- 
tising Agencies, annual meeting, The 
Greenbrier, White Sulphur Springs, W. Va. 

April 21-22. Advertising Federation of 
| America, 9th District convention, Savery 
Hotel, Des Moines, Ia. 

April 24-27. American Newspaper Pub- 
lishers Assn., Waldorf-Astoria Hotel, New 
| York 

April 25-27. Sales Promotion Executives 
| Assn., fourth annual conference, Benjamin 

Franklin Hotel, Philadelphia. 

*April 28-30. Alpha Delta Sigma, pro- 
fessional advertising fraternity, national 
convention, University of Minnesota, Min- 
neapolis-St. Paul. 
| May 1-3. Assn. of Canadian Advertisers, 
| Royal York Hotel, Toronto. 

May 4-6. Western States Advertising 
Agencies Assn., 11th annual conference, 
| Shelter Inn, San Diego, Cal. 

May 4-6. Associated Business Publica- 
tions, spring meeting, The Homestead, Hot 
Springs, Va. 

*May 8-9. Direct Mail Advertising Assn., 
West Coast conference, Statler Hotel, Los 
Angeles. 

May 14-17. National Sales Executives, 
annual convention, San Francisco. 

May 21-24. National Newspaper Promo- 
tion Assn., annual convention, Waldorf- 
Astoria Hotel, New York. 

May 25-28. Federation of Canadian Ad- 
vertising and Sales Clubs, 14th annual 
conference, Ottawa, Ont. 

May 27-31. Advertising Federation of 
America, annual convention, Washington, 
D. C. 

May 28-31. Advertising Federation of 
America, 57th annual convention, Park 
Sheraton Hotel, Washington, D. C. 

June 11-14. Assn. of Industrial Adver- 
tisers, annual conference and exposition, 
Statler Hilton, Boston. 

June 19-21. American Marketing Assn., 
44th annual conference, Ambassador Ho- 
tel, Los Angeles. 

*June 21-24. Trans-America Advertising 
Agency Network, annual meeting, Shera- 
ton-Plaza Hotel, Boston. 

June 25-29. Advertising Assn. of the 
West, annual convention, Olympic Hotel, 
Seattle. 

*June 25-29. American Academy of Ad- 
vertising, annual meeting, University of 
Washington, Seattle. 

July 9-12. Newspaper Advertising Exec- 
utives Assn., Statler Hilton Hotel, Detroit. 

Oct. 6-9. Mail Advertising Service Assn., 
annual convention, Hotel Statler, New 
| York. 

*Oct. 10-13. Direct Mail Advertising 
Assn., 44th annual convention, Statler- 
Hilton Hotel, New York City. 

Oct. 16-17. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Assn. 


Vosse Joins WDIA Sales 

M. J. Vosse has joined the sales 
| staff of WDIA, Memphis. Prior to 
| joining the station, Mr. Vosse op- 
erated his own advertising agency 
and also served as advertising and 
sales promotion manager of the 
Sears store in Memphis. 
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The New Yorker creates 


“The New Yorker has been instrumental in creating informed of the important 
the great interest that now exists in the American trends in contemporary drama.” 
theatre. With its coverage of the Broadway and Off- 


) 
Broadway scene, as well as the latest happenings in ih bay 
—— 


London and Paris, The New Yorker keeps its readers Dore Schary 
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Honoring the Minds 
that meet the Challenge IRE remembers the MAN 


oe ¢€ & Ol a bi k } 
60... 


in radio-electronic devices 


Another electronic problem solved: hybrid travelling- 
wave tubes, for high-power pulsed amplification, can now 
have the gain variation adjusted with frequency to suit 
the designer. Dr. E. J. Nalos’ paper describing how this 
is done has won him the 1960 W.R.G. Baker Award, for 
the best paper to appear in IRE’s Transactions of the 
Professional Groups. IRE is proud to honor Dr. Nalos. 
and to salute all who, in this challenging decade, work 
for the advancement of electronics and apply it to the 
betterment of our lives. 


1 
é 
w 


Your company, too, has to meet the challenge of the '60s in the 
vast radio-electronics field; to do so, it too must “remember the 
man’’—must reach the top-level minds who control purchasing 4 
for electronic equipment, components and supplies. 65,243 (ABC) 

of them read Proceedings every month—ACT on what they read. 

Present your company’s facts in Proceedings—and watch the E.J.N | 
reaction! oo J+ ATES 


For a share in the present, and a stake in the future, make your product NEWS in 


Proceedings of the IRE e The institute of Radio Engineers 


Adv. Dept. 72 West 45th St., New York 36,N. Y. © MUrroy Hill 2-4606 BOSTON * CHICAGO * MINNEAPOLIS * SAN FRANCISCO * 105 ANGELES 


It's no mere yarn that KOIN-TV 
captures the confidence of the 
widest audience in Portland, 
Oregon, and 33 surrounding 
counties. Programming prompted 
by the distinctive desires of our 
viewers is the secret. Knit your 
brow no longer over the 
Portland market...see how 
KOIN-TV will sew up sales 

for you. We direct you 

to the latest Nielsen 


to complete our case.* 


KOIN-TV 


persuades 


people 
In 
Portland 


* Highest ratings and widest cover- 
age...7 of every 10 homes in 
Portland and 33 surrounding counties. 
KOIN-TV—Channel 6, Portland, Oregon. 
One of America's great influence sta- 
tions. Represented nationally by CBS-TV 
Spot Sales. 
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Advertising Age, February 6, 1961 


Getting Personal 


An “unexpected, unsolicited” gift of $150,000 by George T. Dela- 
corte, president of Dell Publishing Co., has assured a new 2,500-seat 
outdoor theater for New York’s Central Park. The publisher’s gift 
has wiped out the gap between 
the $225,000 estimate and the Ry 
$370,820 total of low bids for f 
the theater. In 1958, Mr. Dela- ¢ 
corte gave an Alice in Wonder- Fi 
land statue to the park, in 
memory of his wife Marga- 
ee 

John C. Long, board chair- 
man of Jones, Brakeley & 
Rockwell, New York agency, is 
the author of “George III,” a 
biography of ‘“‘a complex man,” 
published Jan. 16 by Little, 
Brown... 

The Newark Star Ledger has 
honored an outdoor advertising 
man—Leonard Dreyfuss, pres- 
ident of United Advertising 
Corp., who received an 
achievement award for his 
“tireless and constructive work ; 
in the fields of education, cul- WARD AT WoRK—Harry Pesin, copy 
ture and civil defense” . . chief at Rockmore Co., who is on a 

The Wing & Wheel Society year’s leave to tour Europe and 
OS AaMAER nas named Freak write a book, is shown in a villa 
Krause, premium sales man- _. ; Sa 
ager for the Benrus Watch Co., Torremolinos, Spain, where the 
as its Premium Sales Traveler Pesin family is wintering on the 
of the Year. The title is one Mediterranean. Photo was taken 
more of many for Perpetual by Alan Pesin, age 12. 
Traveler Krause, who is a 
United Air Lines 100,000-Miler, a Capital Captain, a TWA Ambas- 
sador and a Delta Colonel... 

The Joint Ethics Committee of New York has elected Robert 
Chambers, illustrator, and Garret Orr, art director for Outdoor Ad- 
vertising Inc., chairman and vice-chairman, respectively. The com- 
mittee acts as mediator in disputes over ethical violations within 
the art profession ... 


Brandon Jenner 


Winius 

GAY NINETIES—Oldest active agency man in St. Louis, William H. Jen- 
ner, is shown here celebrating his 90th birthday on the job at the 
Winius-Brandon Co., where he has charge of the mail department. 
Joining in the festivities are agency principals C. A. Brandon and 
E. D. Winius, who presented him with a scroll and other gifts. Mr. 
Jenner recalled that he came out of retirement in 1943 to take a 

“temporary” job with the agency. 


Casualty on the Continent: William Reede, representative for the 
London American and a free lance advertising-publicity consultant 
on the Continent, became the first U.S. casualty of the winter ski 
season in Geneva, Switzerland recently. He slid down a slope with- 
out skis, broke his leg, spent two weeks in the hospital and plans to 
be hobbling about with cast for another seven weeks .. . 

The Pacific Area Travel Assn. paid tribute at its annual meeting 
in Honolulu to a veteran advertising man who spent 40 years pro- 
moting Pacific travel. He’s David W. Cummings, 74-year-old Oak- 
land, Cal., adman who retired recently to write a book on the Mor- 
mon missionary movement in the Pacific . . . 

Modern Gulliver: Leo Williams, New York sales development ad- 
visor to business paper publishers, and his wife Deborah, are on a 
38-day, 12,800-mile trip to Africa and South America, and plan to 
celebrate their 42nd wedding anniversary aboard ship .. . 

Stan Rose, copywriter in the Los Angeles office of Wade Adver- 
tising, and his wife are parents for a second time—Lisa Michele was 
born Jan. 22... New parents are Joanne and Bruce Stewart with 
the arrival of William Arthur. The new grandparents are Mr. and 
Mrs. William R. Stewart. Father and grandfather are with Stewart 
& Stewart, magazine representatives in Chicago... 

Edward Wilson, account exec with Foote, Cone & Belding, Los 
Angeles, and Mary Ellen Dyer were married Jan. 21 at Carmel-By- 
The-Sea ... Arthur N. Schuman, manager of the publications de- 
partment of Lee Isenberg Associates, Hartford, Conn., ad agency, 
and Toby Ackerman were married Jan. 22. . 
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Requisitioned . . . recommended 
... approved... specified... 
called local office. These are 
buying actions which 

typically result from buyers’ use 
‘ of manufacturers’ catalogs in 

7 Sweet’s Files. 26,000 buyers’ 
responses to more than 80 
studies clearly document the 
significant role of catalogs in 
increasing selling opportunities 
for manufacturers who employ 
Sweet’s system. Your Sweet’s 
Representative will gladly review 
the results of these studies with 
you. Call him or write to 
Sweet’s Catalog Service, Div. of 
F. W. Dodge Corp., 

119 W. 40th St., New York 18. 
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The conscientious photoengraver will check all of his 
originals under a special microscope of high power. This 
instrument gives an exact depth reading in microns or 
thousandths. Dot structure, bottom condition and presence 
or absence of shoulders are dramatically revealed. 


The publisher's press plate can never be better than its 
original counterpart. Quality in the edition run can be 
greatly enhanced by perseverance and vigilance at 

the engraving level. 


HUTCHINGS & MELVILLE, Inc. 


custom photoengraving 
4043 N. Ravenswood Avenue, Chicago 13 


| Rowley-Gray Agency Bows 
Arthur L. Gray and J. Robert 
Rowley have formed a new agency, 
Rowley-Gray Advertising, Miami. 
Mr. Gray, president of the new 
company, was formerly with Mil- 


ler, Bacon, Avrutis & Simons, Mi- | 


ami. Mr. Rowley, vp, is head of 
a public relations company bear- 
ing his name. 


Yardis Opens in Trenton 

Yardis Advertising Co., Phila- 
delphia, has affiliated with Flacks- 
Abramsohn, Trenton, with provi- 
sions for a possible merger after a 
trial period. Arthur M. Abramsohn 
has been elected a vp of Yardis 


and will head the Yardis Trenton | 


operation. 


‘Univac Names Hoar 

Frederick M. Hoar has joined 
the Univac division of Sperry 
Rand Corp., New York, as director 
of advertising and public relations. 
Mr. Hoar was formerly director of 
publicity and promotion of Bur- 


Expert pre-correction in correlation with powderless etching of copper originals § roughs Corp., Detroit. 


and 
DACRON 

are 
trademarks, 


too! 


As this helmet identifies the construction man, 
our trademarks identify the unique qualities 
and characteristics of two of our modern-liv- 
ing fibers. “Orlon’’* distinguishes our acrylic 
fiber; ““Dacron’’*, our polyester fiber. As we 
use and protect these trademarks, they be- 
come more meaningful and valuable to con- 
sumers and to the trade. 

For handy folders on proper use of the 
trademarks “Orlon” and “Dacron”, write 
Product Information, Textile Fibers Dept., 
Section AA, E. I. du Pont de Nemours & 
Co. (Inc.), Wilmington 98, Delaware. 


TEXTILE FIBERS DEPARTMENT 


“te us pat orf 


BETTER THINGS FOR BETTER LIVING ...THROUGH CHEMISTRY 


*“Dacron” and “Orlon” are our registered trademarks. When you use them: Distinguish them 
lettering, art work, ete. Describe them — Associate them with their generic terms 
Du Pont’s trademark for its polyester (acrylic) fiber in a footnote or otherwise. 


Capitalize and use quotes or italics, or otherwise distinguish by color, 
i.e., for “Dacron”, polyester fiber; for “Orlon”’, acrylic fiber. Designate them As 


Advertising Age, February 6, 1961 


| Washington State 
Apple Group Sets 
| Delicious Symbol 


WENATCHEE, Feb. 1— Washington 
|State apple shippers are sending 

their products to market with a 
new identifying mark: a stylized 
Delicious apple 
in reverse plate 
on a circle of 
black, red or 
other color, with 
the word Wash- 
ington across 
the apple. 

The trademark 
was developed 
by a committee 
headed by Cy Snider, of Container 
Corp. of America, and was recently 
unveiled by the Washington State 
Apple Commission before a group 
of Yakima shippers. 


a The need for an_ identifying 
symbol that will make Washington 
apples easily recognizable by the 
consumers was explained to the 
Yakima Valley Traffic Assn. by 
Robert Johnston, secretary-man- 
ager of the commission; Joseph 
Brownlow, head of the commis- 
sion’s merchandising; and Robert 
Sandiford, account executive with 
the commission’s agency, Cole & 
Weber, Seattle. 

Currently the commission has 
undertaken the heaviest promotion 
for Rome Beauty apples in 10 
years, with the campaign extend- 
ing from the Pacific Coast to west- 
ern Texas and Minneapolis-St. 
Paul. The crop of Romes is larger 
than usual this year, while the 
total Washington apple crop is 
down. This promotion will extend 
through February. + 


Kodak Will Drop 
Nelson Family Show 


New York, Jan. 31—Eastman 
Kodak Co. will drop its half-spon- 
sorship of ABC-TV’s “Adventures 
of the Nelson Family” when its 
contract expires in September. 

Woodrow F. Benoit, vp and tv 
group head for Kodak at J. Walter 
Thompson Co., said Kodak was 
bowing out because the show is 
“too expensive, the ratings are 
disappointing and ABC could not 
provide a good lead-in” program. 


s Future broadcasting plans have 
not been made yet, but it is ex- 
pected that a spot tv and spot radio 
campaign may be run. Kodak 
tested a new spot tv idea in five 
cities before Christmas. An en- 
larged list of tv stations may be 
used if an analysis of the spot test 
shows it to be successful, Mr. 
Benoit explained. 

Kodak expects to continue as co- 
sponsor of the “Ed Sullivan Show” 
on CBS-TV for the 1961-62 season. 


Goldman Adds 2 Accounts 


I. A. Goldman Co., Baltimore, 
has been named to handle adver- 
tising for Standard Store Equip- 
ment Co., Baltimore, designer and 
manufacturer of store fixtures, 
food service, and restaurant soda 
fountain equipment, and Finance 
Co. of America, Baltimore. 


Buxbaum Names Hesselbart 

Buxbaum Co., Canton, O., has 
appointed Hesselbart & Mitten, 
Akron, O., to handle its advertis- 
ing. Buxbaum manufactures rub- 
ber and _ carpet-to-rubber floor 
mats and stair treads for the home. 
Frease & Shor is the former agen- 
cy of record. 


Ames In-Cross to Murrane 

Ames uUn-Cross, Des Moines, 
breeder of hybrid chickens, has 
named Thomas Murrane Associ- 
ates, Des Moines, to handle its ad- 
vertising and merchandising. Fair- 
all & Co., Des Moines, is the pre- 
vious agency 
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LONG CALI OF CLLLS 


4U4TI CL NTS 


| December 1960 


The engineers, scientists and technically trained 
executives throughout our economy read SCIENTIFIC 
AMERICAN for enjoyment and knowledge. Their 
interests are inside and outside their specialties. 
They are interested in the interaction of atoms and 
radio waves and the unique properties of flexible 
glass fibers, in the signaling behavior of gulls and 
the growth of snow crystals. Proof of their interest 


SCLENTIFIC 
~ AMERICAN 


PIBER OPTICS 4UFTI CENTS 


Movember 1960 


SCIENTIFIC 
AMERICAN 


January 1961 


is our steadily growing paid circulation (now over 


275,000). In the creation of new products, 


esses and plants, these men of Technical M 


proc- 
anage- 


ment deploy the purchasing power of industry. More 


than 425 companies, sure of the need to speak to 


Technical Management, speak to them in our 


SCIENTIFIC AMERICAN, INC., 415 MADISON AVE., 


pages. 
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Ault-Wieler Names Schaar | Seattle-] st Nation al 
Ault-Wieler, Inglewood, Cal., 


new electronic engineering repre- Bank's Ads Aim to 


sentative, has appointed Edward 


Schaar Associates, Los Angeles, to I nform Customers 


handle its advertising. The com- 


pany, an affiliate of Ault Associ- SEATTLE, Feb. 1—A new series 

BUSINESS ates, is the northern California en- of newspaper advertisements 
gineering representative. designed to give the consumer 

YAS bs ERE information that will help in 
Smith Oil Names Monk his daily life has been under- 


BIG 
BUSINESS 
IS BEING 
DONE !.. 


;, hes taken by Seattle-First National 
Smith Oil & Refining Co., Rock-| Bank on a statewide basis. 

9 [SRM eatiner: one 7 came The first in the series is head- 
of automotive fuels an les, | lined, “Have you checked your 
1960 ADVERTISING LINAGE — 27,545 ,326 heating oils and industrial fluids, | cash reserves?” It sets out goals 
9 4A 7 rw ogg eit ny : for family savings and suggests 

i 7A OM ssociates. ummiungs, how to reach those goals. Co 
? fp ” ° er (959 | McPherson, Rockford, is the form- | states: ° vad 
Convincing evidence of Tucson’s increasing  ° ancy of record. sagen tes ee 
i ‘ ‘ ket f - | portant for your family to be in 
importance as a major market for goods and services. wraa Flects Ritter-Lieberman strong financial position as it 
‘Weekday Citizen Sunday Star National Federation of Adver- ‘8 for our business customers. 


fhe Arizona Daily Star Tucson Daily Citizen IF YOU WANT TO COVER ARIZONA, tising Agencies has elected Ritter- That's why we recommend you 


THE STAR and CITIZEN ARE A MUST! 


‘ “ Lieberman, Allentown, Pa., to|>uild up your family cash re- 
Morning and Sunday Evening membership, bringing the total to. ee ban an emergency 
2 Independent Newspapers Produced in the Same Plant @ Represented Nationally by Cresmer & Woodward, inc. 28 agencies throughout the country °F a a a 


| portunities.” 
ee one | The ad says: “A family should 
= : be able to get along on its own 
resources in an emergency for at 
INSIDE SOLID CINCINNATI: ‘least six months.” The bank 
|shows how much to save month- 


ifc,) ' ee te 'ly in order to reach the family 
| Pte sts =f CN savings goal in five years. 
| wee ee oe s The next in the series will 


“Pt 


take up consumer instalment 
credit under the heading, “When 
is it good business to borrow 
money?” 

In the 1961 series, Gus As- 
plund Jr., assistant vp and ad- 
vertising manager of the bank 
told AA, “We are trying to 
build an image of helpfulness— 
of a bank anxious to help its 
customers have a better life. We 
are trying to give them infor- 
mation they can put to use.” 

The ads appear twice a month 
in half-page size in the Seattle 
Post-Intelligencer and Seattle 
Times and in 630-line size in 
| dailies in the following cities: 
| Aberdeen, Bellingham, Bremer- 
| ton, Centralia, Longview, Moses 
Lake, Mount Vernon, Tri-Cities, 
Walla Walla, Wenatchee and 
|Yakima. The ads also appear 
‘monthly in a smaller format in 
| 37 weeklies. 


SUPER M/ 


= 


A) Le | 
Iai 


es Supplementing the newspa- 
| per campaign, Seattle-First Na- 
| tional carries a five-day-a-week 
newscast on KREM-TV, Spo- 
kane, and a package of special 
events on KOMO-TYV, Seattle, 
which will include on Feb. 4, for 
example, a half hour of high- 
lights of the Leavenworth ski 
tournament. 

The bank also uses spot radio 
on 24 outlets for localized ad- 
vertising of special services of- 
fered by various branches. 

McCann-Erickson, Seattle, is 
the agency. + 


Breskin Names Schwartz 
Breskin Publications, New 
York, has appointed Jerry 
Schwartz promotion manager of 
Modern Packaging, Modern 
Plastics, Modern Packaging En- 
cyclopedia and Modern Plastics 
Encyclopedia. Mr. Schwartz was 
formerly an account executive 
of Batten, Barton, Durstine & 


Osborn. 
Fields Joins Ruben Agency 
“Every time Fred complains | remind him that we Cincinnati Enquirer families Joan Fields has joined Ruben 
Advertising Agency, Indianapo- 
have $600 a year more to spend than the average Cincinnati family!” lis, as director of media. Mrs. 


Fields was formerly in the pub- 
lic relations department of the 
San Francisco Wine Institute. 


seeeeeeeeeeseeees SOLID CINCINNATI READS THE CINCINNATI ENQUIRER Morris Moves Offices 


Merrill Morris Agency, Mor- 


Daily Enquirer families make morc, need more, spend more. You're in solid ristown, N. J., has moved to new 


with them when you advertise in their newspaper . . . the Cincinnati Daily offices at 66 Maple Ave. 
Enquirer. For more facts on the marhet-that-miatters in Cincinnati, write the Cin- 
ih hor ontedhea ene : : A ieay Guillozet Moves Offices 
cinnati Enquirer's Research Department for the latest Top Ten Brands survey. Joseph Guillozet Co., Cleve- 
‘ ie 
Represented by Moloney, Regan & Schmitt, Inc. land, has moved to new offices 


at 1801 Superior Ave. 
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33 
Beals Shop Gets Natural be handled by E. Ralph Rundell,|of its Seattle office. He had pre- 
Gas Pipeline Assignment who is an account executive of viously been in charge of inter- An imaginative few of the 
Beals Advertising Agency, Okla- Frederick C. Williams & Associates, office assignments, coordinating READING. VIEWING and 
oe Seenre Chicago. Beals has also named activities j . LISTENING PUBLIC 
homa City, has been named to de- ae i euadiies alle agg activities in the Portland, Spokane ‘may try to interpret your copy 
, velop a newspaper advertising Charles F. Calkins, previously an and Lewiston offices, in addition or script te be 
% ~ , campaign for the Natural Gas Pipe- account er ees Fuller &/to duties as account executive in LIBEL, SLANDER, INVASION OF 
. ? line Co. of America, Chicago. Con- Smith & aoe a oa Ve bon crea- Seattle. Trevor Evans, agency pres- ree acY a tla 
if 'd bake ° —_ * sisting of two segments, the ad a eee ei City - es seo onl ident, is now directly in charge of Good timing suggests being ready for 
you ~-™ @ package will include six large- TE) Vo. ot its newly formed new | ter-office activities. INSURANCE betore fhe claim crnee ita 
pf 2 4 ie 4 big j y efore the claim arises. It is 
with ride... my” space insertions in each of about 85 acnaacadit adequate for its special p 
P newspapers in Illinois and Iowa, business department. 'Stran-Steel Boosts Dries | . rossoneble in cost. = 
NG promoting the sale of gas; and four Stran-Steel, Detroit, division of —SEE 
| institutional ads each in about 35 Horsley to Head Seattle National Steel Corp., has appointe EMPLOYERS REINSURANCE 
Ps appointed ‘ 


. newspapers in communities along | Office of Pacific National Arthur F. Dries manager of pub- 
...bake with Gladiola whe the company’s pipelines from Texas Frank Horsley, vp and secretary lic relations and advertising. Mr. 
Pd to Illinois. of Pacific National Advertising Dries has been advertising man- 

: Contact for Beals in Chicago will Agency, has been named manager ager for the past five years. 


PRIDE—Fant Milling Co., Sher- 
man, Tex., eschews the “cents- 
off” approach for its Gladiola 
flour for a self-satisfaction and 
pride appeal in color pages in 


deas that sell at the point of sale 


: day Evening Post, b&w news- Your pay-off advertising at the point of sale can be made more effective through CSP’s 
3 paper ads and radio spots. Clay 


Stephenson Associates, Houston, 
is the agency. 


complete service. We do the whole job... create, design, produce... a single dis- 
play or a year-round program. We produce displays of every kind, plastic, cardboard, 
metal, cloth or you name it, including complete dealer kits. Whatever your product 


‘. or market, we can do the whole job—from idea to distribution—better! For new 
TV Hikes All Ad brochure packed with ideas that sell, write us. 2635 North Kildare, Chicago 39, Ill. 
Spending—Dailies 


to Benefit: Motley 


East LANSING, Jan. 31—News- 
papers have been losing and 
will continue to lose advertising 
to television, but this situation 
will change once broadcasters 
and advertisers begin to identi- 
fy some of the electronic medi- 
um’s limitations. 

This optimistic newspaper note 

was sounded before a meeting of 
the Michigan Press Assn. by 
= Arthur H. Motley, president and 
nt publisher of Parade. 
; Mr. Motley said that in the 
long run, the newspaper medi- 
um will gain from tv, rather 
than suffer from it. ‘Television 
is still a young, vital, growing 
medium,” he said, “and it does 
not vet know its own limits. Yet 
it does have limits, and increas- 
ingly they will be identified. 
Then there will be a turn back 
to the newspaper.” 

Television will help the news- 
paper cause, Mr. Motley contin- 
ued, because it has increased 
over-all advertising appropria- 
tions, and newspapers should 
benefit accordingly. 


8 


8 In addition to problems pre- 
sented by the competition, Mr 
Motley cited some intramural 
difficulties faced by the news- 
paper industry. 

Among these, he said, are the 
need (1) for better cost control 
in newspaper color, (2) for 
more uniformity in physical 
standards of newspapers, such 
as column widths, type-page 
widths, page-size, etc., and (3) 
for improved quality of repro- 
duction. 

“How will we ever achieve 
uniformity and better reproduc- 
tion standards without having 
more uniform physical stand- 
ards,” he said. “An advertiser 
wants his copy to appear the 
same in all newspapers and 
does not relish the idea of fur- 
nishing reproduction material 
in a variety of sizes to compen- 
sate for varied column widths 
and percentages of shrinkage.” 

As a solution to the problem 
Mr. Motley suggested that 
newspapers make greater use 
of the principle of syndication, 
sharing both production and 
sales facilities with each other. + 


Tolley to Lahr Advertising 
Jack W. Tolley, formerly as- 
sistant to the president of Union 
Fork & Hoe Co., Columbus, O., 
has joined Lahr Advertising, In- 
dianapolis, as partner and vp. 
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O’Cedar to Extend 
Bow] Bath Tests 


CuIcaco, Jan. 31—O’Cedar divi- 


CBS Spot Names Six 
| CBS Television Spot Sales, sta- 
tion representative, has named 
Alan Sloan and William Miller 
sion of maw , _| account executives in New York. 
plans to ie te sauiek adver: Mr. Shen formerly wes wis 
tising of Bowl Bath, a new disin- | WCBS-TV, New York. Mr. Miller 
fectant-deodorizer toilet bow!|M@d been on the reg nae 
cleaner, to about 10 more cities, | KMOX-TV, St. Louis, both CBS- 
The newspaper and tv spot cam- owned stations. Ralph H. Daniels 
paign will break in about 60 days.|J'- has been transferred from the 
Advertising in Omaha, Grand|Company’s San -Francisco staff to 
Rapids, San Antonio, Springfield, | the New York staff. James Jarvis, 
Mass., and Charleston, S.C., the| Previously with Katz Agency, has 


KNXT, Los Angeles, has been;an entry blank, available wher- 
named an account executive inj|ever Fruit of the Loom socks are 
'San Francisco. Edward G. O’Berst | sold, to participate in the drawing 
has rejoined CBS Radio Spot Sales, | for 11 free college scholarships or 
New York, after an absence of al- | 1,000 other prizes. Daniel & 
most one year, during which time |Charles, New York, is the agency. 
he was with Blair-TV. 

. BBDO Elects Seven VPs 
‘Scholarship Sweepstakes Set Batten, Barton, Durstine & Os- 


Fruit of the Loom socks, a prod-|born has promoted seven execu- 
uct of Kayser-Roth Corp., New |tives to vp. They are John H. 


York, will be promoted in Febru- | Leonard, an account group head; | 


ary via its fifth annual scholarship |M. Michael Griggs, a group head; 
sweepstakes. Fractional page ads, Herbert R. Roberts, manager of the 


Advertising Age, February 6, 1961 


count supervisor in the Minneapo- 
lis office; Harold C. Mullen, ac- 
count supervisor in Boston; and 
Dean W. Proctor, account super- 
visor in Chicago. 


Seigel to Neon Products 


Saul Seigel, formerly executive 
director of the United Fund of 


cities in which the product under-| been named an account executive | featuring Bob Hope, will run in 
went a nine-week test late last|in the Chicago office, and Robert |Good Housekeeping, Life and Par- 
Fairbanks, 


year, will be resumed in about 30 
to 45 days. 

One newspaper ad a week and 
from 20 to 30 daytime tv spots 
were used in the test in all the cit- 
ies except Springfield, where 
newspaper ads alone were run. 

The campaign featured a num- 
ber of redemption deals. The offers 
varied in each city. Results were 
encouraging, according to Turner 
Advertising Agency, which han- 
dled the tests. 

No national magazine advertis- 
ing has been planned so far, the 
agency said. = 


McClure Joins Mathes as 
VP, Canada Dry Supervisor 

John F. W. McClure, formerly vp 
and account director on the Coca- 
Cola account at McCann-Erickson, 
: has joined J. M 

Ne Mathes Inc., 

New York, as 
vp and account 
supervisor on 
the Canada Dry 
account. 

Mr. McClure 
replaces L. E. 
(Dusty) Miller, 
who has re- 
signed. Mr. Mc- 
Clure joined 
McCann nine 
years ago from 
the Pepsodent division of Lever 
Bros. Co. 


John F. W. McClure 


Office Specialty to Hayhurst 
Office Specialty Mfg. Co., New- 
market, Ont., has named F. H. 
Hayhurst Co., Toronto, to direct 
its advertising. Present plans call 
for four-color spreads in Business 
Quarterly, Saturday Night and 
Time-Canadian as well as b&w ads 
in Financial Post and some dailies. 


Peters Joins Baxter 

Ollen E. Peters, formerly an ad- 
vertising coordinator of Ford Mo- 
tor Co. in Dearborn,-has joined 
Don L. Baxter Inc., Dallas, as a vp 
He will direct plans for further ex- 
pansion of the agency’s consumer 
division and will serve on the cre- 
ative-marketing plans board 


Keyed Coupon 
Returns 


Many food advertisers are taking 
a new hard look at their newspa 
per schedules in New York. 


Keyed coupon returns in case after 
case show that the Mirror's returns 
are far ahead of any one of the 
three evening papers. Often they 
are better than two combined. 
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Greater Lima, O., has been named 
advertising and sales promotion di- 
rector of Neon Products, Lima. He 
succeeds Harold D. Schwartz, who 
| has become head of the company’s 


|Chicago office. Mr. Seigel returns 


marketing department; and Jack|to the post he held from 1951 to 


Goldsmith, a tv art supervisor, all| 1953, when he joined the Lima 
ents’ Magazine. Entrants fill out in New York; George Alarik, ac- community chest. 
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averting works best in an atmosphere of confidence— 
where readers bring to it from the editorial pages both a desire 
to know and a strong disposition to believe. 

That’s what happens in Architectural Record. 


The Record’s own architect and engineer subscribers (veri- 
fiably responsible for over 88 per cent of all architect-planned 
building!) rate it first in its field for accwracy and for concen- 
tration on subjects of interest to them in their work.* 


And in 148 out of 163 studies sponsored by building product 
manufacturers and their agencies, architects and engineers have 
attested to the integrity, prestige and professionalism of the 
Record by voting it their preferred architectural magazine. 

Here’s how Architectural Record’s strong editorial staff— 
backed by the great building news facilities of F. W. Dodge— 
builds readership and confidence among the largest architect and 
engineer subscriber audience in the histery of the field: 


By concentrating on the information and inspiration needs of 
architects and engineers—with the most editorial pages. 


By exploring, in depth and breadth, the full range of architect 
and engineer interest in nonresidential and residential design. 


By timing and balancing editorial content with the aid of 
Dodge Reports to be of top value to architects and engineers in 
terms of the work on their boards. 


By accurately attuning editorial content to the changing 
interests of architects and engineers as disclosed by Eastman 
Editorial Research (exclusive with the Record in its field) and 
the Record’s own Continuing Readership Research. 


By alerting architects and engineers to potentially important, 
as well as presently important, developments in building design. 
3y everlastingly speaking the language of the professional archi- 


tect and engineer in authoritative text, expert drawings and 
architecture’s most perceptive and stimulating photographs. 


The Record Builds Confidence Among Advertisers, too! 


In 1960 they placed 62 per cent more advertising pages in 
Architectural Record than in the second-place magazine! 


*Continuing 
Readership 
Research— 

1952-1960. 
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Advertising Age, February 6, 1961 


FTC Lists Questions 
Consumers Should 
Ask on Guarantees 


WASHINGTON, Jan. 31—The Fed- 
eral Trade Commission has come 
to the conclusion that people 
aren’t asking enough questions 
about a product’s guarantee before 
they buy. 

FTC says its workload would be 
considerably lighter if consumers 
would grill salesmen on the limita- 
tions of the guarantee. According- 
ly, the commission has supplied 
buyers with a list of “seven hard 


questions” to put to salesmen be- 
fore any money changes hands. 

Here are the questions: 

1. Who is going to make good on 
the guarantee? (The store where 
you are buying the product or the 
manufacturer? ) 

2. Does the product have to be 
returned to the seller, or will it 
be repaired at your home? 

3. Is the entire product guaran- 
teed? (Or just those parts that 
rarely, if ever, wear out?) 

4. Who pays the labor charges 
involved in the product’s repair? 

5. Is routine servicing covered 
by the guarantee? 

6. Is the guarantee based on the 


price you actually pay for the 
product or is it pro-rated on a 
manufacturer’s “list” or “suggest- 
ed retail” price? 

7. Is the guarantee in writing 
or is it contained only in the sales- 
man’s smiling assurance? + 


Brown & Bigelow Names Cobb 


George L. Cobb, formerly vp 
of Unimatic Merchandisers, has 
been named general manager of 
Brown & Bigelow, St. Paul, ad- 
vertising specialty company. Mr. 
Cobb was also elected a vp of 
Standard Packaging Corp., New 


York, with which Brown & Bige- 
low was merged last year. He suc- 


ceeds R. Carl Chandler, board 
chairman and chief executive of- 
ficer of Standard Packaging, who 
had been Brown & Bigelow gen- 
eral manager since the merger. 


McCann Names 2 New Directors 

Harry A. Braid and Eric Wil- 
liams have been appointed direc- 
tors of McCann-Erickson Advertis- 
ing Ltd., London. Mr. Braid, treas- 
urer of the agency, also has been 
named financial director. Mr. Wil- 
liams, who joined the agency re- 
cently as public relations director, 
formerly was manager of public 
relations of Notley Advertising, 


Welton Becket, FAIA 
and Associates 


. ~ oe 


for more 


resultful 


advertising| 


“The reader reads because he finds information that 
helps him in his job. If this information is useful... 
he comes in time to associate a feeling of trust and 
confidence in the magazine and this feeling may carry 
over to the advertisements... 

... af a magazine delivers both readership and con- 
fidence it is furnishing about the most valuable com- 
modities an advertiser can buy.” 


William Schink, Media Director, G. M. Basford Co., Inc. 
From McGraw-Hill’s ‘Industrial Advertising Handbook” 


Architectural 


R ecor d cna 


119 West 40 th Street 


Kaiser Center New York 18, N. Y. 
Oakland, Calif. OXford 5-3000 
Architects: 


dudiication 


“‘stimulus to creative architectural and engineering design” 


ER on 


London. 


readership and confidence... 
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|‘Automotive Installation 
Specialist’ to Have Debut 


Automotive Installation Special- 
| ist, directed to automotive replace- 
|ment installation shops in the 50 
| states, will start publication in 
| April. M.B.I. Publishing Co., 917 
Fox Theater Bldg., Detroit, is the 
| publisher. Plans call for sending 
the magazine to 12,436 brake shops, 

5,546 seat cover shops, 5,079 muf- 
fler shops, 1,735 spring shops and 
272 shock absorber shops. 


Barnes Named KBCL Manager 

Vener O. J. Barnes, formerly ad- 
vertising and sales promotion man- 
ager of Childs Big Chair division 
of Kroger Co., has been named 
manager of KBCL, Shreveport ra- 
dio station. 


Barrett Joins Wyatt as VP 

Charles J. Barrett Jr. has joined 
Jack Wyatt Co., Dallas agency, as 
a vp. Mr. Barrett was formerly 
with Texas Instruments and 
Chance-Vought. 


What they see on 


WJAC-TV 


When you advertise your product on 
WJAC-TV, you can be sure people 


see it... . and they'll buy it, too! Both 
ARB and Nielsen show WJAC-TV to be 
the number one station in the Johns- 
town-Altoona market, but statistics 
don’t buy products sel ople do! 
WJAC-TV clients know that WJAC-TV 
gets action, turning viewers into 
buyers. If you're after people .. . - 
chasing people .. . pick WJAC-TV! 


For Complete Details, Contact: 


HARRINGTON, RIGHTER 
AND PARSONS, INC. 


New York Boston Chicago Detroit 
Atlanta Los Angeles San Francisco 
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CHICAGO’S AMERICAN 
ANNOUNCES 
A NEW 
3-PART RATE STRUCTURE 
OFFERING CHICAGO’S LOWEST 
DAILY AND SUNDAY 
MILLINES 


ITH national advertisers extending their use of newspapers for the 

expanding sales opportunities of the ’60’s, Chicago’s American 
announces a new 3-part rate structure effective March 1, 1961. It is 
designed to offer flexibility and economy and, at the same time, aid 
in the drive for uniformity among newspapers by fitting in with the 
new and popular Yearly Frequency Page Discounts, Bulk Discounts and 
Continuity Impact Discounts. This new rate structure offers the lowest 
milline rates or rates-per-thousand in the Chicago newspaper field. 


Part 1I—BULK DISCOUNTS: 

This is the most used rate structure because it lends itself to the 
specific needs of individual marketing problems. It provides economy 
along with the flexibility so desirable for many newspaper advertising 
programs. Bulk discounts are now available in almost 200 newspaper 


markets. 
SCHEDULE OF BULK DISCOUNTS 
Full Run City and Suburban 
Daily Sunday Daily and/or Sunday 
14 lines or more $1.55 $1.60 
Base Contract Rate—500 Lines Per Year— 
per agate line ; $1.25 $1.45 $.90 
Bulk Contract Discounts Net Line Rate 
Lines per year From Base Contract Rate After Contract Discount 
ey 20%... DE: ccccetkeh eee wower $1.16 
eee Serer Re er ere 1.1455 
re Peer RP errr 1.131 
ee i ceteudadse% De isinaweneatcou en 1.1165)........$.90 Flat 
re eT i Caves soa veces nies 1.102 
SS 6s 0.0-045.004.005 rere i .5seedensa eatin 1.0875 
0 26%... pr ee er ee 1.073 
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Part 2—CONTINUITY IMPACT DISCOUNTS: 

This is the popular C.I.D. Plan inaugurated by the Louisville Cou- 
ier-Journal and widely accepted by advertisers and agencies. It is now 
available in almost 100 newspaper markets. The value of this rate struc- 
ture is in putting continual pressure on the market at lowest possible 
cost. It takes cognizance of the strength advertisers are finding in week- 
in and week-out continuity in newspapers. 


SCHEDULE OF CONTINUITY IMPACT DISCOUNTS 


Full Run 
Term of Weeks of Lines Per Dis- Daily Sunday 
Contract Publication Week count Net Line Rates 
| 5 eee | ee ae tag tes es ee ee i re $1.131 
aaa ae [ rere 1.1165 
ye Dis sas oa aed He eee aes eT - 7. 
GVM 6 we te ee eee c Sr ore oe ee oe . 
PP cadena ees Bes idee des a ee | ee 0 PPS ere 1.1165 
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1,500............ 6%... .....00. 925 ............ 1 
39 Weeks. ........... Stes cmetces Re Pr eee DR Re een 1.102 
sk re ae : aera 1.0875 
ga a ae MRS: wa aes dah Ae 1 a. 
0 Sa eee 1.05 
52 Weeks............ Pte wesenstecs ee ee Re SA eee 1.0875 
Se ae ee eee 1.073 
1.000....... , re ee 1.0585 
ee ee [ ere 1.044 


Part 3—YEARLY FREQUENCY PAGE DISCOUNTS: 

The biggest marketing salvo can be fired by full page ads and to 
make this possible Chicago’s American offers its most attractive rates 
for yearly frequency schedules of page units. 


SCHEDULE OF FREQUENCY PAGE DISCOUNTS 


Full Run City and Suburban 


Daily 


Sunday Daily and/or Sunday 


Base Contract Rate—500 lines per year— 
per agate line $1.25 


$1.45 $.90 


Page Contract Discounts 
Units per year From Base Contract Rate 


Net Page Rate 


After Contract Discount 


|, > i e©6=—l rer 686°C (ll ET ee $2,732.96 
10 full pages............. 25% SS eeerete ese Perera a 
8 eee Ns £550 Sos sp EI be USO" Chk Pas kxe 2,661.04\ $2932 Flat 
30 full pages. .... Sere eer era ewe 2,625.08 
40 full pages............. , eae. eee aeerrns Tre 2a 
50 full pages... . Te eS eee | ey ee rr rr ee 2,553.16 


All rates provide full-run milline rates as well as City and Suburban costs-per-thousand 
which are among the lowest in the nation. Now, Chicago’s American and the Chicago 
Tribune, whose new rate structure parallels the American’s, are each offering the lowest 
milline rates and costs-per-thousand in Chicago. These two papers offer the greatest 
amount of coverage, at the lowest costs-per-thousand. These economical rates are available 
in either paper, without combination, to fit best into the individual marketing needs of the 


advertiser. 


MILLINE RATES 


Based on total circulation and 5,000 lines 
of advertising—daily newspapers 


CHICAGO’S Chicago Sun- Daily Sun-Times/ 
AMERICAN Tribune Times News News 
$2.20 $2.23 $2.44 $2.56 $2.25t 


tThis Milline rate available only in forced combination. 
Circulation base: ABC Publishers’ Statements, 9 30 60. 


CHICAGO'S 


Cost-per-thousand Households* 
IN METROPOLITAN CHICAGO 
Based on a 1,000 line ad at 5,000 line contract 
rates—daily newspapers 
CHICAGO’S Chicago Sun- Daily Sun-Times/ 
AMERICAN Tribune Times News News 
$1.84 $1.71 $1.91 $2.33 $2.01t 


tThis cost-per-thousand available only in forced combination, 
*Newspaper readers. Source: Media Power, 


AMERICAN 
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Your new weight control 
program 
food that 


a balanced 


tastes good 


INCHES—This ad 


will 
the 
the 
beginning this month to introduce 


run tn 92 
Atlantic Sea- 
West Coast 


newspapers on 
board and 39 on 
Subtract, 
try in the 
field. Knox 


Mills’ 
measured 


General new en- 


calorie food 
teeves Advertising is 
the agency 


‘Cincinnati Enquirer’ Gains 
The Cincinnati Enquirer’s in- 
come increased from $17,794,723 in 
1959 to $19,003,493 in 1960, accord- 
ing to its annual report. Net earn- 
ings in 1960 totaled $1,191,570, 
compared to $797,429 the previous 
year. Advertising linage reached a 
new high with a record total of 
42,405,937 lines, an increase of 
533,697 lines over the previous 
fiscal year ended Sept. 30, 1959 


Costs Less— 
Does More 


An analysis of keyed coupon returns 
covering ten food and transportation 
advertisers using The New York Mirror, 
one other morning paper and three eve- 
ning papers gives this result: 


The Mirror space cost 16.8% of the 
total invested. But The Mirror produced 
21.3% of the total returns — twice as 
many as any one of the evening papers. 


Make 
The Mirror 
a MUST! 


N.Y. Court Upholds 
State Ban on Signs 
Near N.Y. Thruway 


ALBANY, Jan. 31—The appellate 
division has unanimously upheld 
‘the constitutionality of a state reg- 
ulation outlawing advertising signs 
within 500’ of the New York State 
thruway even though the displays 
are on privately-owned land. 

In a decision written by Associ- 
ate Justice J. Clarence Herlihy, 
the court refused to overturn a 
lower court ruling involving Ash- 


2 


| ley 


Motor Courts 
Displays Inc., and Ramapo Land 
Co. of Rockland County. 


Inc., Highway 


® The court noted that a section 
of the public authorities law pro- 
vides for a blanket’ prohibition 
against the erection or mainte- 
nance of any advertising devices 
located within 500’ of the nearest 
edge of the thruway pavement 
without a written permit from the 
authority. No application for a 
permit was filed, the court said. 
“The police power of the state 
invoked and exercised by the leg- 
islature is a flexible, broad, vari- 


a 


able process of government intent 
upon keeping up to date with all 
of the public and social needs,” 
Justice Herlihy wrote. 

“What would be a violation 
therof in prior years might of ne- 
cessity in an ever changing world 
become legal in our present soci- 
ety,” he continued. “Contrariwise, 
what may have been valid when 
enacted, as the result of later 
events might become unlawful.” + 


‘Canadian Food Journal’ 
Bows as Monthly 

Canadian Food Journal, a month- 
ly, has been introduced by Current 
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Publications Ltd., Seecombe House. 
443 Mount Pleasant Rd., Toronto. 
George F. Rogers is publisher and 
managing editor of the book, dis- 
tributed on a controlled basis to 
key personnel in major food serv- 
ing establishments and to all mem- 
bers of the Canadian Dietetic Assn. 
L. P. E. Lacey is advertising man- 
ager. 


Air Products Promotes Kinsey 
Robert F. Kinsey, formerly an 
assistant manager of advertising 
and pr, has been promoted to ad- 
vertising and pr manager of Air 
Products, Allentown, Pa. 


No one is 

more responsive 
to advertising 

than the man who 
keeps getting 
ahead in business 
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Put Communications 
Dollar to Usual 
Profit Test: Chase 


PHILADELPHIA, Feb. 1—‘“*The com- 
munications dollar neither has nor 
deserves to have any special im- 
munity from the sweeping man- 
agement review” made imperative 
by the rising costs of wages, ma- 
terials, taxes and selling. 

Howard Chase, president of 
Howard Chase Associates, New 
York, consultants in the field of 
general management and _ public 


_it by = 


affairs, made 
ter of the American Public Rela- 
tions Assn. last month. 

“The audit of the communica- 
tions dollar should be done on an 
annual basis,” Mr. Chase said. “It’s 
fascinating to see how an activity 
marked for retrenchment sneaks 
back under some other budget,” 
according to him. 

It is extremely 
figures on total 
dollars from most executives, Mr. 
Chase said. Executives may have 
an over-all figure on advertising, 
on merchandising materials, on pr 


difficult to get 
communications 


this statement at a} 
| meeting of the Philadelphia chap- 


counsel or department, yet not the 
total communications cost. 


® This total cost, according to 
him, would include employe pub- 
lications, quarterly and annual 
stockholder reports, letters to 
stockholders, product publicity, ex- 
ecutive conferences, basic sales 
training, periodic sales training or 
refresher courses, consumer ad- 
vertising, trade press advertising, 
preparation and distribution of ex- 
ecutive speeches, point of sale 
merchandising materials, plant 
meetings, community relations, 
direct mail selling, reception desks, 


Everywhere 
the men who 


keep getting 


ahead 
read 


The National Business Daily 


sella 


training on telephone manners, ex- 
ecutive letters, 
ity, recruiting, 
other types of communication. 

“Each of these is justified—if it 
contributes to current or long- 
range profit. Not one is justified 
if it is merely a habit,’ he de- 
clared. + 


Chewrite to Robert Frame 

Robert Frame Advertising, Day- 
ton, has been named by Chewrite 
Co., Dayton, as its national adver- 
tising and marketing counsel. The 
company manufactures a denture- 
retaining powder. 


Yes, men who never thought they’d be read- 


ing The Wall Street Journal now find they can’t 


do without it. And many who never thought 


they’d have reason to advertise in The Journal 


are voluntarily writing testimonial letters about 


how it brings them business. 


Published at: NEW YORK, WASHINGTON, D.C., CHICOPEE FALLS, MASS. 
* CHICAGO, CLEVELAND + DALLAS « SAN FRANCISCO 


company hospital- | 
and hundreds of | 


| 


Tilds & Cantz Adds Client 

International House of Pancakes, 
a chain of pancake restaurants, 
has named Tilds & Cantz Adver- 
tising Agency, Los Angeles, to 
direct all advertising for its grow- 
ing number of locations as well as 
its various pancake products. By 
the end of 1961, the company ex- 
pects to have 22 locations in 
Southern California. A franchising 
program, ‘to be ready by the end 
of 1962, is to expand the pancake 
house chain throughout the coun- 
try. 


Bennett Boosts Slattery to VP 

J. Desmond Slattery, formerly 
account executive, has been pro- 
moted to vp and account super- 
visor on British Overseas Airways 
Corp. at Victor A. Bennett Co., 
New York, replacing Gordon Mac- 
Laren, who has resigned. Mr. Slat- 
tery’s old post has been filled by 
Paul E. Clark, formerly a TWA ac- 
count executive at Foote, Cone & 
Belding. 


No matter how 

you figure them, 

this one of the 

top ten markets 
is different 


When your policy or budget 
limits your advertising to the 
nation’s top ten markets, close 
examination must be made of 
the one in second place... 
The Los Angeles-Long Beach 
Metropolitan Area... because 
Los Angeles newspapers do 
not cover the important over 
half million people in the Long 
Beach part. And this part is 
big enough to give your sales 
chart a healthy upswing. 


So remember. No Los Angeles 
daily newspaper reaches even 
1 out of 11 Long Beach City 
Zone families. All of them com 
bined (disregarding possible 
duplication) reach less than 1 
out of 4 Long Beach homes. 
BUT THE LONG BEACH IN- 
DEPENDENT, PRESS-TELEGRAM 
REACHES ALMOST 7 OUT OF 
10 HOMES. 


ASK THE RIDDER-JOHNS MAN. 
HE HAS ALL THE DETAILS. 


Sources: Sales 
of Buying Power, 
of Circulations 
ending Mar. 31, 


Management Survey 
1960. Audit Bureau 
report— 12 months 
1960. 


Independent 
Press - Telegram 


Morning 


Evening Sunday 


LONG BEACH, CALIFORNIA 
the International City 
NOW OVER 1/2 MILLION POPULATION 
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Smee wlittle bit better 


than any other service 
happens to be! 
This is no mere windy boast. This is a fact 
based upon Century’s deliberate and deter- 
mined aim: to provide a service to agencies 


and advertisers that always delivers more 
quality than absolutely necessary! 


You can be certain with 


CENTURY 


ELECTROTYPE COMPANY, Inc. 


Electrotypes « Travis R.O.P. Glass Mats 
Plastic Plates « B &W and Color Proofing 
Duplicate Photoengravings 


160 East Iilinois St., Chicago 11 « DElaware 7-1541 


Enloe to Hide 
MD Media Study 
Even from Clients 


NEw YorK, Feb. 2—What publi- 
cations are physicians reading to- 
day? 

Cortez F. Enloe Inc., New York 
ethical drug agency, said last 
month it had the answers to this 
question, as a result of a nation- 
wide survey commissioned by its 
research department. 

Trendex Inc. conducted the sur- 
vey for Enloe, interviewing 1,000 
doctors by telephone. The inter- 
viewers used aided recall, reading 
doctors a list of journals in differ- 


ent categories and asking them 
which ones they read and how 
frequently. 


Dr. Enloe, head of the agency, 


REATIVITY ..... wimy-wv creates 


sales in the nation’s 44th market* 


Creativity . 


in the Industrial Piedmont. 


someone’s artistic ability 
produced this handsome leather saddle. 


Creativity ... WFMY-TV’s proven ability 
to create greater sales and profits for you, 


~ 


"NOW 


Represented by Harrington, Righter and Parsons, inc. tae 
ork, Chicago, Los Angeles?/San Francisco, Atianta, Boston, Oetroit 


_ weer 


GREENSBO 


17 cities) . 


Sell the nation’s 44th market* (44 counties, 
.. Where 2.3 million customers 
have 3.2 billion dollars to spend . . . for 
complete details call your H-R-P rep today! 


*Source: Television Magazine, 1960 Data Book 


IN OUR 12TH YEAR OF SERVICE’ 


Advertising Age, February 6, 1961 


held a press conference at the New 
York Yacht Club to announce that 
the survey had put in the hands of 
his agency an important tool to 
evaluate the efficiency of medical 
publications. 

He said: “We are convinced that 
we have reached a milestone in 
medical journal advertising. The 
industry is entering a _ period 
where drug manufacturers will 
insist on getting all the facts 
necessary to spend their promotion 
dollars in an optimum way.” 


a Dr. Enloe made it clear, how- 
ever, that he is not disposed to 
share this knowledge with his 
competitors—the survey results 
will not be revealed. As a matter 
of fact, Dr. Enloe said, he will not 
even show these results to his 
clients. He will, of course, use the 
results in making media recom- 
mendations, and if a client ques- 
tions him, he will back up his 
choices with facts and _ figures 
cited from the survey. 

Stanley P. Bell, vp of Enloe, 
gave a concrete example of how 
the survey will be used. He re- 
ported that there are two internal 
medicine journals, each with a 
22,000 circulation, which have in 
the past shared equally in adver- 
tising directed to internists. “We 
used them alternately,” he said. 
Trendex found, however, that one 
of these books is delivering 15,000 
internists, compared with 7,000 for 
the other. As a result, advertisers 
were really paying $20 per 1,000 
in the first book and $60 per 1,000 
in the second journal. 


® Similar differences were found 
in other categories. The Enloe 
agency said it will now recommend 
to clients that advertising be con- 
centrated in those publications 
which deliver the most doctors per 
dollar. 

In conjunction with the Trendex 
survey, the agency asked all pub- 
lications to supply a breakdown of 
circulation. Mr. Bell said that this 
was such an unusual practice in 
this field that one of the leading 
publications, the Journal of the 
American Medical Assn., reported 
that it had been keeping such a 
tally for five years but no one had 
ever asked for it, and the AMA 
had just about decided to scrap 
this count. “We told them to keep 
it up. We want this kind of in- 
formation,’ Mr. Bell said. 

The agency reported that in the 
case of one “mass circulation” 
journal—these are publications go- 
ing to more than 130,000 physi- 
cians—it was found that 30,000 of 
the readers are not medical doc- 
tors. 


# To indicate the value of this 
media study, Dr. Enloe cited fig- 
ures to show how the volume of 
ethical drug advertising has sky- 
rocketed over the past 10 years, 
making it more difficult for an 
advertiser to reach the physician 
audience. 

He reported that the volume of 
journal advertising has increased 
from 33,400 pages to 124,800 pages, 
while the number of direct mail 
pieces received by a doctor has 
jumped from 2,370 to 4,970 a year. 

At the same time, he _ noted, 
costs of advertising have risen so 
sharply that the $100,000 spent in 
1950 will now buy only $62,000 
worth of advertising. 


2 “If the effects of rising costs, on 
the one hand, and diminished ex- 
posure, on the other, are com- 
bined,” he pointed out, “the 1950 
advertising dollar is worth only 
about 22¢ today. Or, to put in an- 
other way, it takes about $4.50 to- 
day for every dollar spent in 1950 
to achieve merely the same ex- 
posure. 

The Enloe media survey was 
under the direction of Dr. Walter 
O. Wegner, agency research di- 
rector. + 


ea ce Pe qa arctan * S 4 ne teeth 
oy giles eer ee Sree OS EE Eo heels oo op 4 4 et aa orn i iis 7 a Pa ee eae es 
ass Teh ue ee tae a ae eee el Sn a ee ies oe ae Be a a ce 4 } ea on | —_ ies Me ey eer w ass sd a 
SO Bas, — Stn GoM, Stee nist eceip ae oa Bes ee es a ae Or rae ae me MM cr ee Oe age 
Poe aie MRE is ie says el ecb tO Te aealigs ae) i a a wee gies pi oe eae iS AM mh eee es ST te ae ae io eal pers et ORB oc mete Ee aa Sera eee oT ip ee oe 
* < ¢ « 
40 
& BS By 
Ah id 
a &: cs 
es . we * x SS 
S UE? ee S . Efi . 
ha ee 23 & 
py ‘ “~“ 7 
; J ~ e : Po 
ES , a ee 
a be Mr ias. 1 < « ; a ‘ 
ie . < at Bi aie 
a, : ee PSO 8 . a ae 
ae ee _~ ‘ pe 
wo Re ee ee : AS 
ay ‘a bd a a ’ ei 
as oe - = // ee ae 
see : SD fee - 
ee S ae Sa ae 
oe - ; Bs a 
Se - x ae 
= ers a aie SE Racks Ber, 
ore 
| 4 ee as 
7% ea 
ra? aie: 
o ee Se oe 
3 - ; — Fave oe ~ ae si 
ae By «9 RE Siem a Fr) eS | Le : ess ~ sea ~ Sparen ifs r et aes Ass eee ‘ ‘eee ae re te = ee fos ee 
eae : 3 EY ae 
: : “4 - n iat. soso 
Eo a aa 4 —_—, meal 
ae < a, uF Cs “ Saget 
a . Ky ays Ms - Pd 
Se : ; - = , ; vier, 
» ; e oe , v a %, a 
a x at 5 ee i  igins 
al ‘. . y ‘eo a 5 bs , A . ; * iG 
ne é » ig = ae a = ee 
en re: - Svs, i ¢ Be ii vehi 
Pe ad ig ae Phe : = sete 
eet \ ¥ a > ae Wy : pate 
Bal ra oto . ae 
a ‘ oie = : =. 
Se ae . Yo ale ie one 
ae ¥ = ee ry . ; ser 
S é mn Ce _. : i 
ee . 8 a ~~ : nes 
Beg : ei ia “4. a) 
an ¥ @ if ”, Sf ata os bane 
Ba! : : { a . 4 ’ rs € ) = Py 5206" - = rn) » ‘ * ' on 
Jes a". « pl x } oy 
Lee See 7 4's i t ‘: re 
=a 1 ’ e i, {4 ~ ar, 
ica sii : . fA laa os © meee 
ic a if \\ , (fe . Vr | 
oe . : . { - i ri, 
er ‘ . a, | =) \ , . S ee 
ang at. > a * = % 7 * . 4 ait ae 
; —_ ~ "J ‘ A Bo es Bi 
. 4 6 ers 2 . Bi We ‘ J : 
> 4 ps Th | —_— 
— z- ah -, a ‘ane 
Si : Siva . ; o — 
eee a Se . ie 3, , : oe ¢ ‘’ i Pee 
eee. adie yaa 2 ay as \ siete : 
ene A Hy ' ’ . : p . ; ieee 
eee * aM J ‘ a 
PBI “4 a ca Sra 
Ae & fi ‘ eae 
e's e a? t ue’ ps eae 
: Ai 4 Ke ; A ? “: ayaa 
icy eae #: : fo citi etal ; ak \ % eee 
2s : tae . ‘ ete 
eS ae ty Be, Bt ci ro 
is -” a 
2 , > J 7 Ba x 
* z a rs 
a 7 [~~ 
~ - Pee - a ’ 
1 A apis , é 
te J LY 6 A ee 7 
Sia, i" at * of, ene ee . 
TE CESS CE aaa ie , e 
wD Oar afl ; a ; | 
chanten P| » ae \ "5 : 
Yd Pte i os 
ieee ; ; oe = BE a sr noes! oy Sr .. 
rs agit ¢ “aL a hs ie : = # t: * : 2 a ? ral on" 5 : ; : ny = as : 3 Fee =f i i ee “s : ao? i os ¥ ae “ i: 7 


LIFE HAS THE GRAND SLAM and has for 19 consecutive years. Other 
magazines make big, bold claims to make you think they hold all the 
: cards. They don’t. Every game has one winner and in the magazine 
| business, it’s LIFE. The charts show why. In 1960, advertisers invested 
33 million more dollars in LIFE than in the next leading magazine. 


Have trouble completing the grand slam? The bid is no trump, LIFE 
has taken eight tricks. Now LIFE leads the four of hearts, throwing 
dummy’s ace of spades. Then LIFE leads spades twice, discarding the 
dummy’s diamonds. LIFE’s two diamonds now take the last two tricks. 


IT PAYS TO SELL WITH 


ADVERTISING INVESTMENT 1960 


MAGAZINE 


AD REVENUE 


NO. ISSUES 


LIFE $138,784,242 51 
Post 105,049,136 52 
Look 59,070,472 26 


ADVERTISING PAGES 1960 


MAGAZINE 


PAGES 


NO. ISSUES 


LIFE 3,360 51 
Post 2,788 52 
Look 1,641 26 


Source: PIB January-December, 1960) 
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$72,000,000 


New all-time high in 20-year 
trend to the Chicago Tribune— 
a tribute to advertising results 


THE REASONS: 


SUNDAY: Circulation 
CHICAGO TRIBUNE—1,186,625 
Sun-Times —648,179 _— —) 
Chicago's American —557,767 Cc ) 
DAILY: 
Sun-Times —566,219 
Chicago's American — 443,586 ri 
Dally Mews —538,448 es anand Source: ABC Publishers’ statements, 9/30/60 
* 

SUNDAY: Household Coverage 
CHICAGO TRIBUNE—68:3% nee 
Sun-Times—41.2% 
Chicago's American—27.6 % - 
DAILY: 
pases amma Lees 
Sun-Times—41.3% 
Chicago's American—28.0 %, — . ‘ ‘. . pn 

P *Newspaper readers, Metropolitan icago 
Daily News—33.9% | a Source: Media Power 

Buyer Coverage in Metropolitan Chicago 
NET % ADDED BY NET % ADDED BY 

PURCHASE SUNDAY DAILY SECOND DAILY PURCHASE SUNDAY DAILY SECOND DAILY 
CLASSIFICATION TRIBUNE % TRIBUNE % TO DAILY TRIBUNE CLASSIFICATION TRIBUNE % TRIBUNE % TO DAILY TRIBUNE 
New Cars ti | 54.5 19.6 Clothes Dryers 78.6 51.8 25.8 
Homes 73.95 53.9 14.7 Men's Suits 71.9 54.8 4 ey i 
Furniture 70.5 55.7 21.3 Women's Street Dresses 66.7 49.9 21.8 
Airline Travel 81.2 63.7 16.9 Books 72.2 54.0 22.3 
Auto Insurance 74.0 53.7 22.0 Luggage 79.8 66.8 14.5 
Dishwashers 86.3 63.6 18.1 a 


Based on total circulation and 5,000 lines of 
advertising—daily newspapers 


CHICAGO TRIBUNE......... rT}. 
OTe re rrr $2.44 
Chicago’s American.............. $2.20 
eee TTTeT. 
Sun-Times/News................. $2.25 


tThis milline rate available only in forced combination 


MILLINE RATES Low Cost 


Cost-per-thousand Households* in METROPOLITAN CHICAGO 


Based on a 1,000 line ad at 5,000 line contract rates— 
daily newspapers 


CHICAGO TRIBUNE.............. $1.71 
oe éieneeeer $1.91 
Chicago’s American.............. $1.84 
TT Tee Tre r ee $2.33 
Sun-Times/News................ $2.01! 


{This cost-per-thousand available only in forced combination 


THE RESULTS FOR YOU: 


THE TRIBUNE has what it takes to get the results you 
want. These facts prove clearly that it merits its 
rating as Mid America’s No. 1 sales tool. 


ECONOMY 
Daily and Sunday, it reaches your hottest prospect 


list in this important market—at an economical cost- 
per-thousand. 


READER INVOLVEMENT 


The Tribune’s millions of adult readers exhibit the 
same high degree of confidence in its advertising 
columns as in its news and features. The result is a 
greater responsiveness to your advertising—an 
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20-YEAR TREND IN ADVERTISING EXPENDITURES 


$16.8 million 


2nd paper 


1940 


$6.8 million Tribune lead over 2nd paper—$10 million! 


1950 $47.6 million 


2nd paper 


$12.8 million Tribune lead over 2nd paper—$34.8 million! 


72.2 millio 
_ 


2nd paper 


$21.1 million Tribune lead over 2nd paper—$50.5 million! 


Source: Chicago Tribune Research Dept., based on Media Records linage 


THE RECORDS: 


Retail Advertising Expenditures—1960 
eae aa ee ea iN: MRR iS A ERE RAR 


Sun-Times —$11.5 million [ aaa 
Chicago's American—$6.6 million [ | 
Daily News—$10.4 millon [ 


Source: Chicago Tribune Research Dept., based on Media 
Records linage 


Department Store Advertising Expenditures—1960 
i RRR AR OER AR 


Sun-Times—$3.5 million [ 
Chicago's American—$2.0 million [— —] 
Daily News —$4.1 million [ 


Source: Chicago Tribune Research Dept., based on Media 
Records linage 


General Advertising Expenditures—1960 
i IR LE A EER ee RTE. SEE TE RENE RES STE 


Sun-Times —$4.7 million : - 
Chicago's American—$3.2 million [ 7} 
Daily News —$6.7 million r 


Source: Chicago Tribune Research Dept., based on Media 
Records linage 


Sun-Times — 254,000 ads L _] 
Chicago's American—194,000ads [4d 
Daily News—133,000 ads pa 


Classified Ad Count'—1960 
eile aa 8 BE 8 ta 


*Expenditure data not available for all papers. 
Source: Chicago Tribune Research Dept. 


atmosphere crackling with action—which is un- 
matched in any other Chicago advertising medium. 


MARKETING KNOW-HOW 


In service to advertisers, the Tribune is also un- 
rivaled. Few media have such vast marketing re- 
sources to help advertisers sell. From scores of its 
own studies, from hundreds of outside sources, the 


Tribune sifts and selects important facts for you and 
brings them to bear on your marketing problems. 

For greater sales and profits in 1961, put the force 
of the Tribune to work for you in the nation’s second- 
largest market. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Nl gio es, * rice oa : ae ; iin 
ones Te ae Co am "Bey * Pile potas’ ee 
me eae de? ee im eee Se ea 9 NRE ee ce se sero ee ee cee ig nt EEE om 
Eee : Pek ame oe Sey 2 ie Rare ee ean are oa bay fo pee aed ; eine gamer” | Same CP oes ars ee ig eS 
et a ee a. as Fhe, rae GRP pe ee a BP ig ae ae ge SMa Suda ee SS eee Oe ere a Pts od ere 
ee Ramee ae Fi tal, ee Ae ga a ee Se aie oe ee nee ps es poet fete ae On em. ROR Ts ee ee al. SUSE ee eee Or ee or ee ls (UEC e rota RN a Mena 
= See be 5 OS ES oi? ee * Baie ae hs ae ng 7 eer é - : eh pa : ‘ 5 . ‘ G 
et a . : 7 
‘. 
me 
| ee 
. eg et 
\ Bae At TE 
a Mee ae 
: Cork Cats 
a CHICAGO TRIBUNE a | 
A reenact a 
| ie fy Ce eee 
’ a = nina 
' a5, 0 SEE 
ie eee: 
; Sees 
; sii plaety aay 
oJ Se aes 
: eg sinary Kae <P 
: oes A 
| ae 
: 
ee 
(ee coe 
} ; me Hoe 
A A TT ETE SI NG LT TT TR 
ee | | 
poses fae 
| Bee Sapte 
Cae ras ee 
| 4 a eae Ns 
ee ey 
ae 
"T 
| Sasha oe eas Cs 
a een ere 
: one : 
: Saree es 
: Bei a ae ya lt ay 
, eee cea 
4 Re eee 
| neeeue ests 
eo ee 
Teme Sa 
ie ce 2 
on a 
es ee oe 
2 i ee A hi 
Caer ae 9] 
Bee ia eae 
ae UE an 
Ye ae 
a 
' - emia oer, 
(ee eal PO ; ae neh 
sa pe 
; Ree Ne 8 eee 
. es eee 
5 Pea 
‘ c 
: ae 
ee va 
: = i. a 
= esi.) See 
: a ae 
ae b. 
: aa 
ae e0 Ng 
: 3): ete awe ee 
eh, ee 
: Bee as 3.03 3 
| Ph eae 
os ies 
vag 
* 
pie | es 
| ~ 3 2. -. 
: ae 
; Po ate rors 
ae < 
fo eter een 
: Er ae 
3 cake 
: a ee 
sete & ee” 3 
_ fe teal 
aie Ag 
oe at seer —_- 
Ces 2 = 7 : 
ee ae 
, 4 nee ie ine 
Lema aay ey seni 
:  Sieeey en 
poten ae 
eae 
<Apreivoge® 
. a rae 
= e | | : | re ‘ : i eae ape ; s . -, De ee a 
4s oe ’ ; ge 3 “Sf ee Pia eee) an aie CRE ry | Pa oe . 
ae gees : j ; oo gE tg Fo ia nga te ome : : Nie SE ae paris pp oa ae jee ee 


44 


lo sell 

your products 

to the man who 
buys Ideas... 


THE 

‘i magazine 
of 

usable 
design ideas 


“einige 


ys & ail 


The pages of DESIGN NEWS help you sell this working design 


engineer at those precise moments when he’s ready to be sold! 
It's when he's looking for usable design ideas . . . ideas that help 
him lick his toughest design problems. This man knows that 
DESIGN NEWS gives him the widest range of adaptable design 
ideas. §§ What built-in Idea Features do your products offer to 
improve his design... make it better, more saleable? You can 
answer his question directly when you advertise in DESIGN 
NEWS, the Idea Book of the design profession. §§ Only 
DESIGN NEWS focuses on the usab/e ideas behind latest de- 
velopments ... highlights design solutions that help solve 
problems common to all Original Equipment industries. §J 
Your design engineer prospect counts on DESIGN NEWS for 
complete, concise coverage of his field. He's set up to be sold 
because he thrives on this lively, vital editorial diet. JJ To see 
why more and more advertisers get fesults from this receptive, 
responsive audience, write for factual booklet DN-1 that de- 
scribes the profitable ‘‘sales climate’ of DESIGN NEWS! 


Write: DESIGN NEWS, 3375 South Bannock, Englewood, Colorado 


Rogers Publishing Company 


... where the BIG IDEA is improved communication of technical information 


BOSTON »« NEW YORK « PHILADELPHIA « PITTSBURGH « CLEVELAND « DETROIT « CHICAGO « DENVER « LOS ANGELES 


Advertising Age, February 6, 1961 


FCC Aims to Force 
Packager, 3 Plug 
Planters to Testify 


WASHINGTON, Jan. 31—Three plug 
merchants and a film packager 
who walked out on Federal Com- 
munications Commission program 
hearings in Los Angeles last Octo- 
ber have been called back. 

FCC has dismissed petitions 
from Taft B. Schreiber, vp of Mu- 
sic Corp. of America; and Dick 
Fishell, Mary Rothschild and Betty 
Langley, the three specialists in 
planting plugs on tv. They sought 
to overturn an FCC hearing exam- 
iner’s order requiring them to 
testify. 

Last October, Mr. Schreiber re- 
fused to name the programs for 
which MCA has acted as packager 
or agent since Sept., 1958 (AA, 
Oct. 31, 60). He said he declined to 
answer because it would be re- 
vealing confidential information, 
and that he had not been given 
the right of counsel. Mr. Schreiber 
told the commission, however. that 
he would be willing to submit the 
information in confidence. 


s Chief Examiner James C. Cun- 
ningham, presiding at the hear- 
ings, asked FCC to order the wit- 
nesses to appear and testify. The 
commission has adopted his di- 
rections, which requires them to 
produce “documentary evidence” 
at a time and place set by Mr. 
Cunningham. If they should fail 
to appear, FCC said it would seek 
an order from the U.S. district 
court requiring their testimony. 
The hearings were called to ex- 
amine the relationships among 
film producers and packagers, net- 
works, agencies and advertisers in 
the production of programs for tv. 
Executives of 13 major tv film 
producers, the National Assn. of 
Broadcasters, the Alliance of Tele- 
vision Film Producers, talent 
guilds, talent agencies and free 
plug organizations testified. + 


Judges, Deadline Set for 
Arthur Kudner Competition 
The deadline for entries for the 
1961 Arthur Kudner Award is 
March 15. Established two years 
ago, the award is given “for excel- 
lence in creative writing for insti- 
tutional advertising.” The prize, a 
bronze medal and $500, will be 


presented at the annual meeting of 


the American Assn. of Advertising 
Agencies, April 20-22. Entries 
should be mailed to the Committee 
on Improvement of Advertising 
Content, at the Four A’s, 420 Lex- 
ington Aye., New York. 

The award jury this year will be 
George Gribbin, president of 
Young & Rubicam; William Bern- 
bach, president of Doyle Dane 
Bernbach Inc., and Leo Burnett, 
chairman of the board of Leo Bur- 
nett Co. 


Robert Haas Adds Client 


American Screen Products Co., 
Chatsworth, Ill., manufacturer of 
Homeshield and Har-Vey home 
and yard products, has appointed 
Robert Haas Advertising, Chicago, 


| to handle its advertising and pr. 
| Current plans call for using shelter 


magazines and trade journals for 
promotion of a new privacy panel 
for back yards and patios, screen 
enclosures and other products, be- 
ginning in March. Hollander & 
Weghorn, Oak Park, IIl., previous- 
ly handled the account. 


Three Join de Garmo 

De Garmo Inc., New York, has 
named John Dobran copy chief, 
Roger Railton-Jones an account 
executive and Clyde Risley an art 
director. Mr. Dobran formerly was 
with Kenyon & Eckhardt; Mr. 
Railton-Jones was with Chester 
Gore & Co.; Mr. Risley was with 
Ellington & Co. 
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THIS IS WORCESTER..... 


—_- — - a4 


Assumption College 


the 2nd largest market in Maccachuscetts 


The eight major colleges and universities in the Worcester area, 
with internationally representative student bodies, are meeting the 
mushrooming demands for higher education. Assumption College, 
with a completely new 97 acre campus, is outpacing the trend with 
an amazing variety of popular adult education programs. 

Worcester Polytechnic Institute stands among the nation’s out- 
standing engineering schools. Unique values of a small urban univer- 
sity are reflected in the overall excellence of Clark University’s liberal 
arts courses and at the graduate level in such fields as psychology, 


The Moloney, 


geography, history and international relations. For 117 years the 
College of the Holy Cross has been dedicated to the liberal arts, the 
humanities and the sciences. 

These educational facilities add to the prestige of Metropolitan 
Worcester County’s position as the 2nd largest market in Massachu- 
setts and assure a high quality audience for your advertising 
message. This important BILLION DOLLAR County” is one of the 
nation’s “Top 50” markets — 43rd in spendable income and 48th 
in population. 

*Source: Sales Management, 1960 


Worcester stands for big business, yours included 


CIRCULATION: DAILY 155,015 — SUNDAY 103,332 


WORCESTER TELEGRAM 


Che Loening Gazette 


Regan & Schmitt 
representative 


SUNDAY TELEGR AM | Owners of Radio Stations 


WTAG and WTAG-FM 


knows Worcester. 


WORCESTER, MASSACHUSETTS 
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Ads Build Long-Run Business Base; 
Sales Promotion Just Sells: Harnett 


Detroit, Jan. 31—The blending|today is the natural heir to the 
of promotions and advertising is| great American growth tradition,” 
getting stickier as profit margins | said Mr. Harnett, who is national 
narrow and the drive for growth! president of the association, 
continues. In this environment the| “The promotion man is not tech- 
man who stands for advertising| nique-oriented,” Mr. Harnett said. 
may collide with the man who|‘He does not advocate a one-way 
stands for promotion. ticket to Paradise. He advocates 

That’s what Joel Harnett, as-| whatever is best for a business at 
sistant to the publisher of Look,|a given time. 
told members of the Sales Promo- 
tion Executives Assn. here. s Because promotions are often 

“I believe the promotion man of| unprofitable, there are some mis- 
conceptions about them, Mr. Har- 
nett indicated. 

“Sales promotions are devices to 
\draw attention, to get the product 
lused, to force distribution,” he 
| said. “They are not techniques that 
build a logical platform for a long- 
| run business. 
| “Very often the question arises 


a. WESTERN HORSEMAN 


Leader in the Western 
Equestrian Field 
‘6 Months Ending 
June 30, 1960, 
113,228 


3850 NORTH NEVADA AVENUE 
COLORADO SPRINGS, COLORADO 


jas to what is the exact relation- 
ship between advertising and pro- 
| saotines. In some industries the 
advertising. I, for example, am in 
charge of the advertising Look 
does, much of our direct mail, 
presentations of our sales staff, of 
research and of many of our sales 
‘meetings. My type of position is not 
junique,” Mr. Harnett said. 


= “Advertising is essentially a 
communications process,” contin- 
|ued Mr. Harnett. If the product is 
right, the price is right, through a 
persuasive sales appeal you will 
generate and stabilize large enough 
| volume to do business profitably. 
But the course of business seldom 
runs smooth. As things get more 
competitive, as they are right now, 
there is a stronger demand for spe- 
cial tactics. These are often promo- 
tional in nature. 

“Detroit’s current interest in 
consumer rebates for its automo- 
biles is a case in point,” he said. 
“With its implications of a com- 
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promotion man is responsible for | 


Advertising Age, February 6, 1961 


Reported Your Billings? Last Chance! 


If you are head of an advertising agency and you haven't filled 
out and returned ADVERTISING AGE’s annual Agency Billings 
Questionnaire, there’s still time—if you hurry. You can still be 
included in ADVERTISING AGE’s annual compilation of U. S. and 
Canadian agencies and their billings of last year, if you send in 
the questionnaire by final deadline, Monday, Feb. 13. If you have 
not received your questionnaire, write John Crichton, editor, 
ADVERTISING AGE, 630 Third Ave., New York 17, for a copy. 


| pany’s profits and losses—its break| whistle and key chain. The offer 


| with tradition—this is clearly no wil be advertised on the “Lassie 
ordinary theme. The total thinking Show.” Leo Burnett Co., Chicago, 
that produced this idea is sales|is the agency. 

promotion. Execution of the idea 

was done by specialists. Sales pro- U, S. Plywood to Run Wood 
motion uses all the tools necessary | Pjeces in Magazine Ads 

to sell, but it’s the idea that U.S. Plywood Corp., New York 
counts,” according to Mr. Harnett. |}... included siesta ot pain ni 


; |in a new page ad scheduled for 
‘Campbell Shifts Three; two magazines—believed to be a 


Sets Spaghetti Drive first in advertising history. The 
Three changes in the marketing|ads, which contain a piece of 
department of Campbell Soup Co. Flexwood, a flexible natural wood 
have been made. William G. Kay | wall covering, are running in the 
|Jr., product advertising manager | January issue of Interior Design 
(frozen foods), has been namedj|and the February issue of Archi- 
| product marketing manager for|tectural Forum. Kenyon & Eck- 
Franco-American products, sue-|hardt, New York, is the agency. 
ceeding Richard L. Baird, who has | 
_been named assistant to the direc- |\Consoweld to Hoffman, York 
|tor-industrial engineering. Donald Consoweld Corp., Wisconsin 


lo . 
S. Sexton, formerly with Batten, Rapids, Wis. manufacturer of 
— ee pce a laminated plastic surfacing, has 
SPPOases we Seem t-| appointed Hoffman, York, Paulson 
Kay. Robert L. Kress was named & Gerlach, Milwaukee, as its agen- 
assistant to the vp-marketing, a cy, effective immediately. Erwin, 
new post. Messrs. Kay and Kress Wasey, Ruthrauff & Ryan, Chica- 
previously were with N. W. Ayer |go, resigned the account, billing 


& Son before joining Campbell. ‘ : 
| Campbell also said that mow last fall (AA, Nov. 


February and March, Franco-| 
| American will, for the first time, 
promote all four spaghetti prod-| Burpee Promotes Stedman 

| ucts simultaneously with one con-| Kennett F. Stedman, since 1956 
sumer offer. In exchange for two | assistant advertising manager, has 
labels, one each from two different | been promoted to advertising man- 
|kinds of Franco-American spa-|ager of W. Atlee Burpee Co., Phil- 
|ghetti products, consumers will|adelphia, seed company. He suc- 
jreceive free a pocket flashlight | ceeds Joseph F. Simpson, who has 
| with built-in compass, emergency | retired. 
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Comprehensively covered by 


HRISTIANITY TODAY 


and offering you: 


1.The best church coverage — 
180,000 ministers and lay leaders 
— all primary buying factors. .... 


3. The best educational and institu- 
tional coverage — reaching both the 
executives and board members indi- 
ee 


2.The best readership — research 
indicates 81% — far beyond compe- 
. ERECT eer ee 


4.The best climate — you share 
CHRISTIANITY TODAY'S outstanding 
oo ee ee ee 


Send today for brochure, “The Protestant Church Market” containing 
pertinent information, plus circulation analysis, rates and data on 


CHRISTIANITY TODAY 


Washington Building, Washington 5, D.C. DEPT, A 
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OUR PRODUCT WHEN BUYING DECISIONS ARE MADE 
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ADVERTISE IT IN 


Member of MIDWEST FARM PAPER UNIT, 35 E. Wacker Dr., Chicago 3; 250 Park Ave., New York 17+ West Coast Representative: TOWNSEND, MILLSAP & CO., 110 Sutter St., San Francisco 4; 159S. Vermont, Los Angeles 4 


Amazing Preference At Every Influence Level Proves Prairie Farmer 


the Dominating Agricultural Selling Force in Indiana and Illinois 


In a welter of conflicting claims, the true influence picture in 
agricultural media is sometimes hard to pinpoint. Many advertis- 
ers find out for themselves by surveying customers and dealers. 

The results are always the same. 

Indiana and Illinois farmers name Prairie Farmer their leading 
choice among farm publications by 2 to 1 over the next highest 

Farm implement, feed, farm supply, home appliance, petroleum 
—dealers of all types—prefer to see the products they sell adver- 
tised in Prairie Farmer as high as 8 to 1 over the next publication. 


PRAIRIE 


Polls of county agents tell the same story. 


Prestige for your product is built fastest by using this publica- 
tion which enjoys such remarkable prestige. This preference—plus 
unmatched market penetration—makes Prairie Farmer a must on 
your advertising schedules. 


In 1960, Prairie Farmer ranked 3rd among all farm publications 
in commercial advertising lineage—topped everything circulating 
in Indiana and Illinois. 


FARMER 


1230 West Washington Blvd., Chicago 7, Illinois 
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BC-TV’s 2 Nielsen 
worth a 2 minute 
investing 2 million 
network television 


Already the facts of I96I are crystal clear. The competitive markets where the viewer can choose 
all three networks give each network the acid test, and here, ABC-TV emerges as the leader. 
What's more, the only brand new shows in the top five (My 3 Sons and The Flintstones) are on 
ABC-TV. The chart on the right clearly indicates that the big trend is to ABC-TV, and as we 
keep on Saying...there is nothing harder to stop than a trend. 
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rating point lead is 
study by any advertiser 
lars in 


Or more dol 


What network is first in the current 
Nielsen TV Report* for 1961? (Ang it’s 


consistently so.) 


ABC-TV | 21.3 ne 
Y 19.2 33.6 
t Z 16.7 29.2 


What network has the most half-hour 
firsts in the current Nielsen TV Report* 


for 1961? (Your chances for success are best on 


ABC-TV; third only 12% of the time, Network Y, third 
32% of the time; Network Z, third most of the time.) 


“Firsts; | Seconds | Thirds. 

ABC-TV | 23 | 22 6 
st Y 21} 12] 18 

let Z 8] 16] 27 


What network has 3 of the top 5 pro- 
grams inthe current Nielsen TV Report* 
for 1961? (ABC-TVis the trend-setter—not follower.) 


ABC-TV |The Untouchables} 37.9 
Net Y Gunsmoke 34.5 
Neat Y Candid Camera 33.8 


ABC-TV 


My Three Sons 


32.9 


ABC-TV 


The Flintstones 


30.7 


*Source: Nielsen 24 Market TV Report week ending Jan. 15, 1961. 
Average Audience 7:30-11 PM Monday through Saturday, 6:30-11 PM 


figs ots 


Sunday. tABC-TV and Network Y tied for one-half hour. 
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Kennedy Adds Ecco-Fonic 
Ecco-Fonic, Los Angeles, has 

named Kennedy, Walker & Cox, 

Beverly Hills, to handle national 


advertising and pr for its portable | . 
: « : ‘Progressive Marketing Opens 


echo chamber. The 1961 budget, re- 
ported to be in excess of $100,000, 
will be used to promote the prod- 
uct’s various models in trade and 
consumer magazines and through 
direct mail. In addition to the ac- 
count, the agency has been given 


its HOTE* 


eo 
Oe fd hihee 
THE —_ ROUND marine PIECE 
tar NEVER Fas! _ NEOUNCE NEW 
reco TS, STORE OPENINGS, SPEC me. vent Ss, 
'CES, INVIT U. WANT 


Resute, FREE SAMPLE! 
MARVIC ADV. CORP. 


86) MANHATTAN AVE 


=e 


Bi 


5 ao 


BROOKLYN 22. N.Y, 


;exclusive rights in the agency field 


to use Ecco-Fonic for special ef- 
fects in radio and tv commercial 
production. 


A new ad and marketing com-| 
pany, Progressive Marketing Inc., 
will open Feb. 15 at 72 Broad St., 
Boston, with Gordon F. Hawes, 
formerly ad manager of H. A. 
Johnson Co., Boston and Mount 
Vernon, N.Y., as general manager. 
The agency reports Boston Print- 
ing Co. as one of its first clients. 


Beech Aircraft Boosts Yarnell 
R. James Yarnell, former super- 
visor of photography in the pr de- 
partment of Beech Aircraft Corp., 
Wichita, has been promoted to 
manager—advertising. 


Three New Diet 
Products Enter 
Widening Market 


Cuicaco, Feb. 1—Three more 
dietary milk products soon will 
pour into the expanding weight 


|;control field. 


Subtract, General Mills’ 
entry in the field, will be intro- 
duced early in February with ads 
in 92 daily newspapers on the At- 
lantic seaboard and 39 on the West 
Coast. To be marketed in grocery 
stores, the product is a measured 
calorie food product which, when 


newest | 


|mixed with a glass of water, can 
| be substituted for one, two or three 
‘meals a day, General Mills sug- 
| gests. 

Subtract comes in foil packets 
each containing the amount for 
one service. One packet provides 
225 calories; four packets, 900 cal- 
ories. It will be available in choco- 
late and vanilla flavors and will 
be sold in two sizes—a one-day 
supply of four packets and a three- 
day supply of 12 packets. 


s The introductory ad is three col- 
umns full length. (see picture on 
Page 38). Knox Reeves is the agen- 
cy. Earlier General Mills intro- 
duced Route 900, a fresh milk dairy 
producted marketed by dairies 
(AA, Dec. 5). 

Pet Milk Co. has developed two 


Jet service has come to this 


billion 
"total 


dollar 
traffic flow" 


market! 1960 


statistics 


show high-flying Phoenix now 


rates 8th place nationally. Jet- 


pace progress shows up in popu- 


lation growth, too: Metropoli- 


tan Phoenix 


now ranks 29th 


among U.S. cities—a 


big boost from 98th 


place in 1950. 


Here's big buying power... 
a big rich market. 
this BUYING POWER with the 
ONE low-cost medium that does 


Penetrate 


the big job. Daily metropolitan 


coverage 91.6%, plus a 63% 


bonus state-wide coverage. 


REPUBLIC 


he ette 


aze ete 


VE: 


Morning and 


—_—> 


Evening Combination 


Advertising Age, 


agit 


‘ Mun eae ee oily 
preterm on | W TANDEM! 


NEw—Tandem, a two-part 
shampoo made by Bristol-Myers 
Co. is being tested in western edi- 
tions of the February Ladies’ Home 
Journal. Young & Rubicam is the 
agency. 


mew 


new products, Sego Liquid Diet 
Food and Pet Diet Food 900. Sego, 
which is packed in cans and does 
not require refrigeration, will be 
introduced in selected test mar- 
kets within the next four to six 
weeks. Pet Diet Food 900, a fresh 
dairy product produced by the 
company’s dairy division, went in- 
to test markets this week. 

Sego will be marketed in 10 oz. 
cans, each providing a meal sub- 
stitute containing 225 calories. Pet 
Diet is being marketed in quart 
milk cartons, containing 900 cal- 
ories. 

In addition, Swift & Co. said it 
is in the planning stage for a sim- 
ilar product, but would not re- 
lease details. 


# In Chicago, Bowman Dairy Co. 
launched a drive, postponed since 
November, for its Bow-Cal 900 
calorie food Feb. 1 (see picture on 
Page 22). Page ads will run weekly 
in the Chicago Daily News and the 
Chicago Tribune through Lent, 
supported by ads in Chicago Medi- 
cine, New World and tv spots. 
North Advertising is the Bow-Cal 
agency. 

A ruling of the Chicago Board 
of Health Jan. 18, which approved 
the sale of a flavored dietary milk 
providing 900 calories, effective 
Feb. 1, will put into the Chicago 
market at least six brands (AA, 
Dec. 12). In Chicago, the product 
must carry a label reading: “Use as 
a complete diet only under the di- 
rection and supervision of your 
physician.” About 40 members of 
the Associated Milk Dealers here 
had been waiting for the okay since 
November. 

Several large dairy companies 
here, including Bowman, Sidney 
Wanzer & Sons and Dean Milk Co. 
each will market their own brand, 
and Hawthorne Mellody Farms 
Dairy will market Plan, a product 
of Plan Food & Research Co. (AA, 
Dec. 19). These products have been 
available in Chicago suburbs since 
the end of the year. About 30 Chi- 
cago dairies will distribute Brook 
Hill 900, a fresh milk product of 
Brook Hill Farms, Chicago dairy 
which deals in specialty milk prod- 
ucts. + 


‘Hot Rod’ Boosts Naet 

Dale Naef, formerly assistant ad- 
vertising manager of Hot Rod, has 
been promoted to advertising man- 
ager. He succeeds Tom Medley, 
who has been named advertising 
manager of the magazine’s pub- 
lisher, Petersen Publishing Co., Los 
Angeles. 


Redmanson Corp. to Burnap 

Redmanson Corp., York, Pa., has 
named David K. Burnap Advertis- 
ing, Dayton, to handle all adver- 
tising and sales promotion. The 
company manufactures specialized 
air conditioning equipment and re- 
usable polyethylene shipping con- 
tainers. 
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is challenge issued hy The Chronicle 
on Thursday, December 22, 1960 


was not accepted 


We invite you to draw your own conclusion 
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JUST ASK FOR MARIE... 


Call WAbash 2-8655! 


Let Marie handle your complete 
mailings — including addresso- 
graphing, addressing, multigraph- 
ing, fill-in on multigraphed let- 
ters and planographing. 

Marie keeps your Mailing List 
up-to-date too and frees you from 
all the detail work. 

Direct Mail has been our business 
for 30 years. We pick up your 
rush copy, give quick service, do 
accurate work and guarantee 
prompt delivery. 


a Lier Hit i. 


431 S Dearborn St. * Chicago 5, Illinois 


Pittsburgh Brewing Gives 
Entire Account to Ketchum 


|chures on the program to schools 
{in the Chicago area, along with a 


suggested study plan to tie in with 


Pittsburgh Brewing Co. has| material to be presented on the 


lawarded its entire account to| show. The special will present 


Ketchum, MacLeod & Grove, Pitts- | 


burgh, effective April 1. KM&G 


sponsorship of the Pittsburgh Pi- 
rates baseball games on radio and 
tv since 1957. 

Smith, Taylor & Jenkins, Pitts- 
burgh, formerly handled the rest of 
the account, and had been an agen- 
cy for the brewer for the past 19 
years. 


Illinois Bell Offers Study Plan 
Illinois Bell Telephone Co., Chi- 
cago, which will sponsor a special, 
“I See Chicago,” on WBBM-TV 
Feb. 7, has sent promotional bro- 


Chicago today, plus a narrated de- 


|scription of Abraham _ Lincoln’s 
has been in charge of the brewer’s | P 


| visits to the city. 


Kemper Adds Glazer, 2 Clients 

Commonwealth Engineering Co. 
and Midland Pharmaceutical Inc., 
both of Dayton, have appointed 
Don Kemper Co., Dayton, to han- 
dle their advertising. Kemper has 
appointed George Glazer public re- 
lations director. Mr. Glazer, for- 
merly public relations director of 
Dairy Dan Inc., will head pr in the 
agency’s New York office as well 
as coordinate Chicago and Dayton 
pr activities. 


Nielsen Station Index "parts" add up~ 
to the accepted national “whole” 


Network tv programs are measured--separately and 
independently--by two Nielsen services: 


In national total, by Nielsen Television Index (NTI) 


Station by station, by Nielsen Station Index /NSI) 


The sum of the NSI “parts” equals the NTI "whole." 


Proof of the compatibility of NSI with NTI is yours for the asking. 
Want a demonstration? In a few minutes you'll see why... 


NSI is the only validated source of station audience facts 


de rable inbermatt Jor broadeast advertising decisi 


FOR ALL THE FACTS 


Nielsen Station Index 


a service of A. C. Nielsen Company 
2101 Howard Street, Chicago 45, Illinois « HOllycourt 5-4400 


NS! and NTI ore Registered Service Morks of A. C. Nielsen ( 


ompany 


CALL...WIRE...OR WRITE TODAY 
CHICAGO 1, ILLINOIS 
360 N. Michigan Ave., FRanklin 2-3810 


NEW YORK 22, NEW YORK 
575 Lexington Ave., MUrray Hill 8-1020 


MENLO PARK, CALIFORNIA 
7O Willow Road, DAvenport 1-7700 


1003 


WESTERN-FED — 
Jack Allan, left, 
ad manager of 
James Allan & 
Sons, shows one 
of the company’s 
new “western 
beef” ads to E. 
Floyd Forbes, 
head of Western 
States Meat 
Packers Assn. 


Allan Sets Beet 
Drive in Bay Area 


SAN FRANCISCO, Jan. 31—James 
Allan & Sons, meat packer, has 
launched a major newspaper drive 
throughout the Bay area designed 
to help retailers sell more beef. 
Core of the campaign will be 1,000- 
and 1,500-line insertions, some in 
color, in every major newspaper in 
the area. 

The ads will feature Allan’s 
‘“‘western-fed” beef and other meats 
and will run throughout the year. 
John O’Rourke Advertising is the 
agency. 

A rotating schedule of outdoor 
painted bulletins in San Francisco 
and on the peninsula has been set, 
via Foster & Kleiser. = 


Maytag Launches ‘61 Push 

Maytag Co. has kicked off its 
1961 ad campaign with a page ad in 
a January issue of Life. Other mag- 
azines on the schedule include Bet- 
ter Homes & Gardens, Ladies’ 
Home Journal, Reader’s Digest and 
Sunset Magazine. Maytag also will 
use spot tv, business publications 
and co-op newspaper advertising 
with its dealers. Leo Burnett Co., 
Chicago, is the agency. 


Armour Launches New Push 
Armour Agricultural Chemical 
Co., Atlanta, has launched a new 
ad campaign for Vertagreen plant 
foods which features the theme, 
“Put spring in your lawn with Ver- 
tagreen.” Media will include news- 
papers, magazines, spot tv and spot 
radio, business publications and 
farm papers. Liller, Neal, Battle & 
Lindsey, Atlanta, is the agency. 


Amana Launches Chicago Push 

The largest appliance ad ever to 
run in the Chicago Sunday Tribune 
Magazine is an Amana Inc. ad in 
the Feb. 5 issue. The ad is three 
full pages plus a column on a 
fourth page listing the names of 
more than 100 Chicago area 
Amana dealers. MacFarland, Ave- 
yard & Co., Chicago, is the agency. 


Heyne Heads Financial Admen 

The New York Financial Adver- 
tisers Assn. has named George W. 
Heyne, vp of South Brooklyn Sav- 
ings Bank, president for 1961. 
Charles O. Graf, New York Daily 
News, was named lst vp, and 
Frank W. Hall, Albert Frank- 
Guenther Law, 2nd vp. 


Ramsthal Names Lundberg 

Ramsthal Advertising Agency, 
West Bend, Wis., has appointed 
Roy W. Lundberg director of cre- 
ative and marketing services. Mr. 
Lundberg formerly was advertis- 
ing manager of Milprint Inc., Mil- 
waukee. 


Cleworth Buys Plastics Book 

Cleworth Publishing Co., Cos 
Cob, Conn., has acquired Plastics 
|Industry from Vincent Edwards & 
Co., Boston. Plastics Industry will 
be combined with Plastics World, a 
Cleworth publication, which has a 
circulation of 33,000. 
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Advertisement charged extra. 


THE HOUSTON POST 


LOWERS COST 
FOR NATIONAL 


NEW FREQUENCY 
AND BULK 


DISCOUNT PLAN 


Here is a discount plan that will enable the national 


advertiser to save money by taking advantage of The 
Houston Post’s new advertising discounts. 

Frequency rates offer discounts ranging from 1% 

to 20%; bulk rates offer discounts ranging from 1% to 
14%. Naturally, the size of your ads and the 

frequency with which they are run can be varied to meet 


the sales needs of your advertising schedule. 


For a look at our new rate card-and complete details 
contact, The Houston Post, Houston 1, Texas, 

or our national representatives, Moloney, Regan and 
Schmitt, New York, Chicago, Boston, Detroit, Philadelphia, 
Miami, St. Louis, Dallas, Los Angeles, San Francisco. 


THE HOUSTON POST 


Houston’s largest newspaper 


in total daily and Sunday circulation 


Represented nationally by MOLONEY, REGAN & SCHMITT 


ADVERTISERS WITH 
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“WE AGREE, 


sonny... 90uth Bend’s A Good Buy !” 


By using WSBT-TV , shrewd national advertisers are 
“mopping up” in the South Bend market. The facts 
speak for themselves . . . South Bend ts a 15-county 
TV market with 915,000 people, and a buying income 
of $1.7 billion. South Bend Metro Area tamilies have 
an average income of $7,553 . . . highest in Indiana! 
And no station covers this market like WSBT-TV. 
Top CBS programs and popular local shows earn 
WSBT-TV a consistent 45% share of this 3-station 
market. Get complete details from your Raymer man. 


© WSBT-TV 


SOUTH BEND, INDIANA 
Channel! 22 
Ask Paul H. Raymer, National Representative 


Don’t miss deadlines! Remember: it’s there in hours 
...and costs you less... when you ship by Greyhound 
Package Express! Even packages going hundreds 
of miles can arrive the same day they're sent. 


Whatever the destination of your shipment, chances 
are, a Greyhound is going there anyway... right to 
the center of town. Greyhound travels over a million 
miles a day! No other public transportation goes to 


so many places—so often. 


You can ship anytime. Your packages go on regular 
Greyhound passenger buses. Greyhound Package 
Express operates twenty-four hours a day...seven 
days a week...including weekends and holidays. 
What’s more, you can send C.O.D., Collect, Prepaid 


...0r open a charge account. 


Whe 


NAME___ - 
COMPANY 
ADDRESS 


os 


—— ZONE. 


Crowley Bostrom Slater 


AIMING HIGH—Bostrom Corp., Milwaukee, finds a new way to adver- 
tise its truck seats to drivers sitting in those cabs perched high above 
the engine in today’s highway trailer trucks. Inside the Bostrom 
trucks are a standard and a Bostrom Viking truck seat, mounted on 


TITLE 


PHONE 


_STATE 


CORDS...PLATES 


DV) If c' 
Me 


CALL YOUR LOCAL GREYHOUND 
BUS TERMINAL TODAY...OR MAIL 
THIS CONVENIENT COUPON TO: 


GREYHOUND PACKAGE EXPRESS 
Dept. B9. 140 S. Dearborn St., Chicago 3, Illinois 


| | 
| | 
| | 
| | 
| 
| | 
| | 
| | 
| Gentlemen: Please send us complete information on Greyhound | 
Package Express service...including rates and routes. We | 
| understand that our company assumes no cost or obligation. 
| 
| | 
| | 
| | 
| | 
L yo 


Gh 


3a vibration platform to demon- 


strate differences to truckers and 

‘owners. Salesmen Joe Crowley 

and Cliff Slater aid president 

Harold Bostrom with the touring 

demonstration. Buchen Co., Chi- 
cago, is the agency. 


Haloid Xerox 
Shifts Copier 
Account to DDB 


Model 914 Bills About 
$500,000; Hutchins Keeps 
$400,000 Share of Account 


| Rocuester, Jan, 31—Haloid Xer- 
|ox—true to some hints it dropped 
last year—has moved advertising 
for its office copier out of Hutch- 
ins Advertising Co. here and into 
Doyie Dane Bernbach Inc., New 
York. The move is effective June 1. 

Transfer of the $500,000 account 
—for Haloid’s new 914 model cop- 
ier—came as no surprise to the 
Hutchins agency, which has been 
steeling itself for the loss since 
September of last year. 

At that time, William N. Hes- 
keth, Haloid’s manager of adver- 
tising and sales promotion, mailed 
out a batch of agency question- 
naires, explaining that the ac- 
count’s rapid growth “might” mean 
that the Hutchins shop could not 
“fully satisfy our needs on all 
product lines.” 

Mr. Hesketh, however, implied 
that a move by Haloid Xerox from 
the Hutchins agency was far from 
immediate. The Hutchins agency, 
billing about $4,700,000 a year, had 
handled the Haloid business since 
1942, when annual billings were 
estimated at $25,000 to $50,000. 


s In announcing its switch today, 
the company said Hutchins will 
continue as agency for its Xero- 
graphic equipment, photographic 
supplies, photocopy equipment and 
supplies and materials for the 
graphic arts. Billings on this por- 
tion of the account were estimated 
at about $400,000. = 


Sylvania Boosts Spitzer 

John Spitzer, formerly ad super- 
visor for the semiconductor divi- 
sion of Sylvania Electric Products, 
Woburn, Mass., has been named 
manager of advertising and sales 
promotion. He succeeds David B. 
Tolins, who has joined Fuller & 
Smith & Ross, Boston. 


Monsanto Promotes Mack 

George O. Mack, assistant man- 
ager of corporate advertising of 
Monsanto Chemical Co., St. Louis, 
has been promoted to manager of 
corporate advertising. 
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But now you do—and so can every advertiser 
interested in the big buying habits of men and 
women in Minnesota. 


This year the Minnesota Homemaker and Mr. 
Minnesota surveys include an important new 
dimension: separate data classifications on the 
product use of regular readers of the Star and 
Tribune. In this way you gain new additional 
market insight—the market in terms of the 
advertising medium itself. 


This means that you can now get fast an- 
swers to: 


1. What products and brands do readers of the 
Minneapolis Star and Tribune have on hand 
and in use in their homes? 


A 
1 
4 MINNESOTA 


NORTH DAKOTA y 


v 
sLchckdekelalahakeleledededst 
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MARKET DEFINED IN TERMS OF THE MEDIUM 


2. What proportion do these readers account for 
among all product and brand users? 


Besides the answers to these questions, you still 
get customary data on all consumers in Henne- 
pin County and the State of Minnesota: 


97 home product and buying habit categories 
in the Homemaker showing buying trends 
over a 4-year span. 


Another 48 items in Mr. Mirinesota covering 
profile and buying habit information about 
the male market. 


All the data are reliably grounded in incentive- 
free home interviews conducted by trained 
personnel. 


Get your copy now. Address requests on your letterhead to: 


W. A. Cordingley, National Advertising Manager, Room No. 104, Minneapolis 
Star and Tribune, Minneapolis 15, Minnesota. 


Minneapolis Star and Tribune 


EVENING MORNING & SUNDAY 


655,000 SUNDAY - 525,000 DAILY 


Copyright 1961, Minneapolis Star and Tribune Co. 
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Sell Quality, 
Hobbs Advises 
NADA Meeting 


(Continued from Page 3) 
overwhelming drive to upgrade 
themselves and their kids. 

“America is on a great big beau- 
tiful binge,’”’ Mr. Hobbs continued. 
“We're spending more money on 
our active leisure—on being young 
—than we're spending on our 
atomic submarines and missiles 
and nuclear weapons and foreign 
aid. We’re going to have fun in ’61 
if it kills us. Everybody’s doing it. 
And it can’t be done without a 
car!” 


e The big challenge in ‘’61, Mr. 
Hobbs said, “is for new leadership, 
new ideas, new energy and thrust. 
It is not to go into this dynamic 
new age lugging along a lot of old 
rules and bad habits and nonsense. 

‘We've got to like people better 
than we do. We’ve got to look up 
to them—sell up to them,” Mr. 
Hobbs went on. “Yes, they are 
harder to sell. Yes, they are harder 
to fool. Yes, they are easier to bore. 
No, we cannot yell at them. Or nag 
them. Or be dull or phony or dis- 
honest. Or doubletalk them, or con- 
fuse them. 

“You must give your customers 
what they want,” Mr. Hobbs said, 
“and what they want is advertising 
that likes them and helps them 
and understands them and winks 
at them and tries hard to be their 
friend.” 


s In another session, the nation’s 
car dealers were told by Robert 
W. Sarnoff, chairman of the board 
of National Broadcasting Co., that 
“the greatest kinship between the 
automobile and broadcasting in- 
dustries is their profound impact 
upon our whole way of life. 

“Even in the age of the atom and 
the jet plane,” Mr. Sarnoff assert- 
ed, “only radio and tv rival the au- 
temobile as personal instruments 
of technology that have done so 
much to transform man’s relation- 
ship to the world around him.” 

The convention brought nearly 
10,000 U. S. automobile dealers to 
five days of sessions at the Civic 
Auditorium, with subjects ranging 
from Mr. Hobbs’ discussion of ad- 
vertising to efforts to find the 


sion, predicted that new car sales 
in the last half of 1961 will “more 
than offset the drop during the 
first weeks of January. 

“While some people are holding 
their hands on their pocketbooks,” 
Mr. Iacocca said, “these same 
pocketbooks are loaded and there 
is more spendable income around 
than ever before in our history.” 

Since Jan. 1, Mr. Iacocca said, the 
average daily sale rate of new cars 
has dropped 20% below the 22,000 
daily average sale record of the 
1960 production and sales year. 


e Mr. Iacocca added that normal 
replacement needs should result 
in sale of at least 5,500,000 cars 
this year and that “there is no 
longer just one right size of car 
for a market as diverse as ours. 

“America’s auto buyers,” Mr. 
Iacocca continued, “have different 
requirements, different needs, dif- 
ferent wants which call for wide 
variations in price, economy, size, 
performance, comfort and appear- 
ance. 

“At the Ford division,” he said, 
“we see no reason to change our 
policy and in fact market require- 
ments may dictate additional ve- 
hicles of even different sizes, 
shapes and performance character- 
istics.” 

Ben D. Mills, vp and general 
manager of Ford’s Lincoln-Mer- 
cury division, asserted that a large 
percentage of new car buyers are 
“losing their brand loyalty, with 
some 60% of new car purchasers 
deserting the brand they had 
previously purchased, as against a 
former 40% of desertion.” 


|e Jess M. Johns, of Eisaman, 
| Johns & Laws Advertising, Holly- 


| wood, described for the nation’s) 


Beers 


Hodges 

NBP DINNER—At the NBP Silver Quill dinner were 
Henry S. Beers, president, Aetna Life Insurance Co.; 
Luther H. Hodges, Secretary of Commerce; Gen. 


Doolittle 


Morgens Byrd Mason 
—_ baer cd word _NBC and | greax—Relaxing at the NBP Silver Quill dinner 
weir engin utomo ile Dealers |were Howard J. Morgens, president, Procter & 
|Assn. are “cooperating in a joint 


|program to serve the American 
|people and improve the image of 
| the auto dealer.” 

| It was Mr. Johns’ agency which 
|arranged the cooperative venture 
j}under which the NBC radio net- 
work will carry ten spot announce- 
|ments on safety each week-end on 
“Monitor.” 

| “These spots,” Mr. Johns said, 
“will be designed to reduce the toll 


Gamble, Cincinnati; Sen. Harry F. 


Byrd, (D., Va.); 


James H. Doolittle, 
Laboratory, Los Angeles, and 1959 Silver Quill re- 
cipient; Russell De Young, president, Goodyear Tire. 


De Young 


chairman, Space Technology 


Olson Romulo 


New York; Raymond E. Olson, president, Taylor In- 
strument Companies, Rochester, N.Y.; and Carlos P. 
Romulo, ambassador of the Philippines. (Other pic- 


Birny Mason Jr., president, Union Carbide Corp., tures of the Silver Quill dinner are on Page 62.) 


car dealers a sales kit which can 
be used to capitalize on a national 


|ad push aimed at helping to sell 
cars. 


Pointing out that American cars 


contain more than 160 grades of 
steel, the folder lists briefly how 
| steel is used to help manufacturers 


| of traffic accidents by making|produce cars that are more dur- 
|people more safety conscious and| able, more reliable, better looking 
|to identify NADA members with|and better performing than ever 
jthe problem of traffic safety.” | before. 


|@ In other sessions, Arthur H. 


s Thomas E. Costello, president of 


place for compact cars in the in- | Motley, publisher of Parade and|Costello-Kunze, Ford-Falcon deal- 


dustry’s over-all sales picture. 


s Pat Hyndman, vp and general 
manager of San Diego Auto Lease, 
an affiliate of Pearson Ford Co., 
predicted the compact car “will 
disappear from the scene shortly as 
[consumers] learn that the real 
cost of compacts is similar to that 
of standard size cars. 

“Smaller cars,’ Mr. Hyndman 
predicted, “‘will get more elaborate 
and larger cars will get simpler. 
People already are asking for com- 
pact cars with automatic transmis- 
sions, larger engines and 
trim.” 


s Walter Cooper, incoming presi- 
dent of the National Automobile 
Dealers’ Assn., meeting here in its 
44th annual convention, agrees 
with President Kennedy that there 
is a “recession under way.” 

“There is no question,” Mr. 
Cooper said, “but that the nation’s 
auto dealers are feeling this reces- 
sion. Major producers have cut 
back on output because there is a 
glut of unsold cars. 

“If we sel) on the basis of half a 
million cars a month,” Mr. Cooper 
declared, “we now have two 
months’ supply of autos not sold 
and that’s too much inventory in 
any business.” 


® In other sessions, however, Lee 
A. Iacocca, Ford Motor Co. vp and 
general manager of the Ford divi- 


extra | 


|president of the U.S. Chamber of 
| Commerce, predicted that “1961 is 
| going to be a good year for some- 
| body.” 

He added, however, that the 
|“business climate will not depend 
,on the factory, the product, the 
|prize or the size of the models 
alone. The most important single 
| ingredient 
play a big role in insuring that 
kind of a business climate which is 
conducive to new sales. 

“Don’t be a second class citizen,” 
Mr. Motley urged, “don’t let George 
do it. Don’t take a check-book- 
citizen approach or a look the oth- 
er way attitude toward local poli- 


| 
} 
| 
| 
| 


| 


is you, and you must} 


ership at Jennings, Mo., urged his 
fellow dealers to “refuse to gim- 
mick up your advertising. In all of 
your advertising and promotion, 
sell your product and your com- 
pany. This is sufficient.” 

In the course of the convention, 
dealers learned that California is 
still a lively market for cars. With 
8% of the total population, Cali- 
fornia has nearly 11% of the na- 
tion’s total cars; it had 10% of to- 


|tal auto sales in the U. S. in 1960 


tics, but go out and create the prop- | : 
| Publishing Co., presented the an- 


er climate.” 


® Engineering and mechanical 
features, rather than styling, will 
receive more attention in auto- 
motive advertising in future years, 
according to Byron J. Nichols, gen- 
eral manager of Dodge. 

“The modern automobile sales- 
man and the persons preparing 
advertising material have to study 
their product very thoroughly to 
stay ahead of the knowledgeable 
new car buyers,” Mr. Nichols said. 


Pursuing its automotive mar- 
keting theme, “Sell steel, it sells 
for you,” U.S. Steel will make 


available to auto dealers a pocket 
reference folder outlining the prin- 
cipal jobs steel is doing in modern 
cars. The company also will give 


and 11% of the total yearly pay- 
roll of all U. S. new car dealers. 
At a pre-convention breakfast 
sponsored by The Saturday Eve- 
ning Post, advertising director Pe- 
ter E. Schruth, a vp of the Curtis 


nual Benjamin Franklin Quality 
Automobile Dealer Award to John 
H. Lander, president of Lander 
Motors, Atlanta, Ga. 


COMPACT CAR BUYERS 
SEEK MORE H.P.: GM 

DETROIT, Jan. 31—Buyers of 
General Motors compact cars ap- 
pear to be seeking more horse- 
power in the smaller autos these 
days. 

Buick now has an optional V-8 
engine on its Special, with a 10.25- 
1 ratio instead of 8.8-1, requiring 
premium instead of regular gaso- 
line. 

The Pontiac Tempest has a four- 
cylinder engine with 110 hp., 
which can be increased to 155 h.p. 


with addition of some options. The 
more powerful engines have been 
requested, however, in only 5% 
of the Tempests sold so far, Pon- 
tiac said. + 


Fairchild Runs 32-Page Ad 
Saluting Nine Industries 

Fairchild Publications, New 
York, is running a 32-page ad this 
month presenting market data on 
the nine industries which it serves. 
The six-color ad is scheduled for 
the company’s own publications 
during the week of Jan. 29. The 
supplement discusses each indus- 
try as &@ city, and shows how a 
Fairchild publication serves as that 
industry’s “city’’ newspaper. 

The ad also tells how Fairchild 
circulation has grown and ad 
revenue has multiplied since 1940. 
The company publishes three daily 
business papers, Women’s Wear 
Daily, Home Furnishings Daily, 
Daily News Record; four weeklies, 
Footwear News, Supermarket 
News, Electronic News, Metal- 
working News, as well as the 
monthly Men’s Wear. This year the 
company plans to launch a weekly 
newspaper for the drug and beauty 
aid market. Marsteller, Rickard, 
Gebhardt & Reed, New York, is the 
Fairchild agency. 


Albert Woodley Elects 2; Adds 2 

Albert Woodley Co., New York, 
has elected two vps: Maxwell J. 
Taub, research director, and Ed- 
ward F. Gallagher, media direc- 
tor. Mr. Woodley has been named 
to handle advertising for Worcester 
Silver Co., New York, and for El- 
liott of London clocks. 


Family Shelters to Allyson 
Family Shelters, Pontiac, has ap- 
pointed Allyson-Goode Associates, 
Detroit, to handle pr and advertis- 
ing for its blast and fallout shel- 


ters. The company is a pioneer 
builder of nuclear civil defense 
shelters. 


Ayer Names Peck to Creative 
Post; Gallagher to Philly 

Frederick A. Peck has been 
named creative director of the De- 
troit office of 
N. W. Ayer & 
Son, in charge 
of developing 
advertis- 
ing, sales pro- 
motion and 
merchan- 
dising materials 
on the Plym- 
outh and Vali- 
ant accounts. 
Mr. Peck joined 
Ayer in July 
after nine years 
with Grant Advertising and Mac- 
Manus, John & Adams. 

Mr. Peck succeeds E. G. (Pat) 
Gallagher, who will return to 
Ayer’s Philadelphia office as vp 
and managing director of the copy 
department. 


Frederick Peck 


Green Joins ‘American Exporter’ 

James O. Green, formerly mid- 
western sales manager of House 
Beautiful, has been named regional 
manager of American Exporter and 
Automotive World. Working out of 
Cleveland, he will cover Ohio, 
eastern Michigan and Ontario, 
Canada. He succeeds Robert Mur- 
ray, who has transferred as re- 
gional manager to Industrial 
World, International Electronics 
and El Farmaceutico. Mr. Murray 
succeeds Henry Berry, who has 
joined Business Week. 


DDB Appoints Four to Staff 

Doyle Dane Bernbach Inc., New 
York, has appointed Louis Stark, 
formerly a department manager 
with R. H. Macy Co., and Frank 
Kennan, formerly with Eversharp- 
Schick, marketing executives. Ed 
Vallanti, formerly copy chief of 
Maxon Inc., and Rudy Fiala, pre- 
viously with Griswold-Eshleman 
Co., have joined DDB’s copy staff. 
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How Noxzema launched a new skin lotion 
.with a telegram and a sample 


How do you handle a new product promotion 
to wholesalers? 

You get it across big . 
everywhere at once. 


. dramatically 


Noxzema needed a hot promotion idea which 
would do all that for its brand-new Noxzema® 
Skin Lotion. They came up with Western Union 
Telegram-Plus Service. 


In a single day, 3,961 wholesalers from coast to 


coast got the big picture . ... with a compelling 
wire, product sample, catalogue selling sheets, and 


a telephone desk reminder. An entire market was 
readied by sundown! 


It was a busy day for Western Union-and a 
successful one for Noxzema Skin Lotion. 

How would you go about the imaginative use of 
Telegram-Plus? Simply give us your prospect 
list, your message, and your material. And your 
promotion’s in business! 

Like to hear more? Just fill in the coupon and 


send it to us by collect wire. Or write to us on 
your letterhead. 


Western Union Special Services... for action! 


TELEGRAM-PLUS «+ AD DISTRIBUTION SERVICE + SURVEY SERVICE «¢ 


OPERATOR 256 + TELEGRAMS-FOR-PROMOTION 


Se SE SS 


WESTERN UNION ¢ 
TELEGRAM 


Special Services Division, Dept. A-1 
Western Union Telegraph Co. 
60 Hudson Street, New York, N. Y. 


COLLECT 


Please send me more information, without obligation, 
on your Telegram-Pius Service. 


Name 

Company Title 
Address 

City State 
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is the most essential 


and potent force 


in advertising.’ 


ii is true, the EXAMINER has the 
largest total circulation of any San 
Francisco newspaper. A fact important 
to advertisers. But to us (and, we think, 
to you) what is more important is 


the reason why more people read the 


EXAMINER. 
Basically, the reason is INTEGRITY. 


EXAMINER readers know that they 


can rely not only on the validity of its 
news reporting but on the depth of 
its coverage. Brightly and concisely 
written —tastefully edited it appeals to 
bright, busy, discriminating people. 


Perhaps this is why more advertisers — 
Retail, National and Classified — find 
the EXAMINER the most profitable 
way to move merchandise in the San 


Francisco market. 


San Francisco BELIEVES in the 


EXAMINER 


Tells More—Says It Better! 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE INC. 
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= PHOTO REVIEW 
OF THE WEEK 


Angerman McKay 


group. 


Page Blum 
MULTILINGUAL—“‘If you haven’t seen Macy’s, you haven’t seen New 
York.” This is the message in English, French and Spanish carried 
by a multilingual ad installed by Macy’s, New York, at Idlewild 
Airport. Present at the installation were F. LeMoyne Page, presi- 
dent, Transportation Displays; John A. Blum, senior vp, advertising 
and sales promotion, Macy’s; and Colonel Vincent A. Carson, man- ALL IN DUTCH—Van 

ager, New York International Airport. 


Carson 


Munching & 
Co.’s all-Dutch tv commercials for 
Heineken’s beer (AA, Jan. 23), 
feature animated puppets like this 
one. A still from the series. 


FOUNDERS—V. D. Angerman and Stanley Clague were honored as 
founders of the Chicago Circulation Round Table at its 40th anni- 
versary dinner presided over by Robert C. McKay, president of the 


Advertising Age, February 6, 1961 


Sunshine Hydrex Cookies with milk conti 


For dewnnght goud eating 
al cream-filled chocalate cookie Pinest ever 


EVERYTHING GOES—Sunshine Biscuits 
Inc., Long Island City, is promot- 
ing its Hydrox cookies as a snack 
in combination with milk, coffee 
and ice cream in magazines during 
February. Cunningham & Walsh, 
New York, is the agency. 


Clague 


BIG DRINK—A 22’ glass of beer embellishes a new outdoor bulletin 
near Newark airport for P. Ballantine & Sons. The ad, which ties in 
with the brewery’s current campaign theme, “5,000,000 glasses of 
Ballantine beer consumed each day,” was designed by Ballantine’s 
art department and displayed by United Advertising Corp., Newark. 


Byrd * Harper Smith Dulles 

NBP DINNER—Chatting at the Silver Quill dinner of the NBP were Harry F. Byrd (D., 
Va.), chairman, Senate committee on finance and 1957 Silver Quill award recipient; 
Robert C. Harper, president, NBP; Richard P. Smith, president, W. R. C. Smith Pub- 


lishing Co., Atlanta, and past chairman, NBP; Allen W. Dulles, director, Central Intel- 


Harris Fahrendorf Hutchinson Gamble Craig 


SILVER QuUiILL—Chatting at the Silver Quill awards dinner of the National Business Pub- 
lications in Washington were Rep. Oren Harris (D., Ark.), chairman of the House com- 
mittee on interstate & foreign commerce; P. M. Fahrendorf, vp, Chilton Co., and direc- 
tor and past chairman of NBP; Everett Hutchinson, chairman, Interstate Commerce 
Commission; Frederic R. Gamble, president, Four A’s; Paul Wooton, chairman, execu- 
5 io aa tive committee, Society of Business Magazine Editors and 1951 Silver Quill recipient; 


Wooton Jaenke 


Harding Burke 


ligence Agency; Harry Harding, chairman of the board, American Assn. of Advertising 
Agencies; Theodore S. Repplier, president, Advertising Council; Louis J. Perrottet, 
chairman, NBP, and vp, Conover-Mast Publications, New York; Admiral Arleigh A. 
Burke, Chief of Naval Operations; and Vice-President Lyndon B. Johnson. 


Repplier Perrottet Johnson 


Foy De Young Beale Haywood Day Asakai 


J. L. Craig, president, Business Newspapers Assn. of Canada; R. C. Jaenke, president, 
Penton Publishing Co., Cleveland, and past chairman, NBP; Fred C. Foy, chairman and 
treasurer, Koppers Co., Pittsburgh; Russell De Young, president, Goodyear Tire & 
Rubber Co., Akron; Howard Beale, ambassador of Australia; Marshall Haywood Jr., 
president, Haywood Publishing Co., Chicago, and vice-chairman, NBP; J. Edward Day, 
Postmaster General; and Koichiro Asakai, ambassador of Japan. 
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eadership 
in Action: 
Circulation Gains 


In the past five years (1960 vs. 1955), Look gained 
more circulation than any other major magazine. 


Now delivering over 6,500,000 copies per issue— 
a gain of 500,000 over January 1960 issues 
—Look has more than ¢r7p/ed its circulation since 
World War Il. And Loox is the on/y major maga- 
zine to have increased its circulation year after 
year, every year, in the postwar period. 


More and more, readers and advertisers alike are 
responding to the vital force of Look’s exciting 
story of people...are turning to Look for leadership. 


The Exciting Story of People—25th Year of Publication 
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Ask any seller of women’s fashions or cosmetics. 
Chicago’s working women are good spenders. They’re 
good newspaper readers, too — more than 3 out of 4 
read a newspaper yesterday. Yet your advertising 
completely overlooks from 60.9 to 78.9%*—over three 
fifths—of the working women when you use just one 
Chicago daily newspaper. 

It’s clearer now than ever before. It takes two or 
more newspapers to sell Chicago—and the top two for 
the money are the Chicago Sun-Times and Chicago 
Daily News. 

The new Sun-Times and Daily News rate struc- 
ture, with new combination discounts, gives you Chi- 
cago’s most efficient advertising buy. From 54 to 376 
more readers per dollar, from 22 to 83 more working 
women readers per dollar than any other 2-paper 
combination. 


*“Chicago NOW,” the report on the first Chicago 
market study conducted in consultation with the 
Advertising Research Foundation, supplies these re- 
vealing figures— plus some important new ideas — 
about selling Chicago. If you don't already have a 
copy, contact your Sun-Times and Daily News repre- 


renee ¥ *Based on 1000 line BIW ad 


CHICAGO: 401 Wabash Avenue, WHitehall 3-3000 

NEW YORK: Time and Life Bldg., Room 1708, Circle 6-1919 
DETROIT: Buhl Bidg., Room 1026, WOodward 3-0930 
MIAMI BEACH: Hal Winter Co. 

ATLANTA 

LOS ANGELES Sawyer - Ferguson -Walker Co. 

SAN FRANCISCO 


HiCAGO SUN-TIMES 


CHICAGO DAILY NEWS | 


Copyright, 1961, Field Enterprises, Inc. 


an 


Pans hs Page le a) ee or re 
gin Nea beens Ey Bese ie peaks ee 
- 13 5g eaae Mee os ae. oe ~ ees oy aa Eee aye 
yen ee 2 rpumt ce Se aye et ey Ran a ae ee saa ae 
ee ii mgt _ SANS es alg ee ces ee eee Pe eo ee ee RE es ey a ee es) oe ioe es Ak, rn ee ete os eee Be i ee che oe 
ae. - pa S| ait y A. a sas A Pe to has e fg te : ; 4 Py oak _ : q pa) ly pee " ce ar | ere iS = Lee et eee Fi - ei. = renter , . 
, ' : - 
e A : : ‘ bet 
ee ee ace 
eae eo cee Pee Ce one 
BE ce eae le aN 
Co ea 
eS ee ees y 
ary? oe 4 
vy le * ee 
. iM jane Bees @ 
See ee 
Ss Ne a 
Bs a Re ie oe 
RET a eae 
AOE Saar ee 
Spy taea i ee ere 
Pick vente aad he ar 
Rsk Hee eee 
ee 
a EAC a Ba) cea 
po Ree oes 
ha road 
Bi. 
ee Lew 
Tae we | 
Neer ee 
ees = 
ge ea 
ary mage 
oars aH oe 
3 me Ses 
ei ame 8 
> x MOLE on 
aes. i 
Rates 
1 aR ee cas 
. eS ai 
hs aS Saas 
wa : 
Penmaes Daa vanes a 
Fx ok fm eae oe 
mie vis vig Paar a ae 
ic ai che cee a ae 
“ at Ti ni as: Zw 
ie A ais 
eee 
tee? Sicaee emer e 
ie A ee 
ee ee 
awe tee x 5 
atepiaiiie a teaame 
Be Ae 
. {3h ona 
ieee ae 
ey ee 
eT 
- “ae 
a cid 
eran ly 
tei eee ae 4 
id ih cilia Cle ees 
on ek i — ae 
“4 ; 
* Ba nen et Cena 
ee as ae 
ee ae 
ey eae a 
Pw an ae Ts 
3%, =, en ee 
aia : ae . Y Jee i ele 
SD a ee b> lee ae 
= } eg a fee 
we 
: ‘ Rot Oe 
el ce tees 
teen i ae ae a 
a EE ok: FD ete a 
he Hina SN, er, 7 eee 
fey: ae > ee 
Be Pea ice ide 
(Rig Goes: Sem, eee 
VMAS Yo bare * 
. Oe ae 
Pe ei a" 
OCR tek en 
0 | aver 
Re eee 
oO eg aaa an rs 
Sead ee Ne, 2 
ae een Vakugs 
: Ta Pi SN 
; ge ete 
ee ier Meee Coa" Seer) 
wg pee ae ; ae 
; ake ah Se: He ae ery 
; ate ie Pais eth 
v“ : : “ipa pee Wenger oF 
i ieee oe 
ab z ee, as 
Wi eo 
: len es 
u : ‘gli a 
“yeh laercaatas 
am ‘i cee Bd ares vk 
a D> ieee aes 
——- aoe” 
. 5 ae 
" is 
a Par Serer 
1 enh CS eae 
: i eh cee 
De a aa 
gS a 
CH — 
en | 
. gi She 
See 
oe eee 
ees eae 
_ BN ita 
3 “ ‘ : : ‘ me oe 
eis r, = pe : ‘ p : a ; : : oe : a-eeeene _ re 5 . ee +a eae 
(a a Buy es Poets Baas i 3 bial fs “RE Tighe. bes Pts oe i See Be ee 2 fs Cee ay : er Cee Sree 2 matt ane 8 a diet eta eer ri = ¥ 
omg = mA ae een ‘ i r # ae 
Seas +f ee a ” aay as fips Bet ie J 
ee he ee Ce a ~ opal ee s ay he ‘ aa Theta % ‘- bt ty eee eer ie 5 “ea ae Pra re eet aii a, ta Bee as 


Two kinds of 
Dial ae! now! 


% << a oo 


Growing FASTEST in Illinois 
26TH IN THE NATION 


Only 25 cities (with population of over 100,000) in 
the entire United States are growing faster than 


Princess aS a new kind of complexion soap 
Remarkable Rockford! Seventeen of these are in Cali- for wamnen-takes ts place heside Dial 
America’s most effective deodorant seap. 


fornia, Arizona, Texas and Florida, distinguishing 

Rockford as the only city in the upper midwest among 
the fastest growing . . . a good indication of the 
tremendous market you reach when you advertise 
inthe... 


| 

| New Princess Dial- ; 
with moisturizing cream right in it! 
| WETS 


PRINCESS DIAL—Armour & Co. will promote the introduction of Prin- 
cess Dial in Chicago, Rockford and Peoria in February with full col- 
or spreads like this one in the magazine sections of newspapers in 
those cities. A spot tv campaign in those markets also will be used. 


Clemenger Agency to Move ‘Armour Intr oduces 
John Clemenger Advertising, Princess Diali in 


Sydney, Australia, will move May 


30 to 47 York St., Sydney. 


Sa 


THE 
KORVETTE 


the true STORY: six 
look of the 7 
discount 


industry 


BARGAIN CITY :growth through daring 


THE DISCOUNT MERCHANDISER 


® JUST AS the super market appeared on the 
retailing scene a quarter of a century ago to spark 
a revolution in mass merchandising . . . today the 
discount house is spearheading another vital and 
important revolution in marketing. 


® TO FILL THE NEED for a professionally- 
edited trade publication to serve this field, the 
Super Market Publishing Company, which pio- 
neered with Super Market Merchandising 25 years 
ago, now announces THE DISCOUNT MERCHANDISER, 


Li Wi + 


ASK US FOR ALL THE FACTS about the discount mer- 
chandising field and a preview dummy of THE DISCOUNT 
MERCHANDISER. You’ll learn how important a factor in 
mass merchandising this area of retailing has become. Our 
prospectus features a comprehensive national study of what 
discount retailing means today. 


® A MAJOR OPPORTUNITY for manufac- 
turers of all consumer goods with mass merchan- 
dising appeal has opened up in the discount field — 
now a $2.9 billion business and booming! 


® A VITAL EDITORIAL program created 


after months of intensive research... a circulation 
engineered to reach every key buyer, merchan- 
diser, and operating executive in the field . .. make 
THE DISCOUNT MERCHANDISER the medium for 
selling this rapidly expanding field. 


re ts ate 


FIRST ISSUE: May 15, 1961 
DEADLINE: April 15, 1961 


THE DISCOUNT MERCHANDISER 


Super Market Publishing ~ publishers of Super. Market Merchandising . . . The 


Non-Food Buyers’ Guide . 


. Super Market Merchandising Weekiy News Digest. 


M. M. Zimmerman, President 


Richard G. Zimmerman, Publisher 


Curtis J. Harrison, Director of Advertising Sales 


67 West 44th Street, New York 36, N. Y. 


MUrray Hill 2-2180 


__ §POKESMAN FOR THE DYNAMIC RETAILING REVOLUTION OF THE 60S) 


3 Midwest Markets 
| Cuxicaco, Jan. 31—Princess Dial 
| soap will move out of test markets 
|for the first time in February 
| when it will be introduced in Chi- 
cago, Peoria and Rockford. 
Advertising will break Feb. 19 
with spreads in the local magazine 
supplements of the Chicago Daily 
News, Chicago Sun-Times, Chicago 
Tribune and the Peoria Journal 
Star. A spot tv schedule will begin 
the next day on stations in the 
| three cities. 
| The theme of the campaign is, 
| “For the woman who’s been afraid 
| to use soap on her face.” Foote, 
ome & Belding is the agency. 


|@ Starting Feb. 27, a free bar sam- 
| ple of Princess Dial plus a 5¢-off 
| coupon will be mailed to 1,410,000 
|homes in the three markets. Point 
of sale materials will be provided 
to retailers. 

| Armour & Co., maker of Princess 
| Dial, first test-marketed the prod- 
|}uct in Denver about two years ago. 
| Later, Milwaukee, Louisville and 
Columbus, O., were added as test 
| cities. The complexion soap with 
moisturizing cream comes in two 
| colors—pink and aqua. # 


C-M Promotes Four, Adds One 
Peter Edmonds, Eugene Peterson 
and William Stanton have been 
elected vps of Campbell-Mithun, 
and Alden Grimes, a vp and ac- 
count supervisor, has been elected 
to the agency’s board of directors. 
The agency also has named He- 
lene Burton, formerly with Batten, 
Barton, Durstine & Osborn, to its 
Minneapolis office as a copywriter. 


Eldon Fox Joins Bendix 


Eldon Fox, formerly vp and as- 
| sistant manager of the Minneapo- 
|lis office of Batten, Barton, Dur- 
|stine & Osborn, has joined Bendix 
| Cate. Detroit, as director of ad- 
\vertising and public relations. Be- 
| fore joining BBDO in August, 1959, 
|Mr. Fox had been ad and sales 
| promotion manager of the Edsel 
| division of Ford Motor Co. 


C. Schmidt's Sales Set Record 

| CC. Schmidt & Sons, Philadelphia, 
| set a new company sales record in 
| 1960 when it sold 1,802,413 bbls. of 
beer. The total sales figure in- 
| cludes 162,110 bbls. sold by Valley 
| Forge Brewing Co., Norristown, 
Pa., a wholly-owned Schmidt sub- 
sidiary. The previous sales record 
| of 1,595,123 bbls. was set in 1955. 


Diehl Names Anderson 


| James J. Anderson, formerly a 
|vp in the Holtzer-Cabot division of 
| National Pneumatic Co., has been 
appointed vp in charge of market- 
ing of Diehl Mfg. Co., Somerville, 
N. J., manufacturer of motors, 
electronic components, hand tools 
and fans. The company is a sub- 
| sidiary of Singer Mfg. Co. 
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BEST 
SELLER 


. TV GUIDE’s first issue of Blowing up the old weekly 
1961 barreled Mr. Boone into magazine circulation record 


7,711,747 homes... 


Which was set the week A vitality that gives And when you think about it, 
“ before by TV GUIDE. TV GUIDE a massive lead it figures... 
over the next largest weekly. 


Because the editors enjoy an A measure of their serious Which is why advertising 
engaging contact with readers interest is the $50 million* bookings are now racing 
who like to read about TV they spend for TV GUIDE (by 30%) past the figure for 
as well as watch it. yearly. Advertisers are also this time last year. 


investing heavily. 


*More than is spent for any other magazine regardless of cover price or frequency of issue. 
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We are the only textile weekly 
to editorialize upon the labor 


and tariff situations. 


| 
Mill management must be kept 
up-to-date on these subjects. 
Since we are the one source for 
this sort of information, our 
magazine must be opened and 


read. 


mr’: Reporter 


ADVERTISING AND PRODUCTION OFFICES: 
286 Congress St., Boston 10, Mass. 
NEW YORK 17, 60 E. 42nd St. 
GREENVILLE, S. C.—S. C. Nat. Bank Bldg. | — 
CHICAGO I, ILLINOIS, 360 N. Michigan Ave. 


Freis Tognoli Friedrichs Groulx 


NEW OFFICERS—New officers of the San Francisco Junior Advertising 
Club are William Friedrichs, Foster & Kleiser, chairman; Robert 
Groulx, Foster & Kleiser, Ist vice-chairman; Harry Freis, P&O Ori- 


, ent Lines, 2nd_ vice-chairman; 
jand Dawn Tognoli, Steedman & 
Cooper, secretary-treasurer. 


) : | RAB Panel Picks 
a ia 10 Top Radio Ads 


| NEw York, Jan. 31—Radio Ad- 
vertising Bureau yesterday an- 
\ \ nounced the ten 1960 radio com- 
~ |mercials judged most effective by 
~~ A ja 300-man jury of advertiser, 
SS \ \ |agency and broadcast executives. 
ara) P | The winners, listed alphabetical- 
\ly, with the agency which pre- 
| pared each campaign given in pa- 
_rentheses: 
Budweiser (D’Arcy Advertising 
|Co.); Chun King (Batten, Bar- 
\ton, Durstine & Osborn); Ford 
| (J. Walter Thompson); L&M ciga- 
| rets (Dancer-Fitzgerald-Sample); 
Lucky Strike cigarets (BBDO); 
Nescafe (William Esty Co.); 
Northwest Orient Airlines (Camp- 
b+ allergen 4 Schlitz (JWT); 
| Winston cigarets (Esty); and Wrig- 
‘ley’s Doublemint (Arthur H. Mey- 
erhoff & Associates). 
Golden record plaques will be 
awarded to each advertiser and 
|agency. + 


ONTANA 


ARIZONA | 


| 
| 


Keystone Net Expands Office 
| Keystone Broadcasting System 
| has signed leases for 30% addition- 
‘al floor space on the 17th floor of 
the Chicago Title & Trust Bldg., 
111 W. Washington St., site of its 


headquarters since 1951. The tran- 


scription radio network of 1,125 
stations will use much of the new 
space to house its merchandising 


unit, including a four-color press 
used to produce dealer aids. 


FILL IN THE 1% MILLION BETWEEN JWT Names Two Directors 


J. Walter Thompson Co. has add- 


DENVER AND THE PACIFIC COAST ed two members to its board of di- 


rectors. They are Garrit A. Ly- 
decker, a vp and member of the 


. , : - : - management operations committee 
Between Denver and San Francisco is an exceptional market of the Mew York office, and Theo- 


outnumbering both of those cities combined. It counts a half- dore P. Jardine, a vp and member 

million in the Salt Lake metropolitan area, plus a million more in of the operations committee of the 
. i ‘ cae Chicago office. 

the area reached and sold by Salt Lake’s two metropolitan dailies. 

Geography and arithmetic underline the fact that there's more to U. S. Sends Kendall Abroad 

Salt Lake than Salt Lake ! Robert F. Kendall, vp of Goth- 


am-Vladimir Advertising, New 
York, will serve as a member of a 


ive- de mission the United 

IF 1% MILLION IS A ‘‘MUST’’ MARKET omy apn: Rare ae gy 
nd Si f seven- 

SALT LAKE IS A MUST! ccc ‘Seriod which began Jan. 28. 


This will be the third time he has 
seen such service. 


% > tee Sat : AAP Names Robert Evans 
The Salt Lake Cribune American Aviation Publications 
(MORNING & SUNDAY) ; has named Robert M. Evans, for- 
merly district sales manager of 
DESERET NEWS Braniff International Airlines in 
AND Denver, regional ad manager of 
Salt Lake Telegram (eveninc) Air Cargo, Airlift and Skyways, a 


new title. Headquartered in New 


York, he will cover the northeast- 
Represented Nationally by MOLONEY, REGAN & SCHMITT. Metro Comics Network ern U. S. 
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Suddenly, 
the SKILLionaire is 
$33,800,000 richer 


This is the SKILLionaire. He's the man on 
the street in Rochester, N. Y., a skilled work- 
er in one of the city’s precision industries. 

On March 21, each of the 30,000 SKILL- 
ionaires who work at Eastman Kodak in 
Rochester will receive his share of this 


“ 


year’s $33,800,000 bonus. The SKILLionaire 
who works for one of several other Roches- 
ter companies will also take home his share 
of a big bonus this year. 

What does he do with his bonus? 

He drives home a new car. He shops for a 
new stereo Hi-Fi center. He remodels his 
home. He plans a swimming pool. He gets 
things done. 

It's big money, this annual bonus of his. 
But it’s just one of many factors that keep 
the SKILLionaire bustling, thriving, doing, 
buying—all year long. 

He's a unique person. He makes Roches- 
ter, N. Y., a unique market. We know him 


well—almost every family in metropolitan 
Rochester buys and reads one or both of our 
newspapers. 

May we tell you more about the SKILL- 
ionaire? For your free copy of ‘The Case for 
the SKILLionaire,” write National Advertis- 
ing Manager, Gannett Newspapers, Roches- 
ter, N. Y. 


ROCHESTER TIMES-UNION and DEMO- 
CRAT anp CHRONICLE... Members: Gan- 
nett Group of Newspapers. Represented by 
Gannett Advertising Sales, Inc., New York, 
Philadelphia, Chicago, Hartford, Syracuse, 
Detroit, San Francisco. 
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WAVE-TYV gives you 
28.8% more AVID EATERS 


—and they gobble up 28.8% more 
of EVERYTHING that’s edible! 


That’s because WAVE-TV has 28.8% more 
viewers, from sign-on to sign-off, in any 
average week. Source: N.S.1., Dec., 1960. 


CHANNEL 3 ® MAXIMUM POWER 
NBC 


LOUISVILLE 
NBC SPOT SALES, National Representatives 


| This Week in Washington 


Kennedy Backs $5,000,000 Ad Push 
to Promote U.S. Tourism Abroad 


| By Stanley E. Cohen 

| Washington Editor 

| WASHINGTON, Feb. 2—Yes, Vir- 
ginia, President John F. Kennedy 
| does believe in advertising. 

| In fact, his administration dem- 
/onstrated this so conclusively this 
week that it looks as if he will soon 
|qualify for membership in the 
Assn. of National Advertisers. 

The President has repeatedly 
tried to dissociate himself from 
the unconventional views of ad- 
vertising held by some of his ad- 
visors. Suspicion lingered, despite 
the fact that he endorsed advertis- 
ing in statements to ADVERTISING 
AGE, to the Associated Business 
Publications and to the Advertising 
Federation of America. 

This week, however, he demon- 
strated his feelings in the most 
convincing way possible, by put- 
ting his administration behind a 
plan which may ultimately make 
the government a multi-million 
| dollar advertiser. 


# As anyone knows, it is one thing 
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expensive. You can lose your investment in other media and 


your opportunity to increase sales 


An Ad Metal merchandiser, custom-designed for your 
product, can close the sales your other advertising has 
opened 
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Shelving your product at the point of sale can be mighty 
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i!is considerably different. 


| to put a few high sounding phrases 
he paper, so that the Washington 
| representative of a periodical or 
| association can go away happy. It 
is much more impressive to back 
your sentiments with your bank- 
roll. 

The advertising program which 
the administration is backing is in 
the field of tourism. The President 
wants to improve the international 
payments situation by attracting 
more tourists to the U.S. Like any 
business man who has something to 
sell, he recognizes that the way to 
do it is to have a sales organization 
and a sales promotion program. 

For several years, business men 
involved in the tourist business 
have been conceding that the U.S., 
supposedly the most advertised 
country in the world, isn’t even in 
the running when it comes to pro- 
moting tourism. 


# Countries that are barely visible 
| on the map hire competent Amer- 
ican advertising talent and develop 
| promotion campaigns that give 
Americans itchy feet. Our own ef- 
forts to attract tourists to the U.S. 
|are disorganized, fragmentary and 
amateurish by comparison. It is all 
left to individual advertisers. 
With at least a billion in tourism 
dollars at stake, two years ago the 
Department of Commerce did some 
exploratory experimenting with 
the problem by joining in the “Vis- 
it U.S.A.—1960” campaign. The re- 
sults were sufficiently encouraging 
so that the associations and compa- 
nies concerned with tourism agreed 
that what was really needed was a 
continuing government campaign 


“! | to promote “Visit U.S.A.” 
5 | 


jis Partly through the energetic ef- 
|forts of David Ogilvy of Ogilvy, 


| Benson & Mather, the Senate com- 


‘}merce committee last summer 
| cleared legislation setting up a per- 


manent office of international 


: | travel in the Department of Com- 
*+|merce. As reported by the Senate 


committee and passed by the Sen- 
ate this office could spend as much 
as $5,000,000 a year. About four- 
fifths of the spending would be for 
advertising. The rest would be 
used to maintain tourism offices in 
key spots abroad and for a multi- 
tude of other chores connected 
with the stimulation of travel. 
Last year’s legislative drive was 


| too late to clear Congress, particu- 
|larly in view of a somewhat un- 


certain reception from the Com- 
merce Department. By the time the 
department’s misgivings (over 
procedural arrangements) were 
satisfied, congressmen were on 
their way to the political conven- 


|tions, and the legislation died. 


® This week, however, this outlook 
While 
Mr. Kennedy was still at Palm 
Beach, Sen. Warren Magnuson (D., 
Wash.), chairman of the Senate 
commerce committee, went down 


||to discuss foreign trade problems. 


High on his list of recommenda- 
tions was the plan for an office of 
foreign travel. 


In his state of the union message | 


Monday, the President said he 
hoped to strengthen the position of 
the dollar by attracting foreign in- 
vestments and travel to this coun- 
try. Before the week was out, Sen. 
Magnuson held two days of hear- 
ings on S. 610, his bill to set up the 
office of foreign travel with its $5,- 
000,000 working fund. 


s Because the advertising will ap- 
pear in foreign publications, the 
tourism ad drive escapes some of 
the pitfalls that arise when the 
government tries to communicate 


This is the “wagon” we hitched to a star 


BANK e 
© : 

| MOST HELPFUL—Crocker-Anglo Na- 
tional Bank, San Francisco, fea- 
tures water color by Dong King- 
man in this b&w newspaper ad, 
|part of a new campaign which in- 
| cludes tv spots. J. Walter Thomp- 
|son, San Francisco, is the agency. 


with the public through ads at 
home. 

After World War II, the govern- 
ment successfully used ads in a 
businesslike way to sell surplus 
war property. But when the armed 
services tried to buy ads for re- 
cruiting purposes, they became 
embroiled in impossible situations. 
Trade associations in each medium 
battled for a share of the budget. 

Members of Congress became ad- 
vertising experts and tried to dic- 
tate the kinds of radio programs 
that should be sponsored. Congress 
ultimately put a lid on the situa- 
tion by specifying that recruiting 
ads could be used only for special 
projects, in “target” media. 


s While the Department of Com- 
merce and the various travel inter- 
ests are for the new office of inter- 
national travel, they admit there 
is a good deal of trial and error 
ahead. It’s hardly likely to start as 
a $5,000,000 program the first year. 
There is some feeling that it should 
start gradually. 

The importance of “reverse tour- 
ism” promotion does not have to 
be forced on Commerce Secretary 
Luther Hodges. Since his arrival 
here he has voiced his determina- 
tion to do everything possible to 
see that the position of the dollar 
in international trade is strength- 
ened. 


s Under his direction, the Com- 
merce Department is becoming 
general headquarters for a drive 
to sell U.S. business men on trying 
to sell U.S. products to foreign 
buyers. 

The Secretary said the other day 
that no more than five to 10% of 
U.S. businesses are trying to sell 
overseas. One of his proposals is a 
so-called “mother hen” plan, with 
small firms “clustering” around an 
organization that already has the 
“know how” in selling abroad. 


s In addition to reverse tourism, 
| some of the ideas he has mentioned 
include: 


More trade missions—Probably 
twice as many as we have now. 

Overseas trade centers—A gov- 
|ernment-sponsored trade center is 
| to open in London in June, provid- 
| ing a showroom in the heart of the 
Piccadilly Circus area for USS. 
products. More will follow. 

Attract foreign investment—lIf 
foreigners can be induced to invest 
in new plans in depressed areas, 
the Secretary says, we contribute 
toward solution of the gold flow 
problem, and the depressed area 
problem in a single stroke. 


Expand the Department’s net- 
work of field offices—We can’t help 
our business men get into foreign 
trade, he says, unless we are able 
to reach them in their home com- 
munities. + 
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“Ad Age is an essential 
tool of our trade” 


says WILLIAM F. SIEGEL, Director of Advertising, Schick Incorporated 


"I'm thankful for the complete news coverage Advertising Age offers on everything 
that's happening in our industry, plus its highly stimulating features that generate pro- 


ductive marketing ideas. | don't miss an issue, because to me Ad Age is more than a 
magazine—it's an essential tool of our trade." 


- 
7m) 
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Mr. Siegel came to Schick Incorporated early in 1960 from the cosmetics business, where he had been advertising 
manager of Revlon and advertising director of Coty. The pioneer in its field, Schick manufactures thousands of men's 


and women's electric shavers daily at its Lancaster, Pa., plant and does business to the tune of about $24,000,000 


yearly. Away from guiding an annual advertising and promotion program of almost 


$4,000,000, Mr. Siegel is active in civic affairs of the Northern New Jersey lake com- Advertising Age [E= 
eet emeon sinienall 
munity in which he lives. Some of his leisure time also is devoted to such diverse | imeuss ae Conan ean Pt 


hobbies as collecting jazz records and breeding pedigreed dachshunds. His interest in 
music, incidentally, is not of recent vintage. It dates back to Mr. Siegel's "salad days” 
when he left his native Minneapolis to go on the road as a musician. Prior to settling 
in New York and entering the City College School of Business, he had played coast 
to coast with such bands as those of Stan Kenton and the Dorsey Brothers. 
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Pepsi Names Podlesski 

V. Nicholas Podlesski, Russian- 
born sales veteran with Pepsi- 
Cola International, has been ap- 
pointed vp of the Pan-African di- 
vision of the international com- 
pany. With Pepsi 20 years, Mr. 
Podlesski was formerly regional 
manager in central Europe and 
Scandinavia. He will now be re- 
sponsible for Pepsi operations in 
the African continent south of the 
Sahara. 


K&E Elects Fucito, Armstrong 

Kenyon & Eckhardt, New York, 
has elected Victor Armstrong, 
senior vp-account management to 
the board of directors and Frank 
J. Fucito, an account executive, a 
vp. 


California Drug 
Group Pleads ‘Not 
Guilty’ in Price Case 


San Francisco, Feb. 1—The 
Northern California Pharmaceuti- 
cal Assn. and its pricing committee 
chairman, Donald K. Hedgpeth, 
has pleaded not guilty here to fed- 
eral charges of price fixing (AA, 
Dec. 19). 

Setting of a trial date for the 
anti-trust case has been delayed 
pending a federal court hearing on 
a defense motion to dismiss the in- 
dictment. 


e Mr. Hedgpeth, operator of a drug 
store here and a past president of 
the association, and Charles J. 


_New Book Club Names Sudler; 
Sets First Campaign 
Contemporary Affairs Society, 
| Washington, a new book club han- 
| dling books in the field of world 
affairs, has appointed Sudler & 
Hennessey, New York, to handle 
| advertising. The society’s sponsors 
‘are Walter Lippmann, Marquis 
|Childs and Dorothy Fosdick. 
| The book club has launched a 
drive with a b&w spread in the 
New York Times last month, to be 
| followed by spreads in the Feb. 26 
| Reporter and March Harper’s. 


‘Compton Appoints Three 

| Herman Davis, formerly vp in 
charge of art and a member of the 
creative plans board of Doherty, 
Clifford, Steers & Shenfield, and 


. Ra a . 
he See : at 
Rees Re ae ee 


Advertising Age, February 6, 1961 


Relax on the run 


Enjoy both the hush and the rush of jet-power 
... aboard Allegheny’s new, 320 m.p.h. Jet-Prop 
Convairs. Powered by Napier of England, these 
pressurized airliners offer comfort and_per- 
formance unsurpassed in commuter air travel. 
Allegheny, first in the U.S. to feature this 
equipment, now flies it 16 times daily between 
Philadelphia and Pittsburgh . . . frequently 
between Washington, Philadelphia, Hartford, 
Providence and Boston. Going our way? 


Call your travel agent or 


ALLEGHENY 


—— O'Malley, secretary-treasurer of | Maxwell Sapan, formerly a vp and 
JIA pia . P the group, entered their not guilty | copy chief of Fletcher Richards, 
Your. Addreda: Chicago's pleas before Judge Albert C. Wol-| Calkins & Holden, have joined Your air commuter service in 12 busy states AIRLINES 


“magnificent gold coast 


lenberg. 

The indictment charges that the 
association and its 1,810 members 
conspired to restrain trade by ad- 


Compton Advertising, New York, 
as vps in the creative department. 
Rupert Witalis, a supervising art 
director of Compton, has been 


—___ 


y SUE ve luxury only 
| = North M Ave hering to a prescription price named head of the art department, 


rf a oa schedule drawn and annually re- | succeeding Loren B. Stone, who 
Ae | vised by Mr. Hedgpeth. = has retired. 
TAX 
iN) | ta eectiditer teeta Lee Joins Friend-Reiss Myers to Intermountain Fast relief from congestion 
“oA {hf Robert E. Lee, formerly senior George A. Myers has joined 
4 ym — } LAKE SHORE art director of Joseph Katz Co., Intermountain Network, Salt Lake | 
{ DRIVE HOTEL has joined Friend-Reiss Advertis- City, as regional sales manager. | 


: T ’ P non . y . ar = is) » r Tas ¢ accoun X- 
181 E. Loke Shore Dr. - SU 7-8500 ing, New York, as vp and art di- He formerly was an account ex 


cae : - Prescribed for all travelers to New England . . . from 
rector. ecutive of Star Broadc asting Co. : Philadelphia or Pittsburgh, Baltimore or Washing- 
— : ton, Trenton or Wilmington: Fly Allegheny and hop 

over New York, avoiding all its airport congestion 


and delays. For travelers from New England, the 
same proved prescription. Either way you're going, 
go Allegheny and bypass New York to save 
time. Comfortable jet-prop and 410 Convairs. Fast, 
frequent, convenient service. 


GREATER ACCEPTANCE 


This Day is read thoroughly and with be- 
lievability and confidence. Surveys reveal that 
52.2% of the subscribers spend 2 to 3 hours 
reading This Day! 


CONCENTRATED MID-WEST MARKET 


Total paid circulation more than 105,000. 
More than 62,000 subscribers in these eight states: 


Call your travel agent or 


ALLEGHENY 


Illinois iinnseate , Your air commuter service in 12 busy slates —_— AIRLINES 
Indiana Missouri : _ 

Iowa Ohio 

Michigan Wisconsin 


LOW COST 


Full page only $360 (12 ti. rate) 


COLOR IMPACT 


LIGHT TOUCH—Cartoon ads in the eastern edition of the Wall Street 
Journal introduce expanded New England service by Allegheny 
Airlines. 


a 
4 . Print in See outage aT - range! Rosstifel, Andrews Adds Two Accounts Cartoon Ads Back 
‘ : ©) _ full-color illustra itorial content. Publishe ain Midiniling . ee pr 
The COLORful family magazine ¥ monthly. ad wk tae te Porgy Allegheny Airlines 
of The Lutheran Church . Concordia Publishing House Associates, Madison, Wis., have 


New England Debut 


WASHINGTON, Jan. 31—Allegheny 


3558 S. Jefferson Avenue 
St. Louis 18, Missouri 


named Andrews Agency, Milwau- 
kee, to handle their advertising, 


-Missouri Synod. . e, This Day 
an 


‘effective March 1. Airlines, which started service in 

Soa —— a —_—__— —_—___—_—_—— —— — the New England area a few 

months ago, is using a series of 

Z 4 cartoon ads to introduce the serv- 
ice. 

7 my The cartoons, by George Price, 


run each Monday on Page 3 of the 
eastern edition of the Wall Street 
Journal. Each cartoon ad describes 
a different Allegheny service. 

The series was prepared by Al- 
legheny’s agency, VanSant, Dug- 
dale & Co., Baltimore. + 


... with solid editorial depth and dynamic leadership! 


There’s a reason, and a good one, 


industry—have justifiable confi- 


why so many important advertisers dence we'll be “there as it happens.” 


Shoe Supplement Offered 


use BAKING INDUSTRY Maga- Result: The National Shoe Institute, New 
zine, year after year, as their No. 1 @ 26% more exclusive advertisers York, ts distributing its newspaper 


supplement on spring and summer 


advertising medium. Responsible @ more advertising per issue shoes to 700 daily and weekly 
leadership and service to the bak- @ more paid circulation newspapers across the country 
: . . h about Feb. 1. The news in shoes 
ing industry has been our hallmark @ more advertisers than any other from 


the country’s major manu- 
featured; 30 
in photo 


publication in the field 
Call any of our 5 offices for the 
complete story. 


facturing centers is 
pictures are available 
print or mat form. 


for nearly 74 years. Wholesalers, 


retailers, home service, super- 


market and chain store bakeries— Baker Resigns Kiekhaefer 

all segments of this $512 billion Baker, Johnson & Dickinson, Mil- 
waukee, has resigned as agency 
for Kiekhaefer Corp., Milwaukee, 
manufacturer of Mercury outboard 
motors. The agency has agreed to 
complete assignments relating to 
the 1961 Mercury ad campaign. 


‘McCall's’ Names Two 

John L. Moran, formerly a rep- 
resentative of Family Weekly in 
Philadelphia, has joined McCall’s’ 
Philadelphia office as a sales repre- 
sentative. James T. Duffy III, for- 
merly with MD, has joined the 
New York sales staff of McCall's. 


BAKING 
INDUSTRY 


a Clissold Businesspaper 


CHICAGO 3: 105 West Adams Street ° AN 3-1800 
NEW YORK 36: 500 Fifth Avenue ° LO 4-2233 
WASHINGTON 4, D. C.: 1319 F Street, N. W. * ME 8-6707 


LOS ANGELES 57: The Maurice A. Kimball Co., Inc. 

2550 Beverly Bivd. ° DU 8-6178 
SAN FRANCISCO 5: The Maurice A. Kimball Co., Inc. 

681 Market Street . EX 2-3365 


$51 billion market your ads will be 
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How to have a confidential chat...with millions! 


When you get your customer’s ear, she gets your message. Com- 
munication—or advertising, if you prefer—is just that simple. 


The trick, of course, is getting her ear—main reason why so 
many advertisers use the Blair Group Plan. It intensifies the 
person-to-person impact of spot radio. 


4 Years of Steady Gains—\ced-tea drinking has increased every 
year since 56. In those years the Tea Council of the U.S.A. has 
promoted iced-tea in only one medium—spot radio. Backbone of 
this media strategy has been the Blair Group Plan. 


Rating: 60.2—Pulse research* shows the Blair Group Plan can 
give you a weekly rating of 60.2—a cumulative rating of un- 
duplicated homes reached week-after-week by Blair Stations, 
coast to coast. Compare that with 39.2 for Gunsmoke, top- 
rated tv network program in national Nielsen ratings for 
December, 1960. 


2¢ per 1000 Homes—The Blair Group Plan gets extra selling- 


power from advertising dollars. Cost per 1000 homes reached, 
as low as 42¢. For home-makers only, costs run as low as 60¢ 
per 1000. 


The Blair Group Plan is flexible—because geared to sales 
potentials. And convenient—you tap 81.6% of America’s buy- 
ing power with one order, one affidavit, one invoice. See how 
economically it can step up the local impact of your advertis- 
ing. Just call your nearest John Blair office . . . in Atlanta, 
Boston, Chicago, Dallas, Detroit, Los Angeles, New York, 


Philadelphia, St. Louis, San Francisco, Seattle. 
*From latest available Pulse reports as of October, 1960. 


BLAIR GROUP PLAN 


A service of KS "4 
and Company 


Representing the nation's most influential group of radio stations. 
Headquarters: 717 Fifth Avenue, New York 22, N. Y., Plaza 2-0400 
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Ifyou advertised 


in Family Circle 


September through December, 1960, 


you received this 
circulation dividend: 


TO: 


Here’s what happened: 


Family Circle’s guaranteed circulation ... . 
Family Circle’s delivered circulation ...... 


Family Circle’s guaranteed circulation ... . 
Family Circle’s actual sales .............. 


Total Dividend Circulation 


This four month Circulation Dividend came from 
single copy sales only! That’s because Family 


Here’s why it happened: 


Family Circle is sold in supermarkets where 70% 
of the total chain grocery volume is done. It is 
bought by homemakers, women vitally interested 
in new products and new ideas for their families, 
their meals, their homes. And, Family Circle’s new 
“for homemakers only” editorial service policy 
(three-fourths of the contents are service features ) 


And here's what will happen: 


sehen ena 5,000,000 per month 


r month 
pt.-Dec., 1960 


Actes tattle Ch 20,000,000 Sept.-Dec., 1960 
Rae a aeees *24,000,000 Sept.-Dec., 1960 
Su Dcigttecna ae 4,000,000 Sept.-Dec., 1960 


(*Estimated) 


Circle offers no deals, no cut-rate promotions, no 
subscriptions. Every issue sells on its own merits. 


reaches women with the money to spend for new 
products and new ideas. These facts have made 
Family Circle America’s fastest-selling, fastest- 
growing woman’s magazine! 

In fact, as of March Ist, 1961, Family Circle’s 
guaranteed circulation has already been increased 
to 5,250,000 homemakers! 


Announcing new 


IWOOOOO guarantee, Sept. issue’ 


Here are some of the 
advertisers that 
cashed in... Did you? 


GENERAL MILLS, INC. 

THE QUAKER OATS CO. 

GENERAL FOODS CORP. 

CAMPBELL SOUP CO. 

KRAFT FOODS CO. 

ARMOUR & CO. 

CORN PRODUCTS CO. 

AMERICAN HOME PRODUCTS CORP. 
H. J. HEINZ CO. 

BRISTOL-MYERS CO. 

R. T. FRENCH CO. 

WM. WRIGLEY JR. CO. 

AMERICAN TELEPHONE & TELEGRAPH CO. 
GENERAL MOTORS CORP. 
NORWICH PHARMACAL CO. 


“For homemakers only” 


+And still the lowest cost per M of any woman’s magazine! 
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Advertising Age 


eature Section 


Scholl Ads Pull ‘Em In—Woolf 
Little Lady—Grown-up Ad—CM 
No-Image Retailers, Look in Mirror—Weiss 


Adman Turns ‘Waste Makers’ to Laugh Maker 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


ARKETING 


Best Technique Depends on Product... 


What Makes Ads Memorable? Personal Involvement 
of Reader, Says Ad Readership Analyst 


By Johanna T. Rock 


Manager, Readership Analysis, 
Cunningham & Walsh, New York 


One day last summer, an advertiser of 
major household appliances hired a pretty 
young model to stand in front of the open 
door of one of his refrigerators in a deal- 
er’s showroom and have her picture taken. 
This picture ran as an advertisement in 
one of the major women’s magazines. 

At approximately the same time, a 
competing advertiser had a picture taken 
of his appliance shown as a part of an at- 
tractively designed kitchen unit. This ad- 
vertisement ran in the same magazine as 
did the first one and at about the same 
time. Starch advertisement readership 
reports indicated that this second ad was 
remembered by twice aS many women 
as was the first one. 

With the amount of advertising all of 
us are subjected to every day it is per- 
haps surprising that we can remember 
any of it specifically. Yet there often are 
some ads that seem to stand out. Those 


LIKE TO FORGET FROST AND DEFROSTING? NOW YOU CAN! 


59 FRIGIDAIRE FROST- PROOF 


REFRIGERATOR - FREEZER 


| FRIGIDAIRE tesevertere...  * 


Ladies’ Home Journal: 28% Noted 
WITHOUT BACKGROUND—Major appliances 
are only at home in kitchen. Only place 
one sees this showroom setting is in other 
ads. Benefits are less real, less convincing. 


that do may be for anything from auto- 
mobiles to flooring tiles, from cake mix 
to lipstick. Obviously, considering the dif- 
ferences in the products, these ads did 
not all look alike. What was it, then, that 
set them apart? 


es That, Dr. Anthony, may become at 
least a $64,000,000,000 question within 
the next five years. But there is an an- 
swer, and a relatively simple one at that, 
although not necessarily the same one 
for every product. Advertising copy re- 
search indicates that the clue is no se- 
cret, it is common sense. 

We are all more interested in ourselves 
than we are in anyone or anything else. 
Most of our activities are decreed by what 
they can do for us: We work to earn mon- 
ey and provide food and shelter for our- 
selves and those who depend on us; we 
play to amuse ourselves; we buy the prod- 
ucts we feel can best satisfy our desires. 

The advertisements that we seem to 
remember best are those that made it 
easy for us to see in them a possible so- 
lution to our needs and wants. The more 
personal the involvement we can be made 
to feel with the product or its possible 
use to us, the better we remember the 
advertisements helping us to do so. 


# In general, the products we buy are 
of two kinds: Those that are used “as is” 
(durables such as automobiles and house- 
hold appliances), and those that are con- 
sumed or changed in form through use, 
e.g., food, cosmetics and building materi- 
als. Product advertisements, too, come in 
at least two varieties—those that feature 
the product itself, and those that stress 


Everything's where . should be on the exclusive 


Tappan Fabulous 400 
is | oS | ee 


TAPPan 


Ladies’ Home Journal: 57% Noted 
WITH BACKGROUND—The kitchen is the place 


for appliances—even in ads. This setting, 
reader a 


even if ultra-modern, gives 
chance to see how product can look in use. 


Some products are best advertised with an illustration of the 


product before use, others are better illustrated after use and 


still others are best shown as a product display with no use in- 


volved at all, says Johanna T. Rock of Cunningham & Walsh. 


Miss Rock, who is manager of readership analysis at C&W, 


here gives an intriguing rundown of some of these product cate- 


gories, based on studies of Starch readership reports. 


NEW GUARANTEE 


MATCHLESS REPRODUCTION 


EASIER OPERATION 
Par 


FREE TRIAL GETTER TRADEW 


the business-minded ROY AL electric 


Time: 22% Noted 
WITH BACKGROUND—But typewriters are 
different, because used in different set- 
tings (home, office, school). Here unreal- 
istic setting limits reader’s association. 


product use. 

In addition, both the product and the 
product-use themes have at least two pos- 
sible treatments: For the first, it is a ques- 
tion of showing just the product alone with 
little or no background, or of picturing it 
in a specific setting or situation; for the 


second, it concerns before or after-use 
pictures. 
Copy research findings indicate that, 


in all four of these alternatives, the ad- 
vertisements we tend to remember best 
are those that seem to comply with com- 
mon sense by appealing to our own self 
interest. Here, for example, are some of 
the things we can learn from Starch 
readership reports about many of the dif- 
ferent kinds of advertisements in general 
magazines. 


Appliances Best Shown in 
Setting, But Typewriters? No 

To go back to our original story about 
the two major household appliance ad- 


is the new IBM Electric 


Time: 51% Noted 
WITHOUT BACKGROUND—Typewriter in limbo 
lets reader “fill in” own background, vis- 


ualize benefits. Starch shows “boss bene- 
fits” outscore “secretary benefits.” 


vertisers, the second one _ successfully 
capitalized on the fact that the product in 
question is peculiarly at home in only one 
setting—a kitchen—and is most gener- 
ally used by one member of the family— 
the homemaker. She seems more likely 
to remember the advertisement which 
shows the appliance in a kitchen in which 
she can picture herself preparing the 
meals for her family than she is to re- 
member the ad which just pictured the 
appliance in an impersonal showroom. 

In contrast to this, a durable product 
such as a typewriter may be used in dif- 
ferent places and by different people 
an office or in a home, by a secretary or 
by several members of the family. To 
avoid the possibility of restricting our 
imagination by picturing the machine in 
a locale with which we cannot identify, 
many very effective typewriter ads show 
just a picture of the machine alone with 
little or no background, thus permitting 
each of us to mentally fill in our own 
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Life: 41% Noted, Men;-28% Noted, Women 
POOR BACKGROUND—Reader has hard time 
identifying with party going on in back- 
ground. Ad leaves reader on outside look- 

ing in, lessens his attention. 


more familiar setting. 


@ Many of the more-remembered auto- 
mobile advertisements, too, seem to 
stress the car itself and place little or no 
emphasis on background detail. For the 
ads which do provide a setting for the 
car, the ones we are more likely to re- 
member seem to be those which picture 
the car out on the open road or parked 
in a public or recreation area, rather 
than parked in front of a house in which, 
for example, there is obviously a party 
going on. In other words, we like to be 
able to picture ourselves in the car in 
places where we might be likely to go— 
but we weren’t invited to that party and 
would not be likely to park in front of 
that particular house. 

For packaged goods, the decision as to 
whether before or after-use illustrations 
are most effective seems to depend pri- 
marily on whether the product itself is to 
be consumed internally or applied ex- 
ternally. 

For example, we are more likely to be 
attracted by a picture of a piece of 
mouth-watering apple pie than we might 
be by a picture of an empty plate on 
which, a copywriter could tell us, there 
had been a piece of pie. The food itself 
also has more appetite appeal and re- 
membrance value than does the display 


Here’s How Bayer Aspirin Helps Millions 


FEEL BETTER FAST! 


You can take Bayer Aspirin any time . 
hbecauer no one “ oT dm : mate fa 


more effective pain rel g agent. It is use xu 


rout stomech upset! 
Feel Better Fast-Get BAYER ASPIRIN 
Saturday Evening Post: 
12% Noted by Men; 16% Noted by Women 
AFTER USE—Picture of happy, 
ple may have irritated some 


people than any other pain retiever—wit 


hard to relate ad to product. 
noting. 


smiling peo- 
who needed 
pain reliever. People who didn’t need as- 
pirin at moment may have found it too 
Result, less 


Wan every Dynamic O® 


Rocke: samen regula Cae saringe! 


Life: 63% Noted, Men; 34% Noted, Women 
GOOD BACKGROUND—Open road setting 
gives free rein to reader’s own association. 
Setting is in public domain, so reader can 

imagine himself in this kind of area 


of a package of the flour used in making 
the pie crust. So, too, are we more likely 
to remember a picture of a salad plate 
dinner than we are a picture featuring 
cans of sea food. 

It is difficult to remember the actual 
sensation of pain once it is over, just as 
it seems difficult to reconcile a picture of 
happy, smiling faces in an advertise- 
ment for a pain reliever with the product 
being advertised. Much more memorable 
seem to be those ads which show a be- 
lievable before-use illustration indicating 
a need or reason for using the product 
—this we can understand, particularly at 
those times when we have a need for 
using the product ourselves. 


What's Good for Pain Relievers 
Is Not Good for Cosmetics 

After all, it is not damaging to our 
egos to admit that we have an ache or a 
pain. It may, however, be a blow to a 
woman's pride to be shown quite bluntly 
that she looks less than her best before 
using cosmetics. She may admit it to 
herself, but she is likely to be less than 
intrigued by having an advertiser tell 
her so. 

As a result, cosmetics and toilet goods, 
as products that are applied externally, 
seem to be most effectively advertised by 


An important message to everyone who takes aspirin 


for headaches, cold 


miseries, muscular aches 


GET FASTER PAIN BRELINP wert 


BUFFERIN 


Acts twice as fast as aspirin! 


© 0 cane comm cam os <emne 9° eonunonem 


Saturday Evening Post: 

39% Noted by Men; 40% Noted by Women 
BEFORE USE—I Illustration depicts believable 
need for pain reliever, without getting 
reader to associate with this negative con- 
notation since it was done with impersonal 
sketch. With or without headache, reader 

gets message. Noting rises. 


Won't upset your stomach! 


fisherman 


to he sua of the 
tune with 
Ciuptaink Table Quality 


is A g : Star 
‘i Diet EDs Star- | Eo Bf Star 


Ladies’ Home Journal: 35% Noted 
PACKAGE—Woman reader is not too inter- 
ested in package, preparation process or 
people in food ads. This is package dis- 
play, offers no ideas, uses caricature head 

—all ways to cut attention. 


Now another new Armstrong es Classic Cushiontone! 


Ey%s. 


Better Homes & Gardens: 41% Noted 
DISPLAY--Ad loses by being mainly display 
for product with little inherent attractive- 
ness. No “object d’art,” it is bought as part 
of specific setting—so most memorable 


Armstrong CeILInGcs 


ads include at least a suggested setting. 
better 
main picture. 


Also, building, decorating ads do 
without people in 


IDISCONERED... 
a really long-lasting liquid makeaup! 


fre radiant glow never torn. ley 


«velvety you dant even oced powder! 


“= Aogl Ta 


Ladies’ Home Journal: 26% Noted 
‘aADDY’—For cosmetic ad, this 


el’s divided face, 
Starch ratings show 


accenting 


but prefer positive after-use results. 


Advertising Age, February 6, 1961 


wrmeasrnmevens Seq and Garden Salad Dinner 


SEA AND GARDEN SALAD GNNER 


Star-Kist Tuna 


The real g 
of the prim 


iimeat from the sea—mansized chanks 
a that’s good enough to cat like meat 


Ladies’ Home Journal: 56% Noted 
BEFORE USE—What seems to attract women 
in food ads are ideas—a new dish or re- 
minder of old one—plus appetite appeal, 
a view of how food will look when served. 

This ad has it all. 


She never looks over miuade tp 


approach 
risks rejection by addy technique on mod- 
negative. 
women don’t like to 
be reminded of why they use cosmetics, 


This amazing new Armstrong Ceiling soaks up noise 
and gives your home today’s smart new look 


. cot 


Armstrong CeILInes 


Better Homes & Gardens: 72% Noted 
PRODUCT USE—Here is most consistently ef- 
fective way to get attention for ads of this 
product type—a decorator approach pic- 
turing product in use in attractive setting 
which reader can imagine as her own, and 
which can give her home decorating ideas. 


lows 


how skin Fs 


with the softness of candlelight! 


As lines and shadiuus disappear 
you look younger. more radiant! 


Ladies’ Home Journal: 60% Noted 
AURA—Here is one of most effective ways 
to get high noting for cosmetic ad: pictur- 
ing the aura of attraction as the epitome 
of how a woman wants to look after using 

cosmetics. 
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3. They shopped with it! 
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hey bought! 


Brand new way to build brand sales! 


Insistent reader demand prompted the first issue of the Buyers Guide 
published as part of the November issue. During the third week after 
issue (less than one-third the normal life span of a monthly maga- 
zine ) C. E. Hooper, Inc. surveyed subscribers. Here are the results: 


68% WERE AWARE OF THE BUYERS GUIDE. Of these — 
42% REMOVED THE BUYERS GUIDE FROM THE ISSUE 
31% MORE INTEND TO REMOVE IT FOR USE 
14% HAD ALREADY USED IT IN SHOPPING 
78% HAVE PLANS TO USE IT. 


Millions of women are now acquainted with the Buyers Guide — 
an exclusive reader service provided only by Good Housekeeping. If 


your brand was not listed in November, the May 1961 issue provides 
the next opportunity. Women will be looking for this up-dated listing 
of products with assured dependability. 

The May Buyers Guide will list only those products currently cov- 
ered by the Good Housekeeping Consumers Guaranty. If your products 
meet the requirements you can share the prestige enjoyed by so many 
leading manufacturers by being included in the May Buyers Guide. 
Ask your Good Housekeeping representative for full details — or wire 
C. C. Herge, Advertising Director, Good Housekeeping, 57th St. at 
Eighth Ave., New York 19, N. Y. 


GOOD HOUSEKEEPING 


Magazine & Institute A Hearst Magazine 
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Now fly Pan Am Jet Clippers across the Pacific... 
as well as to Europe...and to South America! 


€TS TO HAWAN AND TORTO ETS DIRECT TO 1h EUROPEAN CITIES TS TO CaRACAS AND BUENOS AIRES 
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Saturday Evening Post: 

44% Noted by Men; 31% Noted by Women 
GETTING THERE—Ad overstresses increased 
carrier service, disregards fact that proc- 
ess of travel is not usual reason for going. 
Ad shows other people traveling, ignores 

reader, so he tends to ignore ad. 


picturing the attractive after-use results 
that can be achieved through use of the 
product: the aura of beauty that is the 
epitome of how a woman wants to feel 
that she can look. How negative, in con- 
trast, seem to be those cosmetic ads which 
attempt a “scare” technique and expect 
women to identify themselves with de- 
pressing “before” illustrations. 

Building and decorating materials, al- 
though they are durable goods, are ex- 
amples of products which are changed in 
form or appearance through use. As such, 
strange as it may seem, many of their 
most memorable advertisements tend to 
be based on the same premise as are 
cosmetic ads: the attractive results that 
can be achieved through use of the prod- 
uct. A picture of a completely finished 
and decorated room or house which we 
may imagine as our personal setting, for 
example, seems to have much more re- 
membrance value than does a picture 
showing the mess and clutter of the build- 
ing or decorating process. 

When we go on a holiday, our purpose 
is usually to get somewhere—we rarely 
travel just for the sake of the ride. So, 
too, in the advertising of a service such 
as travel: We seem to be much more 
likely to remember those ads which show 
us the far-away places we'd like to visit 
ourselves than we are those which pic- 
ture other people boarding a plane or 
sitting on the deck of a ship. 


ONE SCOTCH STANDS OUT 


Time: 23% Noted 
BOTTLE AND GLASS—This ad has the lack of 
distinction typical of usual bottle-and- 
glass ad. There’s nothing new that has not 
been seen before, so nothing new to re- 
member. 


4 there foster 


Pan Am Jets-fastest by far to Bermuda Nassau, and the Caribbean 


memos cow mca HEPURLC 
masses 
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Saturday Evening Post: 

59% Noted by Men; 55% Noted by Women 
END RESULT—This ad capitalizes on poten- 
tial interest in end results of travel: to be 
there. Reader can get involved in this ad 
and can picture himself in this idyllic spot. 


Gift Ads Are Different 

Just as there seem to be exceptions to 
prove almost every general rule, so are 
there exceptions to some of these gener- 
alizations. For example, when packaged 
goods such as liquor or cosmetics are 
specially designed and are advertised as 
gift items instead of for personal use, 
then their most remembered ads may 
well be of the product-display type rather 
than the product-use. This still follows 
common sense, however, since as far as 
the purchaser himself is concerned, these 
items are actually given “as is” and their 
ultimate use or consumption is a prov- 
ince outside of his control. 


Fortunately for many of today’s ad- 
vertisers, there will almost always be 
some very observant readers who are 


able to remember seeing ads which pic- 
tured a refrigerator in a showroom, hap- 
py people in an aspirin ad, or the lines 
and wrinkles in a before-use cosmetic 
ad. Copy research indicates, however, 
that most of us tend to remember best 
those advertisements which appealed to 
our own self-interest and did the best 


job of picturing for us the best possible 
reason why we should spend our money 
to buy the product or service in question 
In this way, however, advertising can be 
equated with common sense, and herein 
lies its strength—and an answer to the 
$64,000,000,000 question. + 


Time: 41% Noted 
GIFT DECANTER—Attractive decanter for 
gift-giving is example of what seems to 
be only really effective way to display 
bottle in liquor ad. Readers tend to re- 
member ads that give information, ideas 
—this gave an idea for gift. 


Employe Communications... 


Advertising Age, February 6, 1961 


Suggestion Plans on the Increase 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


The general office manager who wrings 
his hands over the staggering turnover in 
office personnel could do himself a worse 
favor than ask himself this question: 
“How good is the two-way communication 
around here?” 

In otner words, how genuine are the 
opportunities for an employe to register a 
legitimate kick or to enter a constructive 
suggestion for improvement? The chances 
are that the company has no system which 
permits this and that, if it does, the 
system is so faulty that it might as well 
not exist. 


s There are plenty of general office man- 
agers who would scoff at the thought that 
a well-organized and sensibly adminis- 
tered suggestion plan could reduce some 
of these employer-employe divorcements. 
There are plenty, on the other hand, who 
can point to the reduction of human irri- 
tations sponsored by a 
and a consequent 


suggestion plan 
flattening out of the 
turnover curve. One of the greatest—and 
certainly one of the more obvious—bene- 
fits of a suggestion plan is that it affords a 
disgruntled employe the opportunity to get 
down on paper something that is driving 
the author batty. It is one of the most hu- 
man and understandable of all desires, 
but a lot of companies sit contentedly on 
their corporate reputations and deny the 
employe the right of free speech; the most 
curious part of the situation is that the 
company itself might readily benefit from 
what the employe has to say. 

The plain fact is that, among the more 
enlightened companies, suggestion 
are really in motion. Right now 


plans 
is the 


Salesense in Advertising ... 


highest point yet achieved in volume of 
suggestions and money paid out for them. 
Figures for 1960 are not yet available, but 
in 1959, nearly $15,000,000 were paid out 
to more than 435,000 employes for their 
suggestions. The parent body—the Na- 
tional Assn. of Suggestion Systems—has 
polled a cross-section of its 1,200 mem- 
bers. The poll accounted for more than 
6,000,000 employes who made suggestions, 
and more than one-quarter of these ideas 
were accepted. 


® Uncle Sam is the largest single employ- 
er using the suggestion system plan. At 
last report, nearly $3,000,000 had been 
paid out in awards for 97,802 acceptable 
ideas. In industry the use of the sugges- 
tion system is growing wider, with many 
of the older, larger and more distinguished 
of our corporations ’way up there in num- 
ber of suggestions submitted and total 
sums paid out. IBM and General Motors 
are among the leaders; for example, the 
former reports receiving 2,169 suggestions 
in 1959 for every 1,000 eligible employes, 
while General Motors paid out more than 
$4,000,000 in awards in the same year. 

The standard bonus represents about 
10% of the savings realized through the 
adoption of the suggestion, although it is 
reported that—in some companies—the 
award has amounted to as much as 50% 
of the savings. Some awards of $10,000 
have been reported. 

The non-commercial benefits of a good 
suggestion system, however, still appear to 
exceed the folding money, or cabbage, 
benefits. If a typical employe can detect 
an organizational flaw, suggest a way to 
correct it and be paid for the suggestion, 
he is probably enough well satisfied with 
the cash, but he relishes quite as much the 
thought that he had a chance to sound off 
and saw something done about it. + 


The Big Pull with Small Space 


By James D. Woolf 
Creative Consultant 


The trend in magazine advertising today 
seems to be in the direction of big space— 
full color pages, bleed pages, double-page 
spreads, and multiple gatefolds. Does this 
mean a good advertising job can no longer 
be done with small 
units of space? Are 
smashing, block- 
ousting ads the real 
secret of success in 
advertising? Can an 
advertiser 
small 


with 

space units 

and high frequency 

hope to shape public 

om opinion in favor of 
his products? 

It is my conviction 
that it isn’t the size 
of the space that puts PULL into an ad- 
vertisement. At least size is not the most 
vital consideration. Dr. Samuel Johnson 
said two centuries ago that “the soul of 
the advertisement is the size of the prom- 
ise.” 

I have no doubt that huge units of space 
tend to achieve certain desirable results 
for the advertiser—they stimulate the 
sales force, they impress the trade, and 
very likely they enhance the importance 
of the product in the eyes of the consumer. 


James D. Woolf 


Grateful Relief Yours in SECONDS 


You'll marvel how quickly Dr. Scholl's 
soothing, medicated Foot Powder cools, 
refreshes and relieves foot discomforts. It 
is the perfect way to daily foot hygiene for 
the whole family. Absorbs perspiration . . . 
helps keep feet dry . . . aids in preventing 
infection of Athlete’s Foot and neutralizes 
foot odor. Also eases irritating friction of new 
or tight shoes. At Drug, Shoe, Dept., 5-10¢ 
Stores. 15¢, 40¢ Can. Large 75# 
Economy Size. Try it! 


& 


\ 


Now Also- 
Dr. Scholl's SPRAY 
Foot Powder $1.25 


Df Scholls 


FOOT POWDER 


But they do not shape public opinion for a 
product when and if Dr. Johnson's “soul 
of the advertisement” is not in the copy. 
Huge size and red ink and thunderous 
pitch and clamor are not effective substi- 


re ey hes es hae el ier so —— - ENE CE Tee Pi ah, te cae Re ee ae te See hs Se ge oe 
ee oe oy ee lees eet ee 7 e C gs Pa —_—- = eee ine Sy aaa Be ee ees ee ree eae | ae re ate ’ omens. o 
en eee tT an aes, get ee) ne oo ere, fs Set Ne er. a ee ie TORN Mapa oy: Ur eee. aS | cone anal ye tea atee sae REAR jo: nt 
nege Seema ae pee a: <A hy arene Re eee SS pe 6 tae Baers een ae tere cee a pee fe ae Sera eee: SS ee a 
: ie oy, Soak - as es . : = . , ’ ‘ = i " tae sane : 
4 P é 4 ee 
| 78 ee 
¢ 
, . ee 
| , BS aa! Ee, ~~ 
a it £ sae _——_————— aia 
j os wm : id wee at 
J ¥ ~ ~ “i ‘ : we if RX : 
we ‘ at J é byl aay ee = 
‘Oe Z Ore. | ee 
. . y oe ow 3 4 J 
‘ % sag aS f eae | al te ¥ x n - 
A ty et x ‘ : ; os \ \ 
‘ ~~ 2 a ye 4 
A s Aa e ae ONS kg 1 Me 
. 4 Ay | _ i x * as Ree. me ‘ 7 
Saitie *. Pa SSS | 
\ . —— - — & baer = moe. = nS * i : 
Een — 7 ag 
“ae J - eet on 
= : ee] a eee Z 
: ’ , fee 
n ma 
aris : | ee 
anata. : pe 
Faye " f 
es oneal a fat 
5 oe — Pere 
ee : a ae 
ees 
a a 
oe i 
or a ; 
aye ou Pa 
eee ie <4 
rt E , 
ee as rae 
Gea ae 
wie % pal 
ers ne ‘ nee 
net cai 
a : oe 
ied Oe 
ae oN ae 
ate? ot. 
ia ain: oe 
Peay ee 
i aa 
icilie len cae: 
en) Catia 
eel hin, ae 
ie ae 
Sai ba 
atc a 
ee i - 
? s Rie 2 
peti ren Tae 
ea . ss 8 ign 
i pee LAS! - ae ‘e. . i F a 
ae hh! Shee . ia Hoe SORE? 
: 5 * rs 4 i/ f 4 SS ty ry F TIRED ciel : 
3 If, iow) '< IRRITATED? 
: : a “an, ' zs 4 Pi \ ity y > , 
e ) * ; ai Ph. / 4,* ‘ ae : 
| = . ec 3 : 3 \Se % alt Ear ie 
: ier, . ck | ait “4 i.e | bs 
<i ri} Ps 5 & yy Wh ee 
‘ He ¥ ® j f } j j afi: Vea :  - PERSPIRE? spina 
ee ee 5 ' Le! y ei : CHAFED ? ork 
. » % ‘ ’ x J} x ; , f ee eae 
‘ 4 ‘| W iva ey, oe eee a 
ee * on 4 3 Nie 
Gos / . ; e j -- ? . os, ee 
Sets Se : ‘ ‘ | . a . jae 
ic. ap Og \\RB Rad Flos ji! — 
pes s «) Ret; ol ‘ «: 4 iy, hi gg 8 26 
Sem ps . ‘ - es ee 
A ae ‘ i s y y, i *. a 
=. } . : 7 ae 
= aa , ; ce = > ~ §*, aa 
es tJ ; 7 Ay aia, “a “ a 
a % : : . & 2% @) 7, 7 a ‘- LS . 
oh at ~ G ¢) ’ eee an SS oe 8. 
tn ates - “i fe 
Pr — N 20°00 —«) £¢ © 
| . are eese. eoee es 
: d A treasure for treasured friends | # ‘e j 
ntl oF chia ation = = Be | 
~ on old tin . “ Four Roses * 6 . 
a Sa WF cess 
boa 34 Me a “3 seen 
fe mith eas ee 
5 ; . * i 4 . : ‘ : . on ; = . i 
. 3 ‘ 4 2 . pox < : ‘ e = Se ee eae ee ee eT 4 be . P } 


Every day of the week your intelligence is insulted by that warm, human quality that pays off in profit sales. 


a succession of dull, machine-made commercials. Great commercials aren’t ground out by the yard. 
They all cost money, they all waste money . . . for We know of only one sure way to produce them—hard 
time, for talent, for production . . . because they lack thinking, inspired writing, and plenty of midnight oil. 


The commercial is the payoff....N. W. AYER & SON, INC. 
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tutes for credible benefits. 

What is the largest business of its kind 
in the world has achieved its leadership 
with the aid of small space—three- or 
four-inch single column units—such as 
those shown here. I refer to the Scholl 
Mfg. Co. Dr. Scholl’s products are avail- 
able everywhere in drug stores, depart- 
ment stores, shoe stores and 5-19¢ stores. 
Few products enjoy such thorough distri- 
bution. 

The Scholl ads are true salesmanship- 
in-print. They appeal to a need and prom- 
ise benefits. The Scholl ads are selective, 
appealing openly and directly to readers 
with foot trouble. No irrelevant headlines, 
no teaser copy, no attempt to be cute or 
clever, no soft sell. For example: “Feet 
hurt? Sore? Tired? Irritated? Perspire? 
Chafed? Tender? Grateful Relief Yours in 
SECONDS.” 

The Scholl copywriter obviously exer- 
cises his noodle in finding a real hook—a 
quick, fast answer to a bona fide consum- 
er problem. His headlines get at once to 
the heart of the matter. He does his sell- 
ing almost entirely with words: he has no 
“scenery” to work with. The copy is sim- 
ple, direct and factual, as follows: 

“You'll marvel how quickly Dr. Scholl’s 
soothing, medicated Foot Powder cools, 
refreshes and relieves foot discomforts. It 


On the Merchandising Front... 


Image-Creation for 


By E. B. Weiss 


A top executive of Woolworth’s recently 
remarked that “as stores move closer and 
closer to a single identity in merchandise, 
services and pricing—the need to achieve 
an individual image will call for more in- 
stitutional types of 
advertising.” 

I agree with part 
one of that state- 
ment. But with part 
two, I disagree! I 
don’t “beg” to dis- 
agree. I just dis- 
agree. And com- 
pletely! 

For years I have 
been remarking that 
our giant retailers 
have been rushing 
pell-mell toward an Ike and Mike similar- 
ity. And for years, our giant retailers 
have vigorously denied that any such 
situation was in the making. So, with 
this conclusion of this Woolworth execu- 
tive, I agree! 

Now at least one giant retailer candidly 
admits that the new stores of giant retail 
organizations are moving “closer and 
closer to a single identity in merchandise, 
services and pricing.” He might have 
added that they are moving closer also in 
store architecture, store decor, store fix- 
turing, store display, store advertising. 

Of course, this has been true of the 
variety chains for years. I have remarked 
on several occasions, going back many 
years, that quite frequently a woman 
shopping in a Woolworth store really 
didn’t know whether she was walking the 
aisles of a Woolworth unit, a Kresge unit, 
or the store of any of two or three other 
variety chains, and couldn’t care less. 

But today giant retailers in the food, 
drug, variety and department store fields 
(these are the only types of retailers I am 
referring to in this discussion) are, as I 
remarked earlier, achieving an Ike and 
Mike sameness. The differences, for ex- 
ample, to the casual shopper between 
some of the new Woolworth stores and 
some of the new stores of retailers of oth- 
er types are becoming minor, as the Wool- 


E. B. Weiss 


Like Walking 
on Pillows! 


Dr. Scholl's 
AIR-PILLO 
INSOLES 
Give Luxurious 
Walking Ease 


Air-Cushion your 
shoes for only... 60¢ 


This modern miracle of walking ease 
gratefully pillows, cushions your 
feet from toe to heel. Relieves painful 
callouses ... gives mild support... 
eases pressure on nerves of feet... 
helps lessen strain of standing or walk- 
Beary: ing. Sizes for men, women. Try them. 
wleley You'll be delighted. At Drug, Dept., 
p Shoe and 5-10¢ Stores everywhere. | 


D' Scholls AUR-PILLO Insoles | 


is the perfect way to daily foot hygiene for 
the whole family. Absorbs perspiration... 
helps keep feet dry ...aids in preventing 
Athlete’s Foot and neutralizes foot odor. 
Also eases irritation friction of new or 
tight shoes. At Drug, Shoe, Dept., 5-10¢ 
Stores. 15¢, 40¢ can. Large 75¢ Economy 
Size. Try it!” 

Depending on the product, small-space 
campaigns can be potent, and they deserve 
serious consideration by advertisers. + 


No-Image Retailers 


worth executive has finally admitted. 

However, when this Woolworth execu- 
tive remarks that this peas-in-a-pod 
sameness calls “for more institutional 
types of advertising’—here I part com- 
pany. 

A no-image retailer can rarely achieve 
a distinctive image through advertising! 


@ Ohrbach’s 
retail 


runs a distinctive type of 
operation. Ohrbach advertising 
starts with a unique retailing concept— 
and uniquely interprets that unique con- 
cept to the shopping public. I might add 
that Ohrbach’s has unswervingly followed 
its fundamental store and advertising phi- 
losophy for well over three decades—a 
record unmatched in the annals of retail- 
ing! 

But asking advertising to create a dis- 
tinctive image for a retailer who has 
scarcely an iota of distinction is asking 
advertising to perform just about the 
impossible. 


s It is an odd fact that every one of our 
major retailers started out as a unique 
type of retailing. This was true of the 
early department stores—the founders of 
Wanamaker’s, Macy’s, Marshall Field 
started retail ventures that were wonder- 
fully different in that era. The early mail- 
order houses were unique. Ditto for Frank 
Woolworth and his five-and-dime. Ditto 
for the drug pine-boards. Ditto for the 
early food supers. 

But with the possible exception of 
mail-order—especially at Sears, where 
the mail-order division has made a re- 
markable record of blazing new trails— 
each and every one of these retailers has 
lost most, if not all, of its original points 
of difference. This is, of course, especially 
true in their new stores. What is more, 
the trend toward sameness continues— 
with increased momentum. 

Some day, somehow, this race toward 
sameness among our giant retailers must 
stop. It must stop because there must 
eventually occur a saturation of their 
identical one-stop stores—this may be 
very close at hand right now. It must stop 
because their net profit statements fur- 
nish positive evidence that this is not the 
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The Creative Man’s Corner... 


OBB PPP PPP PP PPP PPP PPP PPP PP PPP PPP PPP 


4 

) 

4 

,) 
glimpse the eternal feminine 
Toiletries.” 

as a result, so compelling. + 
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This ad is from McCall's and it looks almost as if it were one of McCall's 
own pages. We like its straightforwardness. We like its simplicity. We like 
its superb artistry. The copy matches the photograph in re-creating reality: 


“She’s all little girl; all precious. And every once in a while you 


grown up some day! Give her her heart’s desire; Little Lady Toiletries 
... playing grown-up in an entirely ladylike way can be so much fun! i 
(and a wonderful way, also, to form life-long habits of daintiness!) 
She’s sugar ’n spice, give her everything nice, give her Little Lady 


What a shame more advertising cannot be so true-to-life, so human—and, 


aa 


“Me fF 


. the part of her that will be truly 


road to a good net profit ratio or to a good 
return on investment—never before have 
so many large retailers done so miserably, 
on net profit ratio and return on invest- 
ment, as have most of our giant retailers 
for the last few years. 

There is absolutely nothing on the 
horizon to suggest a reversal in this dis- 
mal profit performance; it can only 
worsen. Unless 1961 shows a powerful 
economic upsurge, the net profit percent- 
age and return-on-investment record of 
most of our giant retailers will be abom- 
inable! And even a powerful economic 
upsurge may permit no better than a 
holding acticn in this respect. 


s But unless and until several giant re- 
tailers achieve a philosophy of retailing 
that isn’t simply “me too’’—there is little 
that so-called institutional advertising 
can do to free them from the chains of 
“me too.” 

I would also say that even if some giant 
retailers succeed in breaking away from 
the pack in fundamental policy and pro- 
cedure—the chances are slim that any of 


them will accept truly brilliant image- 
creating advertising. And the chances are 
even slimmer that any of them—if they 
do accept such advertising—will back it 
with sufficient funds and continue it, un- 
touched and unmarred by meddling, year 
after year after year. 

I think the record backs up those as- 
sertions! 

However, I am sufficiently optimistic to 
have faith that one or two giant retailers 
will ultimately evolve a brilliant new 
philosophy of retailing geared and gaited 
to the requirements of our modern soci- 
ety—and that they will also be sufficient- 
ly astute to back up that wisdom with 
an equal wisdom in appropriating the 
necessary funds for advertising to plant 
that new image deep, deep in the minds 
of millions of shoppers. 

And, finally, I am hopeful that these 
few brilliant retailers will take a leaf 
from the Ohrbach book of experience and 
continue, year after year after year, to 
give creative talent the reins in uniquely 
interpreting that unique image to the 
public. + 
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Another Good Housekeeping First 
in the Women’s Service Field! 


“MATCH-A-MARKET” PLAN 


5 REGIONAL EDITIONS 


SPACE: Full pages, double columns, horizontal half-pages. B/W, 2 color 
or 4 color. 


BLEED: full pages free, 5% extra % and % pages. 


MARKETING AIDS: a variety of merchandising services: 
* Retail promotions « Consumer Panel market surveys 
* Hearst Trading Area System of Sales Control « Buyers Guide Listing 


CONSUMERS GUARANTY SEAL: available to regional advertisers 
meeting requirements; provides unique sales power based on tremendous 
public confidence. 4 out of 5 women* are influenced in buying decisions 
by Good Housekeeping Consumers Guaranty Seal. 


Share the prestige enjoyed by leading advertisers in the unique climate 
of confidence achieved only by Good Housekeeping. 


*Crossley S-D Surveys 


NORTH EAST 
Full page, b/w .. . $6,750 


EAST CENTRAL 
Full page, b/w .. . $3,700 


WEST CENTRAL 
Full page, b/w .. . $4,450 


SOUTHERN 
Full page, b/w... $4,350 


PACIFIC 
Full page, b/w .. . $3,550 


Figures shown in each marketing region on 
map represent circulation base, March, 1961 


GOOD HOUSEKEE 


MAGAZINE AND INSTITUTE 


PING 


@®HEARST CORP. 1961 
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Visual Book Review... 


Artist-Adman Zeroes in 
on ‘The Waste Makers’ 


The following slide talk, a breezy and novel review of Vance 


Packard's new book, “The Waste Makers,” was delivered by 


Jack Roberts, creative director, Carson-Roberts Inc., Los Ange- 


les, who also drew the cartoons. First presented in San Francis- 


co at the Container Corp. marketing seminar (with Vance Pack- 


ard as fellow-panelist) late in 1960, it was repeated for the 


Orange County Ad Club. 


By Jack Roberts 


Greetings, fellow Status Seekers! Curi- 
ously enough, Vance Packard has written 
a book about us! But pe ‘haps you're not 
compulsive about your social or profes- 
sional standing. Maybe you're a sick social 
scientist who's sold out to sales, or worse, 
an advertising agency man, slyly Hiding 
your clever Persuasiveness? Hello! Mr 
Packard has written a book about you, too! 

Now, if neither of these books concern 
you, our author’s latest publication should 
It’s called “The Waste Makers”; Sales- 
week, in a glowing book review, calls it 
“the most savage attack on marketing 
yet.” They accuse Mr. Packard of labeling 


i—‘A” is for Advertising and Marketing 

Man...he is the prodigal son of the 

book. When stores and shelves aren’t 

overstocked and over-stacked, he’s a 
Sad Sack. 


Creative Director, Carson- Roberts Inc., Los Angeles 


marketers as “evil, greedy men who de- 
base American life by making gluttons 
of us.” 

I'm not so sure that this book is, in 
truth, a savage attack on marketing, but its 
subject is surely an area of concern ...so 
if you evil, greedy men will pause in your 
debasement, I will present, for your con- 
sideration, a visual book review of “The 
Waste Makers” (your 1961 Packard). 

Waste makers, it seems, are those who 
“seek to make their fellow citizens more 
prodigal,” which is to say, more recklessly 
extravagant. Let’s throw some light on the 
ABC’s of this Live-it-upmanship: 


4—The author, understandably, takes a 

dim view of all of this, as well as the sly 

marketing strategies being employed to 

stimulate colossal consumption. Strate- 
gies like: 


2—‘B” is for Babies and the postwar 
baby-boom. Packard tells us every 11 
seconds the U. S. marketer is presented 
another bundle of joy. Another “new 
prospect” for “toy pistols, motorcars, hi- 
fi sets, powerboats, mixers and a casket.” 


*\0900 We 


5 a 


3—"‘C” is for Consumerism and slogans 


like, “You auto buy now!” It implies, we 
are told, “strategies that would make 
Americans in large numbers into vora- 
cious, wasteful, compulsive consumers.” 


5—‘There’s Always Room for More”... 
the title of Chapter Four. I choked on my 
chuckle over this when I came across a 
reference to one of Our Clients ...anoth- 
er of the Big Four, Rose Marie Reid...” 
and our (Carson-Roberts) swimsuit ad 
“for Sun, for Swim, for Psychology.” 
Flushed with guilt, I realized I'd been a 
party to the notion that a gal might need 
more than one swimsuit. 


6—But I wasn’t alone, no less than the 
American Telegraph & Telephone was 
equally guilty of the Double-Play by 
suggesting “that families install a sec- 
ond, entirely new (telephone) line into 
the house!” Why? Get a 
extra...convenience!”’—of all things 


7—We learn, further, that the dire’ Dou- 
ble-Play begins with a double-ring cere- 
mony, and continues through Detroit's 
emphasis on multiple carburetors, dual 
exhausts and two-car families ...all fos- 
tered by “aggressive advertising and 
selling campaigns.” It’s a threat to our 
values, as are all those kids. 


s—And our children are having planned 

obsolescence drummed into their little 

heads with breakable plastic toys. But 
this is child’s play compared to... 


? 


9...the throwaway strategy employed 
by the pharmaceutical houses. “Billions 
of pills” are wasted through incomplete 
labeling and the proliferation of brand 
name drugs. The reader must agree, here. 


10—Our perspective restored, we find in 
the chapter, “Progress Through Planned 
Obsolescence,” that manufacturers are 
deliberately planning product shoddi- 
ness, and that some of these birds “are 
skimping on their products in order to 
feed advertising and sales costs.” 


11—Packard points to three ways that 
products can be made obsolescent: (1) 
by becoming outmoded... obsolescence 
of function, (2) by breaking down or 
wearing out (according to plan) ...ob- 
solescence of quality and (3) by becom- 
ing less desirable although still sound... 
obsolescence of desirability. The latter, 
he notes, is fraught with “overtones of 
manipulation.” 


al 
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12—Style change effects obsolescence of 
desirability several ways. For example: 
(1) by a change of predominant color... 
here, Packard hints at industry color col- 
laboration, “if not outright conspiracy,” 
(2) style change by the degree of orna- 
mentation and (3) finally, by changing 
the profile, i.e., fashion’s hemline. He 
calls this, breathlessly, “running up-and- 
down-stairs.” The dark at the top of the 
stairs is documented in a quote from a 
Neiman-Marcus buyer... 


7 \\ a -_ 
13...(in explaining why bikinis would 
be the big item for 1960): “The well- 
traveled waistline has been going up and 
down since fashion de-emphasized the 
bosom, and the spotlight is now on the 
navel.” From pleasant navel contempla- 
tion we’re transported to Detroit, and 
here once more agree... 


I> 
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14... that tail-fins have had their ups 
and downs, which cause us to suggest 
the telescoping fender-fin, like a col- 
lapsible cup (that is if it wouldn’t create 


obsolescence). 


15—We go along with a quote comment- 
ing on an advertisement for the least- 
changed of the °57 model cars which 
used the word “NEW” 20 times in the 
copy, and likewise, as did the quote, 
“find it difficult to assume that such 
complete and utter nonsense is justified 
by the need to sell 7,000,000 cars in ’57.” 


16—Consumer Union reports are used 
heroically to document the book’s decline 
of quality thesis: Self-timing toasters, in 
a test, were found to be defective, haz- 
ardous—and only three out of 22 tested 
high. Retailing Daily provided more am- 


munition... 


17... by reporting that “switches on ro- 
tisseries have been turning bad lately.” 
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G00 Heavens! 
(TS T1YEARS OLD! 


APD, 


18—Home Furnishings Daily contributed 
also, with the headline, “Obsolescence to 
Key Westinghouse Drive.’ Dealers, 
Packard notes, were urged to point out 
“how obsolete 1949 appliances are.” 


19—In the chapter, “Fashion Lines for 
the Kitchen,” he somehow moves in a 
standard double bed, and reveals that 
U. S. Steel “in 1960 prepared a massive 
campaign to change American ideas 
about the right size for a bed.” They 
were reported ready to spend a million 
dollars to put consumers into larger beds 
(the cot thickens)! 


20—In the same chapter we learn of a 
bathroom scales manufacturer who is 
planning “new designs that would make 
obsolete the scales that are already in 
60% of American homes.” (That’s obso- 
lescence on a grand scale!) 


21—Another large-scale obsolescence 
possibility was the introduction of mass- 
produced homes with latticed windows 
and steeply pitched roofs...here, he re- 
ports, through the aegis of a “consultant 
on marketing strategy,” that “the trend 
to small windows might... outmode ev- 
ery home in the nation with a picture 
window.” (The promised land could be- 
come Disneyland!) 


22—In Chapter 14, we're informed that 
Diner’s Card-type indebtedness is be- 
coming “a way of life in this country.” 
Marketers can exploit the credit-card 
craze by following the FPreudian’s analy- 
sis, wherein credit cards have becom 
“symbols of power and inexhaustible 
potency.” 


23—The promotion of hedonism is an- 


other “calculated marketing strategy,” 
says V.P. “Advertising agencies in their 
house organs (!) declared that the pur- 
itanism still lurking in many Americans 
should be a major target.” 


24—“A new age of elegance” is offered as 

an answer to Puritanism, and Packard 

attests to this “craving for elegance... 

Gold-plated bathroom faucets are soar- 

ing in popularity,” he says, “as are gold- 
plated toothbrushes!” 


a 


25—Further evidence of creeping Ele- 
gance: a domestic champagne producer 
whose advertising “has begun urging 
married couples to break out champagne 
for breakfast.” Crackle! Snap! Pop! 


OK ONCE MORE. THIS IS THE BANK.THIS 16 THE CONSUMER... 
‘i AND HERE'S THE PLAN... 


26—The consuming public is being urged 

by plotting marketers to break out also— 

out of their old inhibitions and live it up. 

It sounds, to Packard, like a vast nation- 
wide conspiracy. 


i 
A 


27—Conspiracy or not, the psychological 


implications in marketing method he re- 
veals are fascinating: “Belts are now 
being encased in a psychologically potent 
package” because, he says, “To the 
normal, healthy, energetic woman, a 
hanging belt is not a symbol of virility 


or quality.” 


28—He follows this with a chapter on 
“Progress Through the Proliferation of 
People” ...“a development pleasing to 
marketers was that young people were 
marrying at an early age.” Through 
bountiful breeding, marketing turns ma- 
ternalism into patriotism. 


29—A quote from the next chapter, 

“Wearing things out does not produce 

prosperity, but buying things does”... 

sounds as threatening to Packard as a 

line from Huxley's “Brave New World.” 
(Or is it more Stevensonian? ) 
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33—Mr. Packard concludes his book with 
some suggested courses of action: For 
example, we could begin by restoring 


pride in prudence. 


34—We can restore pride in quality, per- 
haps by legislating required labeling on 
products, listing standards of quality, and 


subscribing to “Consumer Reports.” 


30—In his understandable concern with 
our vanishing natural resources, he re- 
veals a certain “can consciousness” —the 
average family, he says, throws away 
about 750 cans every year. (An uncanny 
fact!) He takes note of a tv commercial 
that actually showed a pleased housewife 
dropping a metal can into the waste- 
basket; and early in the book states, “In 
the lifetime of many, if not most, of us, 
Americans will be trying to mine old for- 
gotten garbage dumps for their rusted 
tin cans.” He takes a deserved swipe at 
the shaving cream ad with the gal claim- 
ing “The Biggest Can,” and caps his 
can-did comments with three references 
to McCann-Erickson! 


(came WINES PRESENTS 


weet 
THE PRESS 


Co © 

\ * — 
31—Television is agreeably criticized in a 
chapter on “The Commercialization of 
American Life.” We note “an indication 
of better tailoring of program type to 
advertiser,” which seems reasonable, but 
the reported forceful injection of com- 


mercial copy into the program content... 


“PUT YORE NECK IN 

THIS WERE BOR ORLON 

ACRYLIC FIBER 
NOOSE, MOOSE !* 


32...%8 less believable, and would be 
news to most tv advertisers. 


N 


35—In any case, something must be done, 
for we are “suffering from a surplus of 
happiness.” Perhaps we are. He advances 
the hope, which I share, that perhaps the 
infant institution, advertising, will de- 
velop an idealism, a deeper sense of re- 
sponsibility, and a mission to improve 
man in ways that will have enduring 
value.”.While we can agree in this hope, 
“The Waste Makers” remains a book full 
of half truths, half-quotes... 


To HALF 

) OR TO HALF NOT 
THAT'S THE 
QUESTION ! 


36...and some half-asked questions. 
Does marketing have the manipulative 
power over the consumer that Mr. Pack- 
ard suggests? Or is it a reflection of con- 
sumer attitudes? In the buyer-seller re- 
lation, who’s doing what to whom? Has 
Mr. Packard underestimated the power 
and independence of the American con- 
sumer? 


Ey 


— 


37—That’'s the key question, and with it 
—that’s the wind-up! = 
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Long-Bell to Nelson 


Long-Bell division of Interna- 
tional Paper Co., Longview, Wash., 
has appointed Nelson, Pedersen & 
Allen, Portland, to handle factor 
advertising for lumber, plywood, 
flakeboard and products such as 
kitchen cabinets, doors, flooring 
and millwork, effective Feb. 1. The 
account, which bills under $100,000 
a year, is presently being handled 
by Potts-Woodbury, Kansas City. 


HE CAN 
HELP YOU 


if you’re 
looking 
for fast 
Direct National 
Distribution 


Barney Kingston, Merchandisi Direct 


Don't be fooled by the ‘‘outlet map’’ on 
your wall! It’s one thing to put your prod- 
uct in stores—it’s quite another to move it 


If your product or service lends itself 
to personal selling—whether in a home, 
office, store, institution, service station, 
etc.—it will pay you to investigate the 
booming $9') billion DIRECT SELLING 
FIELD. Manufacturers. and agency execu- 


tives often amazed to learn how easy and 
inexpensive is to move merchandise 
through modern direct selling—in ALL 


counties of the 50 states and in the prov- 
inces of Canada 


Let us analyze your product or service 
without obligation on your part. If your 
product has potential in our fleld, we 
submit 35-year sales-tested plan for con- 
sideration; sample plan starts 50 new 
companies every month many of 
which now do from $250,000 to more than 
$12'!, million annually 


Send factual data to our Merchandising 
Director, Barney Kingston, Dept. P-120, 
Salesman’s OPPORTUNITY Magazine, 850 
North Dearborn Street, Chicago 10, Ill. 


Merchandising Ideas 


e Warner Bros., 
Warner Uses New York, has 
2-Purpose Ad launched an in- 
ternational mer- 


chandising campaign for Joshua 
Logan’s Technicolor production of 
“Fanny” with a page ad in the 


New York Times, which it calls the 
its 


first of kind ever used for a 


oe ee cite Cocina Ramee 
— 


| heen mete 
Anemee, Crete ©1008 punt anh ter Shy LE Greneman Girecter of Merchandining Or evite ten tow? eutte 


FOR EVERYBODY—Warner Bros. used 

this back page ad in the New York 

Times aimed at both the public and 

agencies, manufacturers and 
tailers. 


re- 


motion picture. The back page ad, 
featuring Leslie Caron, Maurice 
Chevalier, Charles Boyer and 
Horst Buchholz, under the head- 
line, “‘Everybody wants to go with 
Fanny,’ was aimed both at the 
general movie-going public and at 
agencies, manufacturers and retail 


In TAMPA- 


ST. PETERSBURG 
You Sell the Negro 


only if you 


Buy WIMP. 


Rounsaville 


businesses. To the latter group, 
the ad proposed discussing pro- 
motional tie-ups with the Warner 
Bros. exploitation-promotion-mer- 
chandising manager, I. W. Gross- 
man. “Fanny” is scheduled for re- 
lease this summer. The story of 
the Marseilles waterfront was 
filmed on location in France. 


e A wallet-size, 


St.Louis Map detailed map of 
Promotes Area downtown St. 
Louis, which 


snaps open from a star-shape fold, 
is being distributed by St. Louis 
business men as a promotion for 
the area. The multi-colored map, 
which even shows direction of 
traffic on one-way streets and lo- 
cations of major downtown stores 
and hotels, 
bers of Downtown St. Louis Inc. 
at a cost of from 7¢ to 8¢ each 
for distribution to their customers. 
The map gained attention from St. 
Louis printers, who noted the map 
was printed in West Germany. 
The tricky fold, according to a 
local printer, is one he couldn't 
duplicate for the price, and an- 


other local printer bought quanti- | 


ties of the map to give to his cus- 
tomers. 


e Free promotion 
Clean-Up materials for 
Time Promoted Spring Clean-Up 

Time, a major 
merchandising event for Arm & 
Hammer Sal Soda Concentrated, 
now are available from Church & 
Dwight Co., 70 Pine St., New York. 
The materials include 17x22” post- 
ers in color and die-cut shelf talk- 
ers for point of purchase use, plus 
six ad mats, also available as re- 


Sell the 


Negro in These 


Six Big Markets... 
With Rounsaville Radio 


buy one or all—discounts with two or more! 


WCIN—CINCINNATI. 5000 watts. Reaches 170,- 
000 Negroes, who spend $140,528,670 annually 


WLOU—LOUISVILLE. 5000 watts. Reaches 158,- 
000 Negroes, who spend $127,405,400 annually 


WVOL—NASHVILLE. 5000 watts. Reaches 124,- 


Radio 


In fast growing Tampa - St. 


Tampa - St. 


and the entire 


nationally by John E. 
by Dora-Clayton. 


income. 


market. 


Petersburg 
Negroes spend $66,180,620.00 annually on con- 
sumer goods. It’s definitely a big spending market! 
And you reach it only with Rounsaville Radio's 
WTMP—only all Negro-Programmed station in 
Petersburg! Top rated by both Pulse 
and Hooper (as are a// the Rounsaville Stations!) 
Call or write today for the full story on WTMP, 
Rounsaville chain. 
Pearson, 


129,000 


on the dial. 


Represented 
in the Southeast 


* Six Rounsaville Radio stations 
reach 1,433,915 Negroes with 
$824 ,000,000.00 annual spendable 
A proper part of your 
budget must go to Rounsaville 
Radio or you miss this growing 

Rounsaville Radio pro- 
F gramming exclusively for the 
y Negro with Negro disc jockeys 
and personalities, speaks with 


3220 


believability. No one does a better job of reaching the 


Negro than we do at Rounsaville Radio. 


HAROLD F. WALKER-—V.-P. & Nat'l Sales Mgr. 


Owner-President 


Nat'l. Rep. 


ROBERT W. ROUNSAVILLE 


JOHN E. PEARSON CO. 


000 Negroes who spend $82,400,000 annually 


WYLD—NEW ORLEANS. 
294,700 Negroes, who spend $218,483,000 annually 


1000 watts. Reaches 


WTMP—TAMPA-ST. PETERSBURG. Reaches 
129,000 Negroes, who spend $66,180,620 annually 


KRZY—DALLAS-FT. WORTH. 500 watts. 730 
Reaches over 350,000 Negroes who 
spend 80% of income on consumer goods 


FIRST U.S. NEGRO-PROGRAMMED CHAIN 
FIRST IN RATING IN 6 BIG MARKETS 


ROUNSAVILLE 
RADIO STATION S 


PEACHTREE RD. 


e ATLANTA 5, GEORGIA 


HAROLD F. WALKER 
V.P. & Nat'l Sales Mor. 


DORA-CLAYTON 
Southcastern Rep. 


is available to mem- |} 


production proofs. Spring Clean- 
Up Time continues throughout the 
home cleaning season—from the 
first thaw to picnic time, accord- 
ing to Patrick F. Curran, Church 
& Dwight vp in charge of adver- 
tising. 

The promotion offers merchan- 
disers an opportunity to make ex- 
tra sales and profits from brooms, 
brushes, rubber gloves and other 
housewares, along with washing 
soda, Mr. Curran said. He urged 
stores to set up a central Spring 
Clean-Up Time display, using the 
theme also in flyers and hand- 
bills as well as newspaper ads 
and direct mail pieces. Promotion 
materials may be obtained from 
Church & Dwight or brokers and 
salesmen. 


e “Strictly Birds- 
manship” (“Or: 
How to lay the 
egg that kills the 
golden goose’’) has been published 
by Benson-Lehner Corp., 1860 
Franklin St., Santa Monica, Cal. 
Author, Bernard Benson, who ear- 
lier satirized modern engineering 
in “Engineersmanship,” now hu- 
morously comments on some of the 
problems in the partnership be- 
tween government and industry in 
the area of scientific research and 
development. The book is liberally 
jillustrated with cartoon-type 
drawings by Jack Roberts, creative 


Book Spoofs 
Government 


1997 -@rp, 
* ‘ 


| BIRDSMANSHIP—Drawings like these 
|by Jack Roberts, of Carson/Rob- 
| erts, illustrate a new book, “Strict- 
|ly Birdsmanship,” which satirizes 
| Probiems of government and 
| dustry. 


| director and one of the principals 
|of Carson/Roberts, Los Angeles 
| agency. 

According to the author and il- 
jlustrator, “‘Engineersmanship’ 
was published to give the engineer 
a one-up position ... Engineers 
were several hundred million dol- 
lars ahead when the score was last 
checked. With humble apologies 
and in a sincere effort to. make 
amends to our friends in the gov- 
ernment, ‘Strictly Birdsmanship’ 
|is published. Its success will be 
measured by greater government 
spending, reduced profits for in- 
dustry, and the rights to all tech- 


in- 


CLEANUP TWINS— 
Jean and Bar- 
bara Lau hold a 
17x22” color post- 
er proclaiming 
Spring Clean-Up 
Time, a merchan- 
dising promotion 
of Church & 
Dwight Co. for its 
Arm & Hammer 
Sal Soda Concen- 
trated. Other pro- 
motional materi- 
als for tying in 
Sal Soda and re- 
lated housewares 
and cleaning aids 
to spring clean- 
ing are available 
from Church & 
Dwight. 


nology and inventions secure in 
the hands of the government.” 


e Cowles Chemi- 
cal Co., Cleve- 
land, is distrib- 
uting to its cus- 
tomers and prospects match-filled 


Match Boxes 
Boost Launtex 


containers which duplicate in 
miniature the containers for its 
Launtex commercial laundry de- 


MATCHED DETERGENCY—Cowles 
Chemical Co. is distributing to cus- 
tomers these matches in containers 
resembling the company’s Launtex 
detergent boxes. 


tergent. Cowles’ Launtex three- 
color label is reproduced on the 
match containers, with its slogan, 
“Matched detergency.” The con- 
tainers are manufactured in Italy 
and sold in the U.S. by Continen- 
tal Match Co., a division of Lion 
Match Co. + 


Ovaltine Uses TV, Premium 
to Promote New Flavor 
Ovaltine Food Products, Villa 
Park, Ill., a division of Wander 
Co., has launched a six-week na- 
tional spot tv campaign featuring 
self-adhering replicas of official 
emblems of five Swiss ski resorts. 
They are inserted behind the label 
of Swiss chocolate flavor Ovaltine 
jars. The promotion is the first for 
the flavor, introduced in October. 
The tv drive began Jan. 20 in all 
major markets. Tatham-Laird, 
Chicago, is the agency. 


Allston, Smith Adds Two 
Allston, Smith & Somple, Green- 
wich, Conn., has been named to 
handle advertising for the research 
division of Consolidated Midland 
Corp., Katonah, N.Y., drug manu- 
facturer. Allston, Smith also has 
been named to handle consumer 
advertising for the lawn, garden, 
tree and shrub spray service of 
General Spray Service, Katonah. 


‘Connecticut Golfer’ to Bow 
A new monthly magazine, Con- 


necticut Golfer & Country Club, 
will be launched in May. There 
will be six issues in 1961. Arnold 


Kupper is publisher. Offices are 
located at 1010 Wethersfield Ave., 
Hartford. Initial run will be 20,- 
000. Rate for a b&w page one-time 
is $570. 
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“Reading is essential...men who read more buy more” 


“Our own advertising, which says: ‘Send me a man 
who reads,’ has generated requests for half a million 
reprints in less than six months. This vividly dem- 
onstrates the power of—and interest in—the Printed 
Word. 

“Of course, only certain men respond to a message 
like this. But they are the very ones we want to 
reach, the men in command. The beauty of adver- 
tising in print— where 75 per cent of the total is today 
—is that it selects just such readers. 


“If you have goods or services to sell, I commend 
to you the power of the printed page. For men who 
read are generally those in a position to buy.” 


a. McGraw-Hill 
‘@: 


° S 
fexe* 
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McGRAW-HILL PUBLISHING COMPANY, INC. 
330 WEST 42nd STREET, NEW YORK 36, N.Y. 


More than one million key men in business and industry pay to read McGraw-Hill publications. 
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Richard C. Doane, President of International Paper Company, comments on the power of reading ...and advertising... for National Advertising Week, February 5 to 11 
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Four is par for Georgia’s great $2 billion 
market . . . the Augusta, Columbus, Macon 
and Savannah trading areas. Read in 9 out 
of 10 homes in each metropolitan area, the 
4 Georgia Group papers give you the cover- 
age and penetration you need and want. So 
why not score with the winning foursome? 
It’s one order, one bill, one check . . . and 
savings of 13% on 10,000 lines or more. 
Call your local Branham man for details. 


Oeorgia Group 


AUGUSTA Chronicle and Herald MACON Telegraph and News 
COLUMBUS Ledger and Enquirer SAVANNAH News and Press 


Represented nationally by THE BRANHAM COMPANY 


Play this 
winning foursome 
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John Strubing, 62, 
Retired Compton 
Agency Exec, Dies 


|Strubing Jr., 62, who retired as 
vice-chairman of Compton Ad- 
vertising, New 
York, two years 
ago this month, 
died at his home 
here Jan. 28 of 
Hodgkins dis- 
ease. 

In a memo 
to the Comp- 
ton staff, Bar- 
ton Cummings, 
president, cred- 
ited Mr. Strub- 
ing with greatly 
aiding the agen- 
cy’s growth. “Jack was one of the 
first, and in my opinion one of the 
greatest all-around marketing men 
in the adverti.ing agency field,” 
the memo said. “While at Compton 


J. K. Strubing Jr. 


MORE GOOD LEADS 
FOR YOUR SALESMEN! 


Are your salesmen 


paced to their needs? 


planning 
sketched out 


we get going?” 


The Lakeside Press 


CAlumet 5-2121 


Sales offices also at: 


when they should be selling? 


a printed lead-getting program 


R. R. Donnelley & Sons Company 


spending far too much of their time — 


and of your money—“‘bird-dogging”’ for prospects 


Why not jump the fire-power of your entire force with 


You and your creative staff will find here at Donnelley’s an 
expert knowledge of tested programs for locating interested 
prospects. At the moderate extra cost of good printing you will 
get a bonus of help in many forms: 

$ Ideas and techniques tested in use $ Use of ‘‘stopper’’ illustra- 
tions $ Design that prints and adds wallop to the complete ‘‘pack- 
age’ $ Copy editing $ Ideas for heads and subheads $ Help in 
including valuable ‘‘second-guessing”’ on plans already 


Consult us without obligation. Write for a copy of our new 
booklet “Getting Leads for Your Salesmen.’’ No charge what- 
soever. Or reach for the telephone NOW and say, ““When can 


350 East Twenty-second Street, Chicago 16 


220 East 42nd Street, New York 17, YUkon 6-1144, 


3460 Wilshire Boulevard, Los Angeles 5, DUnkirk 5-2946 


Advertising Age, February 6, 1961 


he went to great pains to train, 
with considerable patience, young- 


| er men.” 


When Mr. Strubing retired, he 
told ADVERTISING AGE that people 


| at Compton had to quit at 60 be- 
LYME, Conn., Jan. 31—John K. | 


cause of pension plan provisions. 
But his enforced retirement didn’t 
bother him. “I must be inherently 
lazy,” he said. ‘““My time is my own 
to do with as I please.” 

He had taken a six-month leave 
of absence prior to the effective 
date of his retirement, and he spent 
that time doing “inconsequential 
things—golf, fishing, shooting.” 
Then he started training a gift 
Labrador retriever named Ichabod. 
“It took me two days to build him 
a doghouse—at more expense per 
square foot than it cost to build my 
own home,” said Mr. Strubing 
wryly. 


# It was Mr. Strubing’s intention 
to spend his retirement at “some 
university where I could give a 
series of talks to illuminate the 
advertising business. If under- 
standing this business can be 
spread around, we may get some 
good people in it who are now shy- 
ing away from it, and we may 
keep out some others who should 
never get into it.” 

He also had an idea he’d like to 
do some consulting with advertis- 
ers not in competition with Comp- 
ton clients. “I’d dearly love to ob- 
serve agency solicitations and help 
advertisers make the right agency 
choices,” he said. 

Mr. Strubing did get to do some 
consulting work, but the onset of 
the disease that was to prove fatal 
kept him from doing the other 
things. 

After Princeton, where he was 
quarterback on the football team 
and where visiting co-eds tagged 
him “Merry Legs,” Mr. Strubing 
got a job as a board boy in a Phil- 
adelphia brokerage. Then, in turn, 
he worked for a public utility, a 
bank, a flour and feed mill, and 
a plush mill, where, he said, they 
turned out “the stuff they put on 
auto cushions before nylon and 
vinyl.” 


s He entered the ad business via 
the old Eugene McGuckin Co., 
which preceded the Geare-Marston 
shop. From there he moved to New 
York and Young & Rubicam, were 
he served briefly as contact man 
on International Sterling. Later he 
said, “I’m still not sure whether I 
quit or was let go. But I didn’t like 
New York. I was just a suburban 
boy from Philadelphia, and I didn’t 
like bachelor quarters in Tudor 
City.” 

Mr. Strubing returned to Phila- 
delphia and a job at the Ledger. 
Later he moved to Rohrabaugh & 
Gibson, and in 1939 he went on to 
Compton. 

A Marine Corps officer in two 
world wars, Mr. Strubing was in- 
clined to gloss over his service in 
World War II with the crack, “I 
procured women in Detroit.” It 
was his way of saying he served 
as procurement officer for the Ma- 
rines’ distaff auxiliary. 

On his return to Compton, he 
was assigned to a major account. 
At his first client meeting, he dis- 
agreed forcefully with a client’s 
opinion. “I had bursitis at the time, 
and that didn’t do my disposition 
any good. I said what I thought, 
but I used four-letter Marine Corps 
words,” he said. In 48 hours he 
was off the account. 

After 19 years at Compton, he 
told an interviewer, he had no re- 
grets about his automatic retire- 
ment. “I object to older men who 
stay around, taking income and 
keeping the lid clamped on young- 
er guys,” he said. + 


Wagner Joins Maescher 

Robert O. Wagner, former assist- 
ant ad manager of White-Rodgers 
Co., St. Louis, has joined Al Maes- 
cher Advertising, Clayton, Mo., 
with contact and creative duties. 
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WW Awe the 
paral South! 


[ rit 


The Southern farmer has much to 
preserve for a family that’s larger than 
‘ average! Cash income on Southern farms 
! is over $10 BILLION a year..In 1960, cash 
reserves of Southern farmers in the form 
: of bank deposits and government bonds 
rose to $8.9 BILLION. And the trend is 
UP! U.S. farms—half of which are in the 
South—now average $55,000 in assets per 
farm—an increase of $31,000 since 1950! 
Due largely to this agricultural progress, 
the life insurance business in the South 
has shown amazing growth over the past 
decade. From 1954 to 1959, life insurance 
in force in the South increased from $79.4 
BILLION to $135.3 BILLION —a 55% rise 
in insurance coverage per capita. And the 
: end is nowhere in sight! 
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To sell life insurance—or any other serv- 
ice or product for the home or farm—to 
prosperous Southern farmers, your most 
effective advertising medium is The 
Progressive Farmer. It delivers 1,408,000 
subscriber families—most of whom are not 


What Better Prospect for Life Insurance! 


reached by national magazines. In fact, 
an advertisement in Life, Look, and The 
Saturday Evening Post combined misses 
84% of The Progressive Farmer readers! 
Don’t you miss out—do something about 
it today! 


NEW YORK e CHICAGO e 


More than 5,770,000 READERS in the 16 Southern States 


THE PROGRESSIVE FARMER 


Advertising Offices: BIRMINGHAM e RALEIGH e MEMPHIS ¢ DALLAS 


LOS ANGELES ee SAN FRANCISCO 
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Magnificently 
APRIL ISSUE CLOSES FEB. 20 
Orders and sample copy requests to 
ANGELA M. CRAWLEY & STAFF 
National Advertising Representative 
28 E. Jackson Bivd., Chicago 4 
Telephone HArrison 7-7176 


MESSENGER 


| Doherty. Clifford Names 5 


Robert Dolobowsky, formerly vp 
and art director of Grey Advertis- 
ing Agency, has joined Doherty, 
|Clifford, Steers & Shenfield, New 
York, as vp in charge of art. DCS&S 
has promoted Klaus Werner, pre- 
viously a member of the research 
staff, to commercial production as- 
sistant in the tv programming and 
production department and Helen 
C. Ryan from assistant account ex- 
ecutive to account executive, the 
agency’s first woman account exec. 
DCS&S also has elected two execu- 
tives to the board of directors: 


Stever Aubrey, vp and account su-| 


| Sales 


pervisor, and John R. Rockwell, 
vp, assistant to the president and 
an account supervisor. 


NVPA Competition Set 
Competition for the eighth an- 
nual awards of the National Visual 
Presentation Assn. will close March 
6. It is jointly sponsored with the 
Executives Club of New 
York. The contest is open to “‘every 
user or producer of visual presen- 
tations,” and each visual will be 
judged primarily on how success- 
fully the visual accomplished the 
communications job 
signed to meet. Entries should be 


it was de-| 


sent to the awards competition 
committee, National Visual Pres- 
entation Assn., 19 W. 44th St., New 
York. 


Premium Ads Up 4.4% 


Premium advertising volume in 


1960 was 4.4% ahead of the previ- | 
ous year despite a 2.3% drop in the | 


last half, according to Premium 
Practice. 


NATA Names Denver Transit 
Denver Transit Advertising Co., 
Denver, Colo., has been elected a 
member of National Assn. of 
Transportation Advertising. 


Why Breck’ Banish’ sales 
went up 21% in a falling market 


“The medicated shampoo market was falling when our first Banish advertisement 


appeared in Reader’s Digest,” says Edward J. Breck, president of John H. Breck, Inc. 
**Yet our sales actually increased by 21 per cent.” 


Research showed that readers were particularly impressed by the 
advertisement’s frank statement, ‘There is no absolute cure for dandruff.” 
Mr. Breck comments, ‘The Digest reader expects this kind of honesty.” 


As its Digest advertising continued, Banish sales topped 


all previous highs. ‘“Reader’s Digest gave our sales a 


stimulation that other media had not produced,” Mr. Breck 


states. Banish print advertising now appears exclusively 


in the Digest. 


y 


7 y 


Compared to the three other leading general magazines, 
a 4-color page in the Digest doubles your chances to sell— 
at about half the cost per thousand. Two reasons: 


@ It has almost twice the circulation, and 35 million readers. 


@ Most Digest readers, research shows, turn to the same 
advertisement more than once. It is looked at over 60 million 
times, compared to about 30 million in the other magazines. 


And readers of all 29 Digest editions . . . in over 100 


countries .. 


. have the money to buy. In the U. S., for 


example, nearly half are in the upper economic third. 


People have faith in 


eaders Digest 


leaves hair clean, soft, shining. 
For men and women. 


Breck Banish is a new kind of shampoo 


that frees hair and scalp of dandruff, 


Advertising Age, February 6, 1961 


DRYER SALES—A newspaper 
Jordan Marsh Co., Boston, ar- 
ranged through Northeast Distrib- 
utors Inc., Boston Norge distrib- 
utor, sold 67 gas clothes dryers in 
the first day and a half after it 


ad by 


appeared. The ad is part of a 
month-long Jordan Marsh gas dry- 
er campaign. 


Adman O'Malley to 
Publish ‘President,’ 
Magazine for Execs 


Curicaco, Jan. 31—A new month- 
ly magazine designed for “top lev- 
el” business men is scheduled to 
begin publication next December. 
President will have an initial guar- 
antee of 100,000 copies. 

The magazine will be published 
by President Publishing Co., 11 E. 
Delaware, a new venture formed 
by Edward J. O’Malley, who has 
published sports annuals, operated 
his own agency and sold space for 
Hearst, McCall’s and others. 

President, said Mr. O'Malley, 
will attempt to cover all aspects of 
an executive’s life, devoting two- 
thirds of its pages to business and 
one-third to culture and leisure 
activities. 

The magazine will have a “‘pres- 
idents’ forum,” composed of two 
company presidents from each of 
45 industries, to discuss specific 
topics and offer other material. A 
group of university professors have 
also been retained to scan articles 
pertaining to their fields and to of- 
fer material. 

A one-time b&w page 
magazine will be 
O’Malley said. + 


in the 
$1,450, Mr. 


ABP Marks Its 35th Year 
in Agency Credit Service 

Associated Business Publications 
has marked 35 years of operation 
for its agency relations and credit 
service with a mailing to about 
1,600 agencies. This service dis- 
seminates information on all agen- 
cies dealing with the business 
press. 

ABP has also launched its 10th 
annual study of leading advertis- 
ers in business publications by 
mailing questionnaires to business 
organizations spending more than 
$50,000 a year in business paper 


. advertising. 


Reukaut Joins First 3 Markets 

John H. Reukauf has joined the 
New York staff of First 3 Markets 
Group as an account executive. He 
formerly was with Suburbia To- 
day. Last week ADVERTISING AGE 
incorrectly reported that he had 
joined Suburbia Today (AA, Jan. 
30). 


Piaget Names Sy Rosen 

Piaget Watch Co., New York, 
importer of Swiss watches, has ap- 
pointed Sy Rosen Advertising, New 
York, to handle its advertising. 
The previous agency of record is 
Moss Associates. 
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Think of the Purchasing Department as a funnel through which all 
specifications, requests and requisitions must pass. To get your share 
of the business, you must sell the PA on both your product and your 
company. Alert companies back up their sales calls with advertising in 
the PA’s favorite magazine. In today’s buyers’ market, it’s the one 
thing you can do fast and at low cost to get a bigger cut of the pie. 


To get more 
of the orders 
coming out 
here, adver- 
tise in 


PURCHASING 


MAGAZINE 
Sells the man who buys 


Gr) A Conover-Mast publication # 205 E. 42nd St., New York 17, N.Y. 
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Sales of ‘60 Crop 
of New Supermarts 
Dip 3%: Kornblau 


BAL HarsBour, FLa., Jan. 31 
Weekly sales of new supermarkets 
opened last year averaged $36,900, 
a 3% drop from the average of new 
supers opened in 1959, according to 
the Super Market Institute. 

Curt Kornblau, research director 
of SMI, told the institute’s mid- 
year conference here yesterday 
that average sales per square foot 
in the new supers was $2.62 a week 
last year, compared with $2.91 for 
the °59 crop. 

More than half of the new su- 
permarkets—55 % —were erected in 
connection with new _ shopping 
centers—the same percent as 1959. 

Mr. Kornblau reported that 62% 
of the new supermarkets are doing 
less business than they had esti- 
mated, 30% are selling above their 
estimates, and 8% are doing about 
as predicted. Supers with sales bet- 
ter than expected are averaging 
13% above their estimates; those 
under expectations average 20% 
below the estimates. 


es As in 1959, he said, “The most 
common explanation for not hit- 
ting the sales goal involves compe- 
tition. Other major reasons, in or- 
der of mentions, include slowdown 
in the growth of the store’s trading 
area, or economic slowdown in 
general; shopping center not fully 
developed or ineffective; a poor 
site, in other types of locations; 
and unrealistic estimates.” + 


Brother, My-T-Fine Tie-In 
Brother International Corp. has 
tied in with My-T-Fine pudding, 
made by Penick & Ford Ltd., for a 
national sweepstakes consumer 
contest this month and March. 
Brother console sewing machines 
are offered as prizes. Advertising 
includes This Week Magazine, TV 
Guide, newspapers in 42 markets 
and radio and television spots in 
major markets, plus point of sale. 


ABP Makes School Grant 

The education committee of As- 
sociated Business Publications has 
approved a $1,000 grant-in-aid to 
the school of journalism at the 
University of Texas. Half will be 
used for a scholarship, with the 
other half going for completion of 
a research project pertaining to 
business journalism. 


Archer-Daniels Names Nelson 

George K. Nelson has been 
named marketing manager of the 
chemical group of Archer-Daniels- 
Midland, Minneapolis. He formerly 
was manager of the industrial 
chemicals division 


Juvenile 
Decency 


The New York Mirror Youth Program, 
started in 1941, has been called: 


The greatest single force for good 
citizenship among the young people 
of New York.”’ 


Last year 119,388 boys and girls par- 
ticipated in 32 cultural and athletic 
activities of this Youth Program, 
watched by 1,279,042 spectators. 


It’s one solid reason for the loyalty 
and responsiveness of Mirror families 
— the cream of the mass market. 


Make 
The Mirror 
a MUSTI 


|Gray & Rogers Adds Client 

| The missile battery division of 
| Electric Storage Battery Co., Ra- 
|leigh, N. C., has named Gray & 
| Rogers, Philadelphia, to handle its 
advertising. The division was 
formed last year after Electric 
Storage Battery Co. bought the 
battery laboratory of American 
Machine & Foundry Co. Gray & 
Rogers has handled advertising 
for the Exide industrial division of 
Electric Storage for the past five 
years. 


P&G Appoints Bragarnick 

Procter & Gamble Co. has ap- 
pointed Robert Bragarnick Inc., 
New York marketing counselor, as 
consultant on the development of 
consumer promotions for the com- 
pany’s products. 


Ad League Elects Kameny 

The League of Advertising 
Agencies, New York, has elected 
Nat Kameny, head of Kameny As- 
sociates, its president. 
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|Matthew Miller Opens Agency 

E. Matthew Miller, formerly cre- 
ative director of Harry P. Bridge 
Co., Philadelphia, has opened an 
industrial agency under his own 
name at Western Saving Fund 
Blag., Philadelphia. V. Decker 
Corp., Bala Cynwyd, Pa., is one of 


The missile designed 
to hicke in the shy 
can save Americ 


billions of dollars 


Mr. Miller's clients. Decker had 
| previously been with the Bridge 
| agency. 


E. B. Weiss Report Available 

The latest in a series of reports 
on basic merchandising trends 
written by E. B. Weiss, director of 
merchandising, Doyle Dane Bern- 
, bach Inc., New York, is now avail- 
able from the agency, 20 W. 43rd 
St. It is titled, “Marketing’s New 
Target—2,000 One-Stop Store 
Managers.” 


DOUGLAS 


BLAST-OFF—Douglas Aircraft Co., Santa Monica, launched its 1961 
corporate ad campaign with this spread in The Saturday Evening 
Post on Jan. 28. The campaign consists of 10 spreads each in 
Newsweek, Time and U. S. News & World Report, as well as in the 
Post. One page of each spread will be in four colors. The initial ad, 
kicking off Douglas’ over-all $2,200,000 ad program for the year, 
introduces the Douglas Skybolt, now under development. 


Zlowe Agency Moves 

Zlowe Co. celebrated its 25th 
year with a move to larger quar- 
ters at 770 Lexington Ave., New 
York. 
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Kohl Joins Harnischfeger 

Stephen H. Kohl, formerly adver- 
tising manager of the engineered 
products division of Inland Steel 
Products Co., Milwaukee, has been 
named sales promotion manager of 
the construction and mining divi- 
sion of Harnischfeger Corp., Mil- 
waukee. 


Palm & Patterson Adds One 
Webster Mfg. Inc., Tiffin, O., has 
appointed Palm & Patterson, 
Cleveland, to handle its corporate 
and product advertising, promo- 
tion, merchandising and pr. Web- 


vators and components for materi- 
als handling. 


Two Join Auerbach 

Henry P. Stewart, formerly with 
Batten, Barton, Durstine & Osborn, 
has joined Alfred Auerbach Asso- 
ciates, New York, as an account 
executive. Irene Mercado, formerly 
with Cohen, Dowd & Aleshire, has 
joined Auerbach as copy chief. 


ster manufactures conveyors, ele-| 


Hall 


| Wagner Mrs. Green Clark 
FULL OF PEP—Smiling after a recent Broadcast corned beef hash 
breakfast in Chicago were Gordon Wagner, Broadcast Foods; Mrs. 
| Frances Hall, a nutritionist; Ben Green, vp, and Frank Clark, 
account executive, of Arthur Meyerhoff Associates. The promotional 
| breakfast for 60 was the seventh in a series backing Broadcast’s 
hash-for-breakfast drive set for Sunday supplements and dailies 


through November. 
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William Pape, 87, 
Publisher of Dailies 
in Waterbury, Dies 


St. PETERSBURG, FLa., Jan. 31— 
William J. Pape, 87, publisher of 
Connecticut’s Waterbury Republi- 
can and Waterbury American, died 
here Jan. 28 of pneumonia. mated at $4,000,000. 

He began his newspaper career _ Mr. Pape organized Publishers 
as a $3-a-week reporter for the Buying Corp. in 1920, combining 
Daily News, Passaic, N. J. He be- the newsprint purchasing of 240 
came city editor at 19 and business | "© WSPapers. 
manager at 24. In 1901 he and| He was named Ist vp of the As- 
William F. Lathrop made a down “ociated Press in 1928 and was a 
payment on the Waterbury Repub- director from 1937 to 1940. He was 
lican, a morning newspaper. Mr.|!S0 president of the New England 
Lathrop sold his interest to Mr.| Daily Newspaper Assn. in 1926 and 
Pape in 1909. Mr. Pape acquired 1927. 
the American in 1922. In 1946, the 
|American-Republican Inc., of 
|which he was president, acquired 
the Waterbury Democrat, which| Carkner, 80, chairman of Pepsi- 
|ceased publication. |Cola Co: from 1950 to 1955, died 
| Mr. Pape was president of East- in New York Hospital Jan. 24. 
ern Color Printing Co., which he| At his death he was honorary 
founded in 1928, a pioneer in the | chairman of the company. For the 


| printing of color comics books. 


. The Republican and the Ameri- 
|can were awarded the 1940 Pulitzer 
| prize for public service in jour- 
|nalism for the exposure of corrup- 
tion in the city’s government. Mr. 
Pape led the investigation, which 
resulted in the conviction of 18 mu- 
nicipal officials for frauds esti- 


JAMES W. CARKNER 


NEw York, Jan. 31—James W. 


Lynnhaven. 
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1.It is the most misunderstood major market in 
America, according to Philip Salisbury, editor and 
publisher of Sales Management. 


2. It contains the greatest concentration of people in the entire South- 
east...more than 800,000 in half the area of metro Atlanta or Miami! 


3. Here three of the state’s four largest cities lie completely within 
a circle of 20-mile radius! 


4. It contains the world’s largest harbor, and the No. 1 U.S. port in 
export-import tonnage. 


5.A split image (the government lists it as two separate metro areas ) 
obscures its magnitude. And large military population represents a 
hidden plus of at least $200 million in effective buying income 
never seen in standard marketing statistics. 


6. From Newsweek: “Once the (bay) crossing is 

completed, Greater ....................-..., the experts say, 
will burst into millions and become the South’s 
leading market!” 
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past six years he had been chair- 
|man of Pepsi-Cola General Bot- 
| tlers. 

| From 1935 to 1941 he was presi- 
‘dent of Loft Inc., which in 1938 
|acquired control of Pepsi-Cola. 

| Early in his career, Mr. Carkner, 
| who was renowned as a salesman, 
|was Chicago manager of S. S. 
| Kresge Co. Later he was also over- 
‘all merchandising manager of 
| Schulte-United cigar store inter- 


|ests. os 


|5-Month-Old Rice Agency 
Adds 3; Nears $300,000 Billing 

Rice Advertising, North Holly- 
| wood, Cal., has added three new 
|clients with an estimated aggre- 
gate billing of $75,000. The ac- 
/counts are Sheya Carpets, Toluca 
| Investment Co. and the Schabers - 
cafeteria chain. The acquisition 
brings the total billings of the 
agency, in operation five months, 
to nearly $300,000, Ronald S. Rice, 
owner, said. 


me. 


Tench Adds Five Accounts 

Marvin E. Tench Advertising 
Agency, Oak Park, IIl., has been 
named to handle five accounts. 
They are Culligan Soft Water 
Dealers Assns. in Rockford, IIl., 
and in Milwaukee; WNMP, Evans- 
ton; Chicago White Metal Cast- 
ings, Chicago; and Guardian Light 
Co., Oak Park, manufacturer of 
outdoor lighting fixtures. 


The Elkhart Truth 
Elkhart, Ind. 


Announces 


A DISCOUNT PLAN 


for national 
advertisers 
who want a 


PROSPEROUS 
MARKET 
$7,778 wcctercis 
Discounts of 3% 


to 18% on 
annual basis 
10 to 50 insertions, 
300 lines to full page 


Full details to be 
announced soon 


THE 
ELKHART TRUTH 


Represented by 
Johnson, Kent, Gavin & Sinding, Inc. 
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Church Expands Distribution 
of Large Sal Soda Package 

Church & Dwight Co., New York, 
will introduce its large 3 lb., 7 oz. 
package of Arm & Hammer Sal 
Soda Concentrated in Miami and 
Tampa, St. Petersburg and Indi- 
anapolis in March with newspaper 
and radio advertising. Addition of 
the new markets will bring to 19 
the number of metropolitan areas 
in which the large package is dis- 
tributed. 

Newspaper ads are scheduled in 
the Indianapolis Star and News, 
Miami Herald, St. Petersburg 
Times, and the Tampa Tribune 
and Times. One-minute radio spots 


will be broadcast by WIBC, In- 
dianapolis; WQAM, Miami; and 
WLCY, St. Petersburg. Ross-Roy, 


BSF&D, New York, is the agency. 
Probst, Hotchkiss Join NL&B 
Robert J. Probst has joined 
Needham, Louis & Brorby, New 
York, as an account executive, and 


WRAP- AROUND 36/”, 1, 4! & %"” faces 
CHROME STEEL for point of sale 


SIGN FRAMES 2s 


GLASS SIGNS 

Just Wrap Around and Clip 
ummm Free Sample Assortment 
THE YARDER MANUFACTURING CO. 


816 PHILLIPS AVENUE e TOLEDO 12, oHIO 


Lawrence Hotchkiss has joined the | 


agency’s copy department. Mr. 
Probst formerly was founder and 
president of Concept Design & 
Development Ltd., St. Louis, and 
Mr. Hotchkiss was formerly with 
Compton Advertising. At the same 
time, Emery T. Smyth has been 
transferred from the agency’s 
Chicago office to its New York 
office in the copy department. 


McMullin Joins C. F. Sauer 

C. Taylor 
with the advertising department of 
Richmond Newspapers, has been 
named advertising and sales pro- 
motion manager of C. F. Sauer Co., 
Richmond, spice, extract, mayon- 
naise and salad oil manufacturer 
and distributor. 


Moss Joins Kastor, Hilton 

Alfred S. Moss, formerly senior 
vp and manager of the New York 
office of Don Kemper & Co., has 
joined Kastor, Hilton, Chesley, 
Clifford & Atherton, New York, as 
a senior vp. 


Morton & Stanton Adds One 

Morton & Stanton 
Portland, Ore., has 
agency for Griffith Rubber Mills, 
Portland. The bulk of the 1961 
budget will be spent in promoting 
Griffith marine products. 


Advertising, 
been named 


Ss 


THE 
ONLY BUILDING 
MAGAZINE FOR 
SCHOOL ADMINISTRATORS 


American School Board Journal's editorial program 


is keyed to school construction and maintenance 


in relation to today’s educational needs and objec- 


tives... 
school market. 


With a circulation 
American School Board 


aimed at new marketing realism in the public 


in excess of 32,000 copies, 


Journal reaches the key 


buying influences in all school districts where school 
construction is known to be under consideration © 


or in progress. 


To pinpoint potential 


x 
Ee 
£ 


sales, a twice-a-month # 


verified School Construction Report is pre- p 


pared for advertisers at nominal cost. Ang 
invaluable sales guide, this report de- 4 
tails each building stage and facility. 


Send Today for Brochure 
“WHERE ARE THE 
DECISION-MAKERS 

IN THE PUBLIC 
SCHOOL 
MARKET?” 


be 


ee 


ie ees 


¥ 


a 
x 


PE 


Sate 
ae 


ee ae 


McMullin, formerly | 


7 


— PA38612 


tin Wanted inATLANTA... 
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B4i§ S.E. Piseie- ST, 
A.b. PLATKY, Owner 


SV FINE LOCATION ) 
PS SACRIFICE PRICE | 


INDIVIDUALISM—T he 


outdoor industry may be 


tapping a new source 


of income as well as piling up some potent examples of the power of 


the medium. In Winston-Salem, 
executive of Long-Haymes 
White & Schell in Atlanta. 
vertising Inc. 
rented his house within 11 days. 
to Los Angeles as vp for sales to 
for Pendleton Tool 
turned to outdoor, 
Agency, 
the move too. 


Industries 


Cost to Mr. Thrift, 


tion etc. 


Inc., 

via P&C’s agency, 
and Foster & Kleiser. He 
for the 
$40. Mr. Platky paid $145 for the board 


Jack Thrift was leaving as account 
Advertising 
Working through General Outdoor Ad- 
he had a 24-sheet poster put in a choice location and 
In Portland, Ore. 
and sales manager of P&C Tool Co. 


Agency to join Kirkland, 


, A. L. Platky, vp 
, Portland, Ore., was transferred 
hardware and plumbing markets 
the parent He too 

Pacific Advertising 
sold the in time to make 
bulletin rental alone, was 
, including layout, produc- 


company. 
National 
house 


and rental. 


Broadcasters Need 
Unity, Better Attitude, 


Godwin Admonishes 


OKLAHOMA City, Jan. 31—A call 
for unity on the part of broadcast- 
ers was sounded here last week 
by Charles W. Godwin, Mutual 
Broadcasting System vp, in a 
speech before the Oklahoma State 
Broadcasters Assn. 

While broadcasting has more or- 
ganizations and ‘“‘do-good groups” 
than any other industry, it is far 
from unified in its approach to in- 
dustry problems, he said. 


ws “We have a national body repre- 
senting broadcasters. It’s called the 
National Assn. of Broadcasters,” he 
continued. “Yet it took congres- 
sional probe activity to prompt ad- 
herence to a code of ethics which 
every broadcaster should voluntar- 
ily uphold. 


“Only 48% of the licensees oper- | 


ating am radio stations are NAB 
members. In the fm field, NAB 
claims 70% as members, and only 
67% of the tv stations belong to 
NAB. Wouldn’t it be a great thing 
for our business if all—or virtually 
all—broadcasting stations in radio 
and tv were members of NAB, to 
give this organization the power to 
speak loud and often for our en- 
tire industry?” 


® Besides lack of unity, Mr. God- 
win listed as the other six “major 
sins” of broadcasting: 

e “Negligent development of ex- 
perienced management personnel.” 
e “Negative attitude of radio li- 
censees as compared to tv opera- 
tors.” 

e “Internecine 
broadcasters.” 
e “Abuse of ratings.” 

e “Lack of true public service.” 

e “Labeling of broadcast appli- 
ances in engineers’ terms, rather 
than in generic, understandable 


battling among 


sales language.” 


s For example, Mr. Godwin sug- 
gested, fm—so long a hopeful in 
the wings—might really get places 
with consumers if it were given a 
name with sales appeal, say “static 
free radio” or “hi-fi radio.” + 


‘Dallas News’ Boosts Three 


The Dallas Morning News has 


Advertising Age, February 6, 1961 


Court Opens Way for 
FCC to Reassign 


Boston Channel 5 


WASHINGTON, Jan. 31—The U. S. 
court of appeals ruled last week to 
set aside the Federal Communica- 
tions Commission’s 1957 award of 
Channel 5, Boston, to WHDH Inc. 
The order gives FCC clearance to 
start proceedings to reassign the 
channel. 

Lawyers for WHDH told Ap- 
VERTISING AGE they are ‘“consider- 
ing the possibilities” of an appeal, 
but that no decision has yet been 
reached. WHDH Inc. is owned by 
the Boston Herald-Traveler. 

Last July, in deciding one of the 
first of the so-called “improper 
influence” cases, the commission 
voted to cancel WHDH’s license 
and reassign the channel. 

The court’s intervention tem- 
porarily stayed FCC’s decision, but 
last week’s ruling in effect lets the 
commission go ahead with its 
plans to take a fresh look at the 


four original applicants for the 
station. 
In the latest ruling, the ap- 


peals court adopted FCC’s findings 
that there had been ex parte con- 
tacts between Roland B. Choate, 
director and vp of Boston Herald- 
Traveler Inc., owner of WHDH 
Inc., and the then FCC Chairman 
George McConnaughey. The court 
said the record appeared to “re- 
flect adversely” on WHDH and 
another applicant, Massachusetts 
Bay Telecasters Inc., which also 
engaged in off-the-record con- 
tacts with the chairman. 


® It ordered that “proceedings be 
remanded to the commission in 
order that it may re-evaluate the 
comparative positions of the ap- 
plicants and make a new determi- 
nation and take such action as the 
commission deems appropriate.” 
In July, the commission deemed 
it appropriate to cancel the license 
which had been granted to WHDH 
in 1957, but FCC said the offenses 
did not disqualify WHDH from 
participating in a competition for 
re-award of the channel. It de- 
cided to let WHDH continue on 


|Channel 5 until the final fate of 


| the 


appointed H. Smith Reed, formerly | 


manager of retail advertising, as- 
sistant advertising director, suc- 


ceeding Don Anderson who retired 
Jan. 1. At the same time, John 
A. Rector, formerly a retail ad- 


vertising salesman, has been ap- 
pointed manager of retail advertis- 
ing and Thornton Cooley, formerly 
assistant manager of the classified 
advertising department, has been 


named manager of classified ad-/| original case was before the com- 


succeeding Ashley P.| 


vertising, 
Vaughan, who also retired Jan. 1. 


Billboard Engages Williams 

Billboard Publishing Co., New 
York, has engaged the services of 
Leo Williams, New York, advisor 
to business paper publishers 


channel 
July 18). 


is determined (AA, 


s FCC had said it would re-evalu- 


j/ate the merits of the four original 


|/Inc. and Massachusetts 


Boston Channel 5 applicants on 
the basis of the original hearing 
record, but in that analysis WHDH 
“each 
stands in a less advantageous 
position vis-a-vis its opponents” 
because of the off-the-record con- 
tacts which occurred while the 


mission. 

Since then, however, Allen B. 
DuMont Laboratories Inc., one of 
the original applicants, has 
dropped out of contention, leaving 
only Greater Boston Television 


Corp. with an unblemished record. 


on | 


sales development. Until his re- | 
tirement a year ago, Mr. Williams | 


was advertising sales manager of 
Fairchild Publications’ Home Fur- 
nishings Daily. Fairchild is another 
of Mr. Williams’ clients. 


| SCI Transfers Clarke 


Duff Clarke, a vp of Sales Coun- 
selors Inc., New York, has been 
transferred to head SCI’s Chicago 
office. SCI is the sales promotion 
and merchandising division of 
Communications Affiliates, serv- 
ice organization of Interpublic Inc., 
the new parent company of Mc- 
Cann-Erickson. 


LaDow Elected Club President 
Bill LaDow, of KTVK, Phoenix, 
has been elected president of Met- 
ropolitan Phoenix Broadcasters. 
Other new officers include Eugene 
Spry, KPHO, vp, and Sheldon En- 
gel, KXIV, secretary-treasurer. 


s The court of appeals also has 
before it another “improper in- 
fluence”’ case involving Channel 
10 in Miami. In July FCC decided 
to reassign that channel to L. B. 
Wilson Inc., for a four-month peri- 


|od, after the commission had ac- 
| cused the other three applicants of 


using off-the-record contacts to get 
their cases before individual com- 
missioners. 

Public Service Television, which 


currently operates Channel 10, 
avoided the commission’s Sept. 15 
reassignment order by filing a 


request for the court of appeals to 
review FCC’s decision. The com- 
mission agreed to postpone the 
deadline until after the court rules 
on the public service claim—iden- 
tical to that of WHDH—that FCC 
should have reported its findings 
to the court, instead of jumping 
the gun by moving to reassign 
the channel. = 
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The postmarks are actual reproductions 


Equation for Advertisers 


Here’s how it works: 

The mass media give you adequate coverage in big 
cities . . . relatively thin coverage in hard-to-reach 
small towns. 

Grit gives you concentrated small-town circulation* 

. . to help correct this big-city bias and provide you 
with balanced national coverage. 

And you must have balanced national coverage for 
total marketing success. 


It’s as simple as that. Merely take your present 
mass-magazine schedule and add Grit. 

It doesn’t cost much. You can run a year-long, big- 
space Grit campaign for the price of a single full-color 
page in one of the big mass magazines. 

Come on in... and let Grit’s equation work for you! 
*Concentrated is right! Over 58% of Grit’s 850,000 circula- 


tion goes to towns of 2500 or fewer. A bare tenth of 1% 


reaches cities of 1,000,000 or more! 


Grit Publishing Company, Williamsport, Pa. 
Represented by Newspaper Marketing Associates 
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Seattle FM Group Formed 
Cortlandt Clark, owner of KLSN- 
FM, Seattle, has been named chair- 
man of the new Seattle FM Broad- 
casters Assn. Other stations in the | 
new association are KGMI-FM, 
Bellingham; KGMJ-FM, KMCS, 
KGFM, KING-FM and KETO, Se- 


attle; and two Seattle stations due 
to put fm signals on the air soon— | 
KOL and KZAM. 


Shawinigan to Desbarats | 
Shawinigan Chemicals Ltd., 
Montreal, has named Desbarats | 
Advertising Agency, Montreal, to 
handle its advertising. The agency 
formerly handled only the Canadi- 
an resins division of Shawinigan. 


| privileges. 


WRITE DREY 


when you have a 
mailing list problem. 
WALTER DREY, INC. 


Mailing List Consultants 
257 Park Ave., South, N. Y. 10, N. Y. 


‘Diners’ Club 
Magazine’ Gets 
dnd Class Okay 


It’s Ad Medium, Not 
Credit Card Promotion 
Gimmick, P.O. Decides 


WASHINGTON, Jan. 31—The Post 
Office Department has ruled that 
the Diners’ Club Magazine is an} 
independent business enterprise | 
entitled to second class mailing) 


Wererie. 


[ARKANSAS - LOUISIANA - MISSISSIPPI 
The decision backs up an earlier | ‘edit Ban 
ruling by the department’s chief 
hearing examiner, William A. Du-| 
vall. Last October, Mr. Duvall re- | 
jected arguments of Post Office | 
lawyers that the magazine was) 
merely a house organ published to | 
promote the club’s credit card) 


BUY A 
CLASSY 
CHASSIS 


NS 


The difference between big 


coverage, editorial excellence 


take immediate title to space 
Times-Star. 


out of 


| 0 Cincinnatians 
read the Cincinnati P 0S T Times-Star 


. 274,874... ABC 9/30/6 


Total circulation . . 
* 


Largest Cincinnati Newspaper Daily or Sunday 


* 


43% Read No Other Daily 


* 


One of the nation’s lowest Milline rates. . . 
Only $1.71 on a 200,000 line contract. 


* 


The Newspaper that Spends the Evening with 


almost 1,000,000 Readers. 


at the compact price 


, and quality of newspaper 
readership in one big economical vehicle, you'll want to 


Largest newspaper in Cincinnati, one of 
the lowest millines in all America. 


ROBERT K. CHANDLER 
Manager, General Advertising Department 


Represented by The General Advertising Department 
SCRIPPS-HOW ARD Newspapers 


mre te Lact saat the Danging Dtihe South vate: Me ome ye we ewe 
Tt MNDOLE SOY) AREA OFFICE FEY tatereamonat Tyade Mart New Ores iy 


ARKANSAS - LOUISIANA - MISSISSIPP! 
The Middle South 


CHANGING SOUTH—These are two of a series of ads to be run during 
1961 in Newsweek and U.S. News & World Report in order to under- 
score the changing character of the Middle South (Arkansas, Louisi- 
ana and Mississippi) by Arkansas Power & Light Co., Little Rock; 
Louisiana Power & Light Co., New Orleans; Mississippi Power & 
Light Co., Jackson; and New Orleans Public Service Inc. Goodwin 


Advertising Agency, Jackson and New Orleans, is the agency. 


|business. The hearing examiner 
|found that the club’s magazine 
| was “a separate business enter- 
|prise” and should be allowed to 
| keep second class privileges it has 
| held since 1955 (AA, Nov. 7). 

| The Post Office’s final decision, 
| written by Judicial Officer Ray- 
/mond J. Kelly, noted that the de- 
|partment lawyers “introduced no 
| testimony but rely upon an analy- 
|sis of the copies of the magazine” 
|to prove that “the overwhelming 
| bulk” of the ads are aimed at di- 
rectly stimulating the credit card 


A 
a | business. Mr. Kelly dismisses this 
i ANS WW | contention ~ sore anelne. 
i 4 


| 
|m After sifting through the evi- 
| dence established by the ‘“uncon- 
troverted testimony of witnesses” 
produced by Diners’ Club in Octo- 
|ber, Mr. Kelly stated: “I cannot 


| Magazine is published primarily for 


| advertising purposes, since there is | 


car desire and small car 
purchase is more than ease of handling the smaller car 
... it’s more apt to be inability to handle the larger 
payments. But when $1.71 per milline buys you market 


/no support in the record for a find- 
|ing that the magazine is published 
|essentially for the advancement of 
the credit card business of the Din- 
ers’ Club.” 

Mr. Kelly cited statements 
gleaned from Mr. Duvall’s earlier 
decision showing the degree of au- 
tonomy of the magazine. ‘Diners’ 
Club Magazine is published not to 
promote the credit card operation 
|of the Diners’ Club, but to make 
money from the independent oper- 
ation of a general interest maga- 
zine with very high class circula- 
tion,” Mr. Duvall stated in his 
initial decision. 


in the Cincinnati Post and 


e “The credit card aspect of the 
| business promotes the magazine. It 
goes to a high income group who 
travel a lot, entertain, spend freely 
and purchase high-price products. 


And so it affords a good advertising | 


medium for manufacturers of and 
dealers in quality merchandise.” 
Mr. Duvall added that “the mag- 
azine is not essential to the credit 
card business” of Diners’ Club 
“and only a nominal number of 
new credit card club members is 
‘obtained through the magazine. 
Most of the subscribers to the 


|magazine already are members.” | 
the magazine is| 
|actively solicited from non-mem- 


Advertising in 


ber businesses, some of which ei- 
ther leave out such legends as 
“charge to your Diners’ Club ac- 
count” or insert mentions of other 
|eredit card systems, Mr. Duvall’s 
decision stated. 

Mr. Kelly disposed of the con- 
tention that the Diners’ Club Mag- 
azine fails to qualify for second 
class rates because it is designed 
for circulation at nominal rates. 
Since subscription revenue for the 
nine months ending Dec. 31, 1959, 
was $400,000, toward publishing 
costs of $618,000, Mr. Kelly said 

‘that “the hearing examiner has 


“see how from these facts it could | 
| possibly be held that Diners’ Club | 


correctly determined that the mag- 

|azine, as a matter of fact, is not 
|designed primarily for circulation 
|at nominal rates.” + 


FIC Order Against 


Globe Readers 


Service Reversed 


| CHICAGO, Jan. 31—The US. 


|court of appeals has reversed a 
|ruling of the Federal Trade Com- 
|mission, issued last March 28, 
| which had required Globe Readers 
| Service, Michigan City, Ind., to 
|“stop selling subscriptions for un- 
| authorized magazines, refusing to 
| make refunds for such undeliver- 
|able magazines and requiring cus- 
tomers to accept substitutes” (AA, 
April 11, ’60). 

In reversing the FTC order, the 
| court said, in part, “There is noth- 
ing in the record to indicate that 
petitioners (Globe) either encour- 


| aged or tacitly approved the action | 


of any solicitor in obtaining mag- 
|azines not on the authorized list.” 


i. The original FTC complaint | 


charged that Globe, through its 
door-to-door solicitors, sold mag- 
azines which it had not been auth- 
orized to sell and then refused to 
return money to customers who 
demanded refund, offering other 
magazines instead. 

An FTC hearing examiner had 
absolved Globe from the charges, 
but the FTC reversed his action 
and issued a cease and desist order. 
It said Globe sent all customers a 
“selection letter’... “for the sole 
purpose of ubtaining a substitute 
subscription from the authorized 
list.” # 


‘Groen Names Houston Agency 
Groen Mfg. Co., Elk Grove Vil- 
|lage, Ill., manufacturer of steam 
jacketed kettles for restaurants, 
food processing and industrial uses, 
has appointed Houston Advertis- 
ing, Skokie, IIl., to handle its ac- 
count. Lauesen & Salomon, Chi- 
cago, is the former agency of 
record. 


RCA Advances Henken 


Herman R. Henken has been ap- 
pointed to the new position of ad- 
vertising and _ sales promotion 
manager for the electronic data 
processing division of Radio Corp. 
of America, New York. With RCA 
since 1944, Mr. Henken formerly 
was advertising manager for RCA 
industrial electronic products. 


KAYO Names Keeney 


Radio station KAYO, Seattle, has 
named George Keeney & Associ- 
ates, Seattle, to handle its adver- 
tising. 


Advertising Age, February 6, 1961 


‘Int'l Telemeter 
Sets Arkansas Test 
of Cable Pay TV 


NEw York, Jan. 31—Internation- 
al Telemeter Co., which for a year 
has been running a pay tv test in 
be Toronto suburb, will soon in- 
_ troduce its system in this country. 

The Paramount Pictures Corp. 
|division has signed an agreement 
|granting Midwest Video Corp. 
|rights to the Telemeter system in 
| Little Rock, Ark. Midwest Video, 
operator of several community an- 
| tenna tv systems, has filed a pro- 
|ceeding with the Arkansas public 
|service commission, seeking per- 
|mission to string its cable along 
| telephone poles. 
| Introduction of pay tv in Little 
| Rock does not mean that Interna- 
tional Telemeter has altered its 
plans to bring the wired system, 
which does not require FCC ap- 
proval, to New York and elsewhere, 
a company executive said. It is 
conceivable that Telemeter equip- 
ment may be installed in the bor- 
ough of Queens, as well as in an 
unnamed location in the West at 
the same time as Little Rock. He 
said that Midwest Video will be- 
gin installation as soon as it gets 
approval of the Arkansas commis- 
sion. 


s International Telemeter selected 
Midwest Video from among a large 
number of applicants for the initial 
U.S. license because the company 
has good financial backing and di- 
versified interests, it was ex- 
plained. Among those associated 
with Midwest are Winthrop Rocke- 
feller, David Grundfast, president 
of Sterling Corp.; Walter Huss- 
man, president of Southwestern 
Newspapers, which owns newspa- 
pers and radio-tv stations; and 
|C. Hamilton Moses, president of 
| Midwest Video and former presi- 
|dent of the state chamber of com- 
merce. 

| International Telemeter also has 
| been negotiating to bring fee tele- 
|vision to the United Kingdom. 
British Telemeter Home Viewing 
is awaiting government approval 
for pay tv. + 


Lennox on ABC Radio 


Lennox Industries, Marshalltown, 
Ia., maker of heating systems and 
air conditioners, is sponsoring 
“Weather Show with John Cam- 
eron Swayze,” a new five-minute, 
Monday-through-Friday show of 
national and local weather condi- 
tions on ABC Radio. Placed by the 
company’s agency, Biddle Co., it is 
said to represent the company’s 
first use of network radio. Lennox 
also will sponsor “John Cameron 
Swayze’s Notebook,” a five-minute 
show, in a spot radio campaign. 


Two Join Barkas, Shalit 

Martin O’Farrell has joined 
Barkas, Shalit & Schiller, New 
York, as national account execu- 
tive, and Elizabeth Tanner has 
joined the agency as a regional 
account executive. Both will work 
on the California Wine Institute 
account. Mr. O’Farrell was for- 
merly with D’Arcy Advertising Co. 
and Miss Tanner was formerly 
with the Wool Bureau. 


Williams Names Sheppard 
David Williams Co., Lansdale, 
Pa., has appointed William E. 
Sheppard, Plymouth Meeting, Pa., 
to handle the 1961 marketing drive 
for its instant desk sign kits. They 
will be sold direct to users. During 
the test stage, direct mail and the 
Wall Street Journal are being used. 


Inglis Names Spitzer, Mills 

John Inglis Co., Toronto, has 
named Spitzer, Mills & Bates, 
Toronto, to handle all advertising 
for its consumer products division, 
including automatic washers, dry- 
ers and a new automatic dishwash- 
er. 
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How they won the big one 3 


Dark Star scores biggest racing 
upset in years by defeating Native @ 
Dancer in 1953 Kentucky Derby. 


UPI 


Concentrate where it counts, in the “A’’ markets 
...Where 43.3% of drug store sales are made 


In these big rich, decision-making markets and contiguous counties, 
American Weekly concentrates 86°/. of its circulation...and works better... 
more efficiently...more effectively than does any other magazine. Where net- 
work TV and national magazines “thin-out’”, American Weekly “thicks-in”. 


The 


merican Weekly 


“OVER 1,472,000 READER RESPONSES IN ONE YEAR” 
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Faber Adds 2 Clients 

Faber Advertising, Minneapolis, 
has been appointed to handle ad- 
vertising and pr for Sparta Brush 
Co., Sparta, Wis., farm and in- 
dustrial brush manufacturer. 
Clayco Products, Minneapolis, a 
new housewares manufacturer, has 
named Faber its marketing and 
publicity agency. 


Souvenir Magazine Planned 
A souvenir magazine will 
published for the American tour 
of the Comedie Francaise Feb. 21- 
March 19. Sigmund Gottlober, di- 
rector of National Theater & Con- 
cert Magazines, has been appointed 
exclusive advertising representa- 
tive. The b&w page rate is $650. 


onty At BACON'S 


Every item clipped 
as published . .. 
original clippings 
only 
Complete clipping coverage 


of business, trade, farm and 
consumer magazines | 


Every item as published—orig- 
inal clippings only .. . double- 
check editing insures against 


unwanted material .. . 100% 
accurate reading list, revised 
daily ... specialized reading, 


market-by-market. All this only 


at BACON’S, your key service 
for complete reliability on 
magazines. 


BACON’S PUBLICITY CHECKER 
for 100% accurate release lists 
Easy to use. Quarterly revi- 
sions keep you 100% up-to- 
date. Over 3500 listings in 
99 markets. 368 pages. 
$25.00. Sent on approval. 


BACON’ CLIPPING 

BUREAU 

14 East Jackson © Chicago 4, Illinois 
Telephone: WAbash 2-8419 


be | 


FiRST—This half-page ad, which 
ran in the Detroit Free Press and 
News last week, is the first printed 
anywhere for Dodge’s new Lancer 


sports coupe. Batten, Barton, Dur- | 


stine & Osborn is the agency. 


Carling, Mennen to Sponsor 
Patterson-Johansson Fight 
Carling Brewing Co., Cleveland, 
has signed to co-sponsor the broad- 
cast of the Patterson-Johansson 
heavyweight championship fight 


March 13 on the ABC radio net-| 


work. Carling will share sponsor- 
ship of the broadcast with Mennen 
Co. Lang, Fisher & Stashower is 
Carling’s agency, Warwick & Leg- 
ler is the agency for Mennen. 


Potlatch Sets 78-Page Ad 

The fine paper division of Pot- 
latch Forests, Pomona, Cal., has 
scheduled 78-page inserts in Feb- 
ruary issues of Printing Buyers 
News and Western Printer & Lith- 
ographer. The inserts will show 
the principal grades, weights, fin- 
ishes, textures and colors of Pot- 
latch papers. Sudler Advertising, 
Beverly Hills, is the agency. 


Foote, Cone Boosts Bogie 

Foote, Cone & Belding, Chicago, 
has appointed Duane C. Bogie 
associate director of broadcasting. 
Mr. Bogie was formerly an account 
executive. 


‘Hatchery & Feed’ Alters Name 

Hatchery & Feed, Mount Morris, 
Ill., will change its name to Feed 
& Farm Supplier, effective with 
its February issue. 


Print Spectaculars 
Bring Companies 
| into Co-op Ads 


| New Haven, Conn., Jan. 31— 
|When Remsen Advertising 
launched a two-color cooperative 
spread for Monsanto Chemical Co. 
and Eastern Industries in Fortune 
(July, 1958), a “Space Age” ad 
idea took off in a big way. 

Now, with a four-color, 14-page 
insert in the Jan. 30 Aviation 
Week, the project is practically in 
orbit. 

The 14-page “spectacular” (ti- 
tled “Putting Payloads in Space’’) 
follows hard on the heels of Rem- 
sen’s three-page cooperative ad in 
Business Week of Jan. 21 (‘Mis- 
siles and Missions’). Of ten com- 
panies participating in the ads, 
only two retain Remsen as their 
agency. The others have their own 
| agencies, some of which reportedly 
|were not too happy about the 
|rocketing business Remsen is do- 
ing with their clients. 


a “Some agencies regard us as| 

|snakes in the grass trying to filch 
|their business, but we are merely 
| trying—and very successfully— 
to complement the norma! services 
|of these agencies,” according to 
| Thomas F. Darge, director of Rem- 
|sen’s creative services. 


| He said that Remsen was par- 
|laying its know-how in relating | 
| companies working in missiles and | 
| rockets in an unusual kind of ad-| 
|vertising which lets the experts | 
| see the products in the big picture. 
| “Remsen, which is by ordinary 
| standards a small agency, has come 
| —by conditioning, exposure and 
| training—to be identified as a de- 
|fense expert. We have been going 
to these companies, but not to say: 


‘You want to sell to the Army or 
Navy: how would you like us to} 
do it?’ Rather, we say: ‘This is the | 
way to sell. You have a better} 
chance of selling the product by | 
identifying it with a  particular| 
weapons system’.” 

He added that Remsen had| 
stepped into a field which was re- | 
garded more as a sideline by the | 
companies’ own agencies. The orig- | 


Get Extension. The lab boys are still having a few problems with the product. 


FACTS AND FIGURES ON 


MISSILES 


t.Q.« 


FACTS & FIGURES—This is initial spread of the four-color multi-adver- 


tiser ad in Business Week. Taking the form of a questionnaire, it 
includes the names of no advertisers; these are given on the “an- 
swers” page of the ad. 


inal “space-age” tie-in ad was 
aimed at associating Monsanto’s 
specialized aviation fluids with 
cooling systems built by Eastern 
Industries. 


# The Connecticut agency has an 
impressive list of participants for 
the special ads. The companies 
participating in the Business 
Week ad (which will be repeated 
in Scientific American on Feb. 1) 
were: Allied Research Products, 
Baltimore (Emery Advertising); 
Borg-Warner Corp., Chicago 
(Clinton E. Frank Inc.); Eastern 
Industries (Remsen); Food Ma- 
chinery & Chemical Corp., Chlor- 
Alkali division, New York (James 
J. McMahon Inc.); High Standard 
Mfg. Co., Hamden, Conn. (Rem- 
sen); Monsanto Chemical Co., 
Purolator Products, Rahway, N.J. 
(J. Walter Thompson Co.) ; Stand- 
ard Pressed Steel Co., Aircraft 
missile division, Jenkintown, Pa. 
(Gray & Rogers); Titanium Metals 
Corp. of America, New York; and 
Torrington Co., Torrington, Conn. 
(Hazard Advertising). 

The same ten companies appear 
in the Aviation Week spectacular, 
while three have given the go- 
ahead to a further spectacular now 
being put together. 


‘= For Remsen, the ads represent) 


| 


“only the tip of the iceberg.” Ac- 
cording to Mr. Darge, “these things 
are definitely breeders.” He said 
that the new ventures “grew out 
of a service to one of our adver- 


|tisers, Eastern Industries,” and the | 


agency now has five similar co- 
operative ads in various stages of 


| development. 


He said that Remsen generally 
worked directly with companies 
buying participation in the ads. 


|Each bought the “package,’”’ which 


for the 14-pager ranged in price 
from $8,500 to $12,000. 


“The price includes rather more | 


than the preparation and produc- 
tion. It includes handling replies 


|which sometimes have flown in 


Research on the test ads is running a little late. Publication closes tomorrow. 


@ Te 


Ad Page Exposure — the first and only media measure that tells you what hap- 
pens to your own, ever-lovin’, sweated-out page when it hits the home. 


Hurry —get the facts on APX from The Saturday Evening Post. 


|at the rate of 700 a day, and not 
|just from 


‘the engineer’s son’ 
who has read the ads. The cost 
also includes a full merchandising 
program, in addition to a public 
relations program and. community 
relations. About $700 of the price 


|is for handling the inquiries.” 


|m He said that the original co-op 
jad had developed into a “spectac- 


ular” titled “Missiles 1959” which 


/ran once each in Business Week 


and U.S. News & World Report. 
Because of their impact, the com- 
panies had taken to the idea in 
such a big way, that the new 14- 
pager would carry both spreads 
and a gatefold. “We expect the 
response this spectacular to be 
greater than ‘for ‘Missiles 1959,’ 
which drew requests for 28,000 
mailing pieces,” he said. 

Mr. Darge said that from con- 
cept to insertion, the spectacular 
was seven months in the making. 


The companies had indicated, he} 


said, that-“their eyes were opened 


to how much more effective per 
dollar the spectaculars are than 
the orthodox ad campaign.” Part 
of the package involved the right 
of the companies to the art work, 
which was undertaken by “name” 
illustrators such as R. C. Swanson 
and Larry Laranovic. 

The co-op ads had also been “a 
source of new business for the 
agency in other directions,” he 
added. Westinghouse Corp., for 
example, has retained Remsen for 
other assignments, such as an 
eight-page “Spacecraft Sum-Up” 
insert based on the ‘Missiles 1959” 
ad. 


@ The ad package was the creation 
of William E. Mortison Jr., presi- 
dent, who last week announced he 
was moving over to board chair- 
man. He named a new president, 
Burke C. Herrick, formerly a vp 
and account supervisor with 
J. Walter Thompson Co. Another 
newcomer he named is Morgan 
W. Gibney, exec vp, formerly di- 
rector of creative writing with 
Wilding Inc., film and stage pro- 
ducer. 

Mr. Mortison, who is 34, has 
been president for eight years. He 
began working at Remsen while 
studying at Yale, “across the street 
from us,” Mr. Darge said. + 


Bolling Names Cason, Dome 
Managers; Robbins Added 

Bolling Co., New York, radio-tv 
station representative which re- 
cently bought Headley-Reed Co. 
(AA, Jan. 2), will retain former 
Headley-Reed managers in Atlanta 
and Philadelphia. Frank A. Cason 
Jr. will manage the Atlanta office, 
and Robert S. Dome will head the 
Philadelphia branch. Edward R. 
Robbins, previously national sales 
manager of KOCO-TV, Oklahoma 
City, has been named to Bolling’s 
Dallas sales staff. 


Twenty former Headley-Reed 


|stations were dropped by Bolling 


immediately upon acquisition of 
the company. Bolling expects ulti- 
mately to end up with 35 radio and 
27 tv stations, comprising those 
from both lists. 


Walsh Adds National Starch 
National Starch & Chemical Co., 


| Toronto, has named Walsh Adver- 


tising, Toronto, to handle its ad- 
vertising. The account previously 
was handled through G. M. Basford 
Co., New York, which continues on 
the U. S. parent company’s account. 


Cramer Adds Paragon Electric 

Paragon Electric Co., Two Riv- 
ers, Wis., manufacturer of electric 
timers and controls, has moved its 
advertising from Klau-Van Pieter- 
som-Dunlap to Cramer-Krasselt 
Co., both of Milwaukee. 


Morrison Names Roizen 

Morrison Steel Products, Buffa- 
lo, has named Roizen Advertising 
Agency, Buffalo, to handle adver- 
tising for its five divisions. 
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Where is this girl today? 


Today (as a grownup ) she is the wife of the President of the United States. Today (as a 
child, above) she is gracing the pages of the Ladies' Home Journal in the first picture 
story of her childhood ever published. / Starting in the February issue, the Journal 
makes news with an exclusive look into the personal picture albums of Jacqueline Bouvier 
Kennedy. / This is Jacqueline's own story. It was recorded -- fondly -- by her devoted 
friend, Mary Van Rensselaer Thayer. It will be read -- avidly -- by the Journal's 
devoted friends, women all. / This feature proves it again: the Journal gets the firsts. 
First-rate subjects. First-hand information. First-class writing. Which indicates why 
the Journal is where she is today: “ First Lady in her field. 


NO} MAGAZINE FOR WOMEN / NO.| IN CIRCULATION / NO. | IN NEWSSTAND SALES 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Hat Corp.'s Hatless Beatnik Ad Strikes Him as 


‘Vulgar’ Because Its Slick 


To the Editor: I have seen few 


ads more basically vulgar than | 
that placed by the Hat Corp. of} 


America. It is the epitome of vul- 
garity, possibly because it attempts 
(vainly) to eschew this quality. 

The headline says that “There 
Are Some Men A Hat Won’t Help.” 
And then it picks on a patsy: 
A bushy-haired, bushy-browed, 
bushy-bearded, bespectacled beat- 
nik. 

It may be that the illustration 
is “eye-catching’’—but it’s pretty 
clearly in bad taste. And if the 


man who posed for it is an honest- | 


to-goodness beatnik and not simply 
some fink the agency dug up from 
the streets—then the poor maligned 
beats should gang up, shave the 
bum and confiscate his tight-fitting 
blue jeans. 

The copy is possibly more vul- 
gar than the illustration—although 
it’s difficult to pass such a crucial 
judgment since both are of a piece. 
It panders to all of the cheap non- 
sense from the shallow success- 
type stories written for shallow 
young men going nowhere in a 
hurry. 

Wearing a hat, says the copy, 
“can make the rough competitive 
road between you and the top a 
little easier to travel.” 

I don’t see how this figures, un- 
less a man’s daylong work is now 
measured not by his copy or art or 
finesse in handling clients—but by 
how long he keeps his hat on. And 
in that event, he may well be re- 
garded as an Orthodox Jew—cre- 
ating further roadblocks in his 
march to the top. 


Surtace Veils Faults 


devotee of touch foutball—John F. 
Kennedy—apparently hasn’t yet 


‘travel the be-hatted route. 

The ad suggests that top business 
executives kind of lean towards 
the fellas with the hats. “They may 
be right, or they may be wrong [a 
pretty daring attack on the ‘top’] 
but there’s no denying that they’re 
in charge. So it pays to humor 
them.” (My emphasis.) 

Never mind who you are. Never 
mind your irdividuality. Never 
mind if you just don’t like hats. 
The men at the top want you to 
wear one so wear one! But suppose 
you do? How will they feel about 
you in an Adam? A Dobbs? A 
Cavanaugh? A Stetson? Do they 
like narrow brims or wide brims? 
Here’s a whole new area for pro- 
ducing anxiety and tension. 

I get the feeling that the intelli- 


gent fellow who wrote this new in- | ; 


sult to adult males was squirming 
as he did—because in the end he 
negated all he had to say by stat- 
ing that it’s really what’s “under 
the hat that counts.” And that, of 
course, is the point—the only point 
|—not all the nonsense that pre- 
ceded it. 

| I don’t think that a hat would 
|/have helped an Albert Einstein or 
|a Schweitzer or a Ben-Gurion. 

| Why is the ad vulgar: It’s be- 
|cause it is so well done, so pro- 
| fessional. It’s not the crude try of 
|some tyro agency. It’s a slick pro- 
|duction—the product of talented 
| people—who place the importance 
| of surface impressions over the 
| significance of what’s inside. Is the 


To the Editor: Leo Burnett’s 
beatnik ad (Page 3, Jan. 16) is 
|“‘way out” but, just to call atten- 


| tion to the fact that our own writ- | 


/ers are creative, here’s an ad we 


heard that the way to the top is to) 


001, (00! commssions, pohces and tales helps 
" one 


ste babe me Preteen vile, Lakaves oes 


| prepared for February issues of 
the usually staid insurance papers. 


Ray Nadeau, 
Grubb Advertising, Cham- 
paign, Ill. 
* e a 


‘Paid for’ Cuts Are Example of 
Undue Influence, Editor Asserts 
To the Editor: The editorial en- 
titled, “A New Crop of Chiselers” 
in the Jan. 9 issue of ADVERTISING 
AGE is certainly worth noting. 
However, speaking as an editor, 
while I join my fellow craftsmen 
}in their protest against the type of 
| “pressure” publicity about which 
| you write, I also wish to point out 


“You look more of a man with a|ad provocative—sure, it provoked | that certain practices exist on the 


hat on.” 

So continues the fable from Hat 
Corp. 

Well, take heart—all you un- 
manly hatless ones. That eminent 


me. But then—so might some hie- 
roglyphics on a latrine wall! 
Martin Solow, 
Executive Vice-President, 
Wexton Co., New York. 


| other side of the fence which, per- 
| haps, have opened the door for this 
| type of activity. 

| What concerns me is the rather 
| prevalent practice wherein many 


on 


on 


Accountmen’s Society for the Prevention of Cruelty to Accountmen. Motto: 
Illegitimus Non Carborundum. 


ir 


Ad Page Exposure — the first and only media measure that tells an account 
man who sees his babied, fussed-over, nursed-through ad page...and how 
often. The McCoy of media measures. 


A.E.s can get the facts on APX from The Saturday Evening Post. 
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companies, and in some cases com- | design or styling.” 
panies who ought to set higher; From “The Creative Man’s Cor- 
standards of performance them-| ner,” May 30, 1960: 
selves either through their own, “What’s happened to words—and 
| publicity departments or their pr|the wordsmiths who once rose 
|firms, offer to purchase publicity | against the background of the ad- 
space in publications by the use of | vertising business like mighty ti- 
Sone subterfuge of paying for en-|tans?.., Art can never take over 
|gravings made from photographs | the entire job of communication in 
| that accompany their release. I rec-| advertising. The art director should 
ognize that it is important to keep | feel gratified that he has gained in 
|all costs down wherever possible, | importance in the creation of an 
‘but I fail to see how a publication| ad. But he should never delude 
following this policy can help but | himself that advertisements can at- 
be influenced in choosing the re-|tain their full communicative pur- 
leases it will run. | pose without words, vivid, mem- 

On the one hand, therefore, it|orable words.” 
would seem that certain editorial} From Carlyle: 
segments will throw up their hands | “Today is not yesterday. We, 
at the suggestion that they run!ourselves, change. How then can 
press releases on the bare possi-|our works and thoughts, if they 
bility that they might receive ad- | are always to be the fittest, con- 
vertising contracts and yet, on the tinue always the same?” 
other hand, will run releases and From me: 
accept money for the space. | Please renew my subscription. 

I would be glad to have your D. J. Rennie, 
| comments. Account Executive, Ketchum, 


Richard W. Mulville, MacLeod & Grove, Pittsburgh. 
Editor, Cooperative Merchan- 


diser, Chicago. a ° e 


} 

| 

Advertising Age believes that| Actors Should Have a 

 samataee for cuts should never in-|Humbler Attitude, He Says 

| fluence use of editorial material | To the Editor: Cannot something 

| and does not permit such payment | phe done to bring to the notice of 
° e sd our actors and film stars and tele- 

From Us: ‘Thank You, |vision people that the people are 

Mr. D. J. Rennie’ |bored almost to death by the ever- 

To the Editor: From “The Cre-| lasting exhibitionism put forward 
ative Man’s Corner,” Dec. 28, 1959: | by these people. 

“There are some products that; I felt it was only my own im- 
demand explanation—in writing.| pression, but I have asked many 
There are others that do not. Quite | people during the past months and 
frequently these latter require|they all have something to say 
only illustration because their de- against this brazen pushing for- 
sirability springs chiefly from their ward of actors and their associated 


| 
| 
| 


He Doubts Sara Lee Cakes 
Are Made of Nothing but Butter 


To the Editor: If the outfit which 
prepared this full-page, four-color 
fairy tale for Sara Lee cakes can 
prove to me that said cakes are 
composed of nothing... absolutely 
nothing...besides butter, as the 
ad says, I’ll gladly dance a gavotte 
around the edge of their butter tub. 

Half-truths in advertising have 
been around for a long time and 


probably always will be, but it 
takes a certain amount of per- 
verted bravado to blast the news- 
paper reader with a colossal lie 
such as this... 

Sara Lee may turn out decent 
baked goodies, but the old girl’s 
advertising stinks! 

Jack Winter, 

Advertising Department, Min- 

neapolis-Honeywell Regulator 

Co., Denver. 


Sara Lee cakes....theyte all better 


because theyre all butter! 


Ren! hatter. Grade AA. The beat there ts. And lote of it— 
» whole quarter-pound in every Sera Lee Pecan Coffee 
(Cane and Cinnanm Nut Caffee Cake. The best of every- 
Uring efse, too. Preah whole milk with all the cream 
left um Country frend eggs. And why ere al! the Sere | oe 


demert cakes to matat, so tender we trremetihle” lane 
the cufflee caken, they're all better because they re «l! 
butter. No other shortening is ever used by Sara Lee To 
serve a real trent at « moment's notice— buy « varrety of 
Sars Les Cakes ‘They'll stay oven-frush in your freese: 


#4 Sara 


” 
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people. | 

An actor should be known for 
his performance and not personal- 
ly. But from the present they push | 
themselves forward and assume a} 
leadership of this nation. 

The reason is the high prices vo- 
calists and others can command for 
their often very poor shows and 
lackluster performances. 

Much of the criticism directed 
against advertising comes from 
this absurd adulation by the press 
of these rather dull people who ap- 
pear in commercials for patent 
medicines and similar products. 

Editors seem to have very few 
photos of actors and actresses and 
they use these same faces day 
after day. How boring, how barren 
and stupid this becomes! This is an 
appeal to some imagination in the 
presentation of entertainment. It is 
also an appeal to these high priced 
actors, vocalists and various forms 
of “stars” to look to themselves 
and assume a humbler attitude 
towards the general public. There 
is already an opposition opinion 
developing. 

Harry Becker, 

Publishers’ Representative, 

Charleston, S. C. 

. * . 
Mature Females Need 
A Little Ad Promotion, Too 

To the Editor: A plea to the peo- 
ple who write the commercials ex- 
toling the virtues of aged coffee 
beans, wine, cheese, etc.: 

Please put in a plug for “mature”’ 
females. There’s too much empha- 
sis on the lass being greener on the 
other side of 30. 
(Miss) Jackie Mundy (over 30), 

Philadelphia. 
e * e 


Call It Consumer Packaging 

To the Editor: Perhaps the fun- 
niest thing which has happened— 
and which maybe has not been no- 
ticed by your loyal readers—is the 
slogan on every case of “Coke” 
you see: 

“Drink Coca-Cola—in bottles.” 

Try it, and take your cramps to 
the local M.D. (including king-size 
bottles, that is). 

W. E. Randolph, 
Randolph Associates, Welles- 
ley, Mass. 


William James Had a 
Word for the Wise Adman 


To the Editor: I enjoy the lead- 
ing advertising journal immensely, 
and am particularly interested in| 
the editorial comment. 

Regarding the mortality of ad-| 
vertising men, I think the enclosed 
paragraph from William James 
should be mounted in a frame in 
all offices of admen, per se: 

“Neither the nature nor the| 
amount of our work is accountable 
for the severity of our breakdowns, 
but their cause lies rather in those 
absurd feelings of hurry and hav- 
ing no time, in that breathlessness 
and tension; that anxiety of fea- 
ture and that solicitude of results, 
that lack of harmony and ease.” 

Frank S. Farrington, 

Vice President, Director of Ad- 

vertising and Public Relations, 

Park National Bank, Newark, 

oO. 


» e . 
March of Dimes TV Jingle Ad | 
Strikes Him as Hitting New Low | 

To the Editor: With all the com- | 
ment about good taste, or the lack | 
of it, in television programs and 
their commercial messages, I have 
just witnessed what, in my opinion, 
is just about the lowest any ad- 
vertiser can reach in a commercial 
message and feel duty bound to 
sound off about it to the limit of 
my ability. 

It has taken the giant—McCann- 
Erickson—and the giant’s giant— 
its own boss, Marion Harper Jr.— 
to reach what must surely be the 
new standard in bad taste for a 
commercial/institutional message. 
I am referring to the current sick- 


ening musical spot being aired na- | 
tionally on tv in aid of the National 
Foundation-March of Dimes. 

This most worthy charity, inter- 
nationally respected, now presents 


| its cause to the world—help for re- 


search on three major diseases—by 
way of a musical jingle played as 
a background to visual scenes of 
crippled children and other nor- 
mally heart tugging cameos. 

I don’t care how effective it will 
prove in pulling power, there is a 
limit to this kind of thing. Maybe 
the great creative genius at Mc- 
Cann did it on purpose to set a| 
new style for American advertis- | 
ers. In this case we can surely ex-| 
pect the next year to produce such 
effective jingles as the Heart Fund | 


Mazurka, the 


the leader! 


Stuart S. Allen, 
Manager, South Pacific Re- 
gion, Commercial Photography 
Division, United Press Inter- 
national, Hollywood. 


entrancing Mental | 
Health Waltz and the Muscular 
Distrophy Cha Cha Cha. 

Good show McCann. You’re still 


Fidler 


Young Over Horton Burton 
RETAIL AD AWARDS—Executives of the Indianapolis Times were pre- 
sented with the advertising award of the year at the 27th annual re- 
tail conference of Scripps-Howard Newspapers in Chicago. Lewis S. 
Fidler, New York, director of the general advertising department, 
looks on as his assistant Jerry Burton, in charge of the retail divi- 
sion, makes the presentation to Louis Young, advertising director; 
William Over, retail manager; and George V. Horton, business man- 
ager of the Times. 
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|Cole & Weber Promotes Ten 
Cole & Weber has named M. E. 
Harrison head of client services in 
its Tacoma office and has elected 
nine vps. The vps are William H. 
Sandiford, Lee Jacobi and Sidney 
Copeland in, Seattle; John L. Sugg, 
Victor S. Collin, Perry Culp and 
| William Wilson in Portland; and 
Victor Kauffman and Harold Dix- 
hs in Tacoma. 
‘Priority Tuna Sets Drive 
| Priority tuna will be advertised 
| for Lent in 24 dailies in 18 up- 
| state New York cities with news- 
paper ads up to 200 lines. All ads 
are scheduled for Thursday food 
pages. Wright Advertising, Pitts- 
ford, N. Y., is the agency. 


SPRING 7é“"BULBS 


15¢ PER PACKAGE 


© orcnawai | 


HQ: 305 7th Ave., N.Y. 1, N.Y. + OR 5-6500 
BR: 30 W. Wash., Chi. 2, Ill. + AN 3-6622 


ETAIL spending in Metropolitan Des Moines 
accounts for only 11% of Iowa’s total. All 
eight of Iowa's Metro Areas, combined, account for 


only 36% of retail sales. 


Here’s why 
50,000 - watt 


WHO RADIO 


belongs on any list 


of 14 or more 


largest radio markets! 


This circulation covers 


75% of Iowa's total retail spending is done in 
areas in which WHO Radio has an NCS No. 2 
circulation of more than 10%. 


800,000 lowa homes. 


There are only 13 markets in America in which any 


WHO 
for lowa PLUS! 


Des Moines . . . 50,000 Watts 
NBC Affiliate 


IOWA POPULATION-DOLLAR DISTRIBUTION radio station gives you larger circulation. Or more 
| oof] Retell | % of buying power. 
%o of State | |State’s| Sales | State's 
Pop epetaion| | ee | eee | Soe We know you know these facts. What about the 
Des Moi 
eta el — - winel we | eum | oe less experienced people who may help (or hurt) 
por 7 your station-selections? We would be delighted to 
owa’'s 8 Leading 
Metro Areas in- 
cluding Des Moines| 943,600 | 33% | 1,892,792 | 30%, | 1,259,007 | 36% have the name of anybody who should know the 
e realities about radio-listening in Iowa. Write us, 
emainder 
of lowa 1,904,400 | 67%, | 2,975,489 | 62% | 2,286,754 | 64% or PGW! 


WHO Radio is part of Central Broadcasting Company, which also owns and operates WHO-TV, Des Moines; WOC-TV, Davenport 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 


Peters, Griffin, Woodward, Inc., Representatives 
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Atlas Names Keller-Crescent pointed Keller-Crescent Co., Ev- 

Atlas Van-Lines and its interna- | @msville, to handle their advertis- 
tional division, International Sea|ing. Garfield-Linn & Co., Chicago, 
Van, Evansville, Ind., have ap-jis the previous agency of record. 


before it’s too late! You still have time to make your 
space reservation for Ad Age’s Advertising Agency Issue 
to be published February 27. Take advantage of the 
extra reader interest this issue generates each year. 
Act NOW. 


ADVERTISING AGE’S 
ADVERTISING © cuosine 
AGENCY = 


FEB. 


ISSUE 15 


200 EAST ILLINOIS STREET, CHICAGO, ILL. 
630 THIRD AVENUE, NEW YORK 17, N. Y. 


Mercedes-Benz 
Gains Ground in 
Import Car Race 


NEw York, Jan. 31—In the gen- 
eral acclaim for the advertising of 
Volkswagen and Rolls-Royce, com- 
paratively little attention was ac- 
corded Mercedes-Benz. The Ger- 
man car had 13,230 U. S. registra- 
tions through November and was 
in ninth position among imports. 
But its standing in November, a 
poor month for imported cars gen- 
erally, was No. 4 among car im- 
ports for the month. 

This eminence, for a car which 
counts its competition as Jaguar, 
Rolls-Royce, Cadillac, Lincoln and 
Thunderbird, is relatively new. 
Taking nine-month registration as 
a benchmark, Mercedes’ meteoric 
rise is mirrored in these figures, 
all for January-September in their 
respective years: 1957—2,210; 1958 
—5,405; 1959—10,129; and 1960— 
10,857. 

The big bulge in registrations 
between 1957 and 1958 is attrib- 
uted to the establishment of Mer- 
cedes-Benz Sales Inc. A subsidiary 
of Studebaker-Packard, it brought 
in a new sales and service setup, 
where Mercedes had previously 
used distributors. The new subsid- | 
iary included 16 spare parts depots, | 
with a multi-million dollar inven-| 
tory, and mechanical training op- 
erations. 


sales rise in the past four years, 


# Daimler-Benz sells a fairly wide 
line, of course, something its rivals 
do not. Mercedes-Benz prices range 
from $3,000 to $13,000. It has 350 
dealers across the country. 

The advertising of Mercedes-| 
Benz (through D’Arcy Advertis-| star still appears in some adver- 
ing) has taken a gradual but pro-|tising, but the new copy talks di- 
nounced turn away from “image’’|rectly about the Einspritzmotor 
to “reason-why,” with considera-| (or fuel injection), the interiors 
able attention to mechanical de-|available in a variety of wood 
tail and to engineering develop-| veneers, and the swing axle. 
ments. The dominant element in| The copy is aimed to reinforce 
earlier Mercedes advertising was) Mercedes’ reputation for engineer- 
\its famous three-pointed star. The| jing. Ads run in a wide range of 


phasis on the three-pointed star 


COURSE 


l 


Scratch one Television Writer. The ratings were so low it took skindivers to 
find them. Even the canned track didn’t laugh. Get new writer or get new spon- lA 


sor. Signed, Sponsor. 


airs 


Ad Page Exposure — the first and only media measure that rates a magazine's 


power to showcase your own, individual advertising 
proved “selling opportunities” you get. Look into it. 


For the facts on APX, just whistle. Signed, The Saturday Evening Post. 


|consumer magazines—Holiday, The 
|New Yorker, Sports Illustrated, 
Time, and Town & Country. They 


| appear in four “enthusiast” maga- | 


| zines—Motor Trend, Road & Track, 


| Sports Car and Sports Car Illus- | 


| trated. They have appeared in the 
Wall Street Journal, and a busi- 
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IMAGE TO NUTS & BOLTS—Mercedes-Benz, which has had a spectacular 


has been gradually switching its 


advertising from glamor and image (above) to an emphasis on en- 
gineering and detail in the production of its cars (below). In this 
series of advertisements in Holiday and Town & Country, the em- 


(November and December, 1960) 


can be seen to give way to emphasis on a swing axle (January, 61) 

and an injection motor (April and May). The New Yorker, Sports 

Illustrated and Time also are being used. D’Arcy Advertising is the 
agency. 


Thomson Names Aspell to 
Head New Caterpillar Division 
Thomson Advertising, Peoria, 
has appointed Bill Aspell director 
of its new Caterpillar dealer 
advertising division. The division 
will specialize in dealer’s local 
|/promotions and in Caterpillar 
Tractor Co.’s own regional adver- 
| tising program. Mr. Aspell former- 
ly was promotion manager of Ohio 
| Machinery Co., Caterpillar dealer 
| in Ohio. 
| 


_AWRT Detroit Unit Names 5 
| Detroit chapter of American 


ness paper campaign runs in Auto- | Women in Radio & Television, has 
motive News. The Journal of the named five award winners at its 
| American Medical Assn. is also| annual “Five to Watch” dinner. 
| used, and not without reason, since| The five selected are John T. 
/more than 25% of U.S. Mercedes| Dempsey, news and public affairs 
are sold to doctors. The reason is| director, WJBK and WJBK-TV; 
| generally supposed to be that the|Don Kremer, sportscaster, WWJ 
| Mercedes is small enough not to|and WWJ-TV; Alan Murdock, 


|arouse the patient’s resentment, | assistant to the manager at WDET 


|and is enough of a status symbol 
to make its mark at the country 
|club. # 

| 


Tillamook Plans Campaign 

| Tillamook County Creamery 
| Assn., Tillamook, Ore., will run ads 
for Tillamook cheese in national 
women’s magazines for the first 
| time in its history in the first 
quarter of i961. Ads are scheduled 
for Better Homes & Gardens, Mc- 
Call’s, Parent’s Magazine and Sun- 
|set Magazine. Strong spot tv will 
| be used in all major markets in the 
| West Coast and radio will be used 
|in selected markets. In addition to 
its consumer advertising campaign, 
Tillamook is giving for the first 
| time a special case allowance to the 
grocery trade. Showalter Lynch 
Advertising Agency is handling the 
drive. 


Heritage Names Von Hofen 

Fred von Hofen, formerly na- 
tional sales manager of KOL, Se- 
attle, has been named general 
manager of sales of Heritage Sta- 
tions, which represents a group of 
fm stations. 


page. Tells how many 


/and producer-director at Wayne 
| State University; William Sheehan, 
|news director and newscaster, 
| WJR; and Phil Spelman, public re- 

lations account executive, Bureau 
| of Industrial Service, Young & 


| Rubicam. 


P&G Forms Chile Subsidiary 


A Chilean subsidiary under the 
name Procter & Gamble (Chile) is 
| being formed by Procter & Gamble 
Co., Cincinnati. An arrangement is 
being entered with Perlina, Vina 
del Mar, Chile, for the manufac- 
ture and sales of soaps and deter- 
|gents. Perlina will continue to 
|market its own products as well. 
|Other P&G Latin American com- 
|panies are in Puerto Rico, Mex- 
|ico, Peru and Venezuela. 


MacManus, John Drops Fuller 

MacManus, John & Adams has 
| resigned H. B. Fuller Co., St. Paul, 
|manufacturer of industrial adhe- 
sives, because of a conflict with the 
adhesive, coatings and sealers di- 
vision of Minnesota Mining & Mfg 
Co., a MacManus client. Fuller is 
expected to name a new agency in 
the near future. 
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GOP, Democrats 
Spend $14,250,000 
on Radio-TV Ads 


WASHINGTON, Jan. 31—The Dem- 
ocrats and the Republicans spent 
almost $15,000,000 for radio and tv 
time during the campaign, the 
chairman of the Federal Communi- 
cations Commission told Senate in- 
vestigators today. 

Figures presented by Chairman 
Frederick Ford were based on a 
special study which the commis- 
sion conducted following last fall’s 
political campaign. A similar study 
by the Senate elections committee 
after the 1956 campaign showed 
$9,501,000 in radio-tv expenditures. 

The FCC study was presented 
as the Senate commerce commit- 
tee took up proposals by the radio- 
tv industry to repeal Section 315 
of the Communications Act which 
requires stations to provide equal 
time for all candidates, including 
those of splinter parties. 


s Spokesmen for the networks and 
the National Assn. of Broadcasters 
told committee members that the 
temporary suspension of Section 
315 for Presidential and _ vice- 
presidential candidates in the 1960 
election resulted in a big increase 
in time contributed by the indus- 
try, and cleared the way for the 
Nixon-Kennedy debates. 

Industry witnesses said last fall’s 
experience shows that the “equal 
time” rule actually reduces the 
amount of political broadcasting, 
and that the industry can be trust- 
ed to act fairly if it is given free- 
dom to allocate time according to 
its own judgment. 

Sen. John O. Pastore (D., R.1.), 


chairman of the communications | 


subcommittee, indicated that he 
believes the industry has made a 
good case for itself but he ex- 
pressed some conc: -1 about the 
possibility that deLates between 
Presidential candidates might be 
sponsored in the future. 

When Alfred Beckman, ABC 
vp, said he thought sponsorship 
might be appropriate under the 
proper circumstances, Sen. Pastore 
said network officials should ex- 
pect to be questioned on this point 
when the committee holds hear- 
ings later this year on specific leg- 
islation changing or repealing the 
“equal time” rule. 


& On the basis of preliminary re- 
sults now available, the FCC re- 
port on last fall’s campaign showed 
that Republicans paid $7,500,000 
for political broadcasts, while 
Democrats paid out about $6,750,- 
000. The Senate expenditures 
committee report showed Republi- 
can expenditures of $5,381,000 in 
1956, and expenditures of $4,120,- 
000 by Democrats. 

Figures presented by Mr. Ford 
showed that the GOP in 1960 
spent $1,820,360 with tv networks 
and $3,315,547 with stations. Radio 
expenditures for Republicans 
amounted to only $44,546 for net- 
work time, and $1,864,703 for sta- 
tion time. Democrats spent $1,106,- 
875 with tv networks, $3,012,465 
with stations, $34,321 with radio 
networks and $2,079,574 with sta- 
tions. 

While total spending was up 
sharply from 1956, FCC noted that 
spending for network time was 
off 7.5% largely from curtailed tv 
network spending by Democrats 
and less radio network spending 
by both parties. 


8 Total spending with radio-tv 
networks by Republicans was $1,- 
864,906, down only seven-tenths 
of 1% from $1,877,718 in 1956, 
while total network spending by 
Democrats was off 16.9% from 
$1,373,736 in 1956 to $1,141,196 in 


|work expenditures 69.2% 


| 
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OFFER—De Pree Co., Holland, Mich.,| 

is offering a four-volume health| 

encyclopedia for $10 to purchasers 
of its vitamin products. 


1960. 

Republicans increased their tv 
network spending by 5% to $1,- 
820,360, but trimmed radio net- 
from | 
$144,646 to $44,546. Democrats cut 
network tv by 7.6% from $1,197,- 
441 to $1,106,875, and radio by| 
80.5% from $176,295 to $34,321. 

While Republican spending with 
networks was down seven-tenths 
of 1%, expenditures with radio and 
tv stations amounted to $5,180,250 
in 1960, compared with $3,502,282 
in the Senate expenditures com- 
mittee study for 1956. Moreover, 
Democrats, after curtailing net- 
work expenditures by 16.9%, in- 


|creased their spending with radio- 


tv stations from $4,120,000 in 1956 
to $5,092,039. 


# Frank Stanton, president of 
CBS, stressed that audience inter- 
est reached a higher peak by far 
during the political debates, which 
were aired free by all the net- 
works, than during any of the 
paid political broadcasts. “The 
average debate attracted 120% of 
the audience of the programs they 
preempted, while the average paid 
political ad attracted only 70% of 
the audience of the programs they 
preempted,” he said. 


® Robert E. Kintner, president of 
NBC, told subcommittee members 
that last year’s expanded political 
coverage has developed greater 
sponsor interest in public affairs 
programs. “In the long run, to give 
broadcasters the journalistic cre- 
dentials they were able to borrow 
in 1960, and which they used with 
such responsibility and distinc- 
tion, is to improve the flow of 
public information not only during 
political campaigns but between 
the campaigns as well,” Mr. Kint- 
ner said. 


® Gov. LeRoy Collins, appearing | 


before Congress for the first time 
as president of NAB, said FCC’s 
general power to require “fair- 
ness’”’ would be enough to assure 
that political candidates get prop- 
er treatment from broadcasters if 
the “equal time” provision of the 
law is repealed. 

He argued that the real issue 
for Congress*to consider is what 
will best serve the public interest. 
Candidates need to be treated fair- 
ly, but the important need for the 
public is to be informed, he said. 

“In my home state,” he said, 
“the head of the Ku Klux Klan is 
a frequent candidate for governor. 
No one, including himself, has 
taken his candidacy seriously. Yet 
under the present provisions of 
Section 315 he would have to be 
accorded equal time with bona fide 
candidates. Would anyone contend 
that the public interest would be 
served by such a use of air time?” 


Last Minute News Flashes 
Texaco Ponders Cutting Print Ads 


New York, Feb. 3—-Texaco is considering sharp cutbacks in its 1961 | 
print allocations—notably in newspapers—in favor of concentration in | 
television and radio, ADVERTISING AGE learned today. The oil marketer, 
never a big newspaper advertiser, is currently considering abandoning 
the medium—in which it spent some $500,000 last year—for radio and 
television commercials. Magazines, which got more than $1,000,000 of 


Texaco’s ad budget in 1960, are also due for cutbacks. Cunningham & 
Walsh is the agency. 


Interpublic Seeks to Buy Britain’s Pritchard, Wood 


Lonpon, Feb. 3—Interpublic Inc., parent company of McCann-Erick- | 
son, has made a bid for Pritchard, Wood & Partners, one of Britain’s | 
leading agencies. The deal is expected to go through next week. Pritch- 
ard, Wood billed $12,500,000 in 1960. 


Chrysler Sues Minor, Seeks Profit Accounting 


Detroit, Feb. 3-—-Chrysler Corp. has filed suit here against Jack W. 
Minor, formerly divisional director of marketing, seeking an account- 
ing of transactions between him and W. M. Sales Co. and three other 
companies, while he was a Chrysler employe. The suit asks that Mr. 
Minor pay Chrysler the profits obtained from such transactions. Mr. 
Minor filed suit against Chrysler last week seeking damages as a result 
of his forced resignation last September (AA, Jan. 30). 


Tenneco Oil Names Reach, McClinton 


Houston, Feb. 3—Tenneco Oil Co., a subsidiary of Tennessee Gas 


Transmission Co., has named Reach, McClinton & Co., New York, to | 


handle its advertising, effective immediately. The account had been 
with Galen E. Broyles Co., Denver. Tenneco was formerly known as 
Tennessee Oil Refining Co. 


Wesson Denies Ads Are Improper; Other Late News 


e Wesson Oil & Snowdrift Sales Co., New Orleans, had no comment on | 


the Compton-P&G objections to its commercials at ADVERTISING AGE 
press time (see story on Page 1), but stations which contacted Wesson’s 
agency, Fitzgerald Advertising, reportedly were told that Wesson con- 
siders its tv commercials legal and proper and questions the pressure 
that is being brought on broadcasters by Compton to bar an effective 
competitive commercial. Fitzgerald told them that the Wesson spots do 
not violate ANA or NAB standards. 


e Mel M. Thomas has joined Advertising Promotions Inc., sales pro- 
motion and advertising agency, as director of the company’s newly- 
created marketing division. Mr. Thomas resigned last December as 


manager of advertising and sales promotion for the industrial products 
group of Crane Co. 


e William T. McKeehan, formerly with J. Walter Thompson Co., has 


joined Metropolitan Insurance Co., New York, as a consultant in the 
company’s ad department. 


e Columbia Pictures and R. H. Macy have scheduled a 15-page insert 
in the May issue of Mademoiselle plugging the new movie, “Guns of 
Navarrone,” and some derivative fashions. 


e The attorney general of Minnesota has agreed to dismiss a suit | 


against Family Publications Service, New York, a magazine subscrip- 
tion agency, following some concessions by FPS. In a suit filed in De- 
cember, the attorney general charged Family Publications with using 
false and misleading tactics in the selling of magazine subscriptions. 


e Ralm Products Inc., Joliet, Ill., manufacturer of Mr. D’Frost, a non- 
toxic aerosolized defroster for domestic and commercial refrigerators, 


deep freezers and freezer compartments, has named M. M. Fisher As- | 


sociates, Chicago, as its agency. Ralm formerly was a direct advertiser. 


e Royal McBee Corp. has appointed Carl P. Ray vp of marketing, 
succeeding H. Carl Davis, who has retired. Mr. Ray was formerly vp 
of subsidiary operations for the company. 


e Aston-Martin Lagonda, British sports car maker, has appointed 


Chester Gore Co., New York, to handle its account, previously with 
Mann-Ellis. 


e National Distillers Products Co., New York, will kick off a $1,500,000 
newspaper ad campaign in ten days for Old Crow bourbon. The cam- 
paign, handled by Lawrence Fertig & Co., will feature an r.o.p. four- 
color series in 75 metropolitan newspapers. In addition, b&w ads will 
run in 637 newspapers. A feature of the r.o.p. campaign will be the use 
of different background colors in successive insertions of the same ad. 


e Noel C. Peltier, formerly general manager of advertising and sales 
promotion in the food division of Armour & Co., has been named di- 
rector of creative and promotion services of Mead Johnson Labora- 
tories, Evansville, Ind., a Mead Johnson division which plans ahd mar- 
kets ethical nutritional and pharmaceutical products. 


e Pacotronics Inc., New York maker of hi-fi and electronic test equip- 


ment, has named Smith/Greenland Co., New York, to handle its ad- 
vertising. 


e Import Motors of Chicago Inc., Northbrook, Ill., midwestern Volks- 
wagen distributor, has named the Chicago office of Doyle Dane Bern- 
bach to handle its advertising, effective May 1. The present agency is 
Fuller & Smith & Ross. DDB has the national VW account. 


e E. J. Korvette Inc., New York, major discount department store 
chain, has been charged by the Federal Trade Commission with mis- 
leading labeling and pricing of apparel from resort-area specialty 
stores. Korvette—a $1,000,000-plus advertiser, according to the FTC— 
said it is common practice for department stores to arrange for deliv- 
ery of comparable merchandise, and goods ordered but undelivered to 


the original resort store. The discounter said it would contest the FTC 
allegations. 


e Maxwell House Coffee is using newspapers and television in the 
Syracuse-Buffalo-Rochester area to test a free copper-colored canis- 
ter in which two pounds of coffee at the regular price are packed. 
Ogilvy, Benson & Mather, New York, is agency for Maxwell House. 


e Cramer-Krasselt has promoted Kenneth E. Hegard from associate 
radio and tv director to director of the radio and tv department. He 
succeeds Roger LeGrand, who has been named manager director of 
WITI-TV, Storer station here (AA, Jan. 30). 


| been 
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Sears Appoints 
Ogilvy, Benson 
for National Ads 


(Continued from Page 1) 


,/and Cunningham & Walsh “agreed 
|to terminate their relationship.” 


Sears reportedly spent less than 
$200,000 last year for national ads, 
and it is believed that C&W was 


/losing money on the account. 


Sears’ national ad program has 
declining steadily since it 
reached a peak of $2,250,000° in 
1957. The company spent an esti- 
mated $1,000,000 for national ads 
in 1958, $500,000 in 1959 and be- 
tween $100,000 and $200,000 in ’60. 

Cunningham & Walsh handled 
Sears on a straight 15% com- 
mission basis, ADVERTISING AGE 
learned. However, because of de- 
clining billings and high costs, it 
|had become unprofitable for the 
agency. + 


Oswald, Link, 
Others Leave 
Kenyon & Eckhardt 


NEw York, Feb. 3—A number of 
old familiar faces are disappearing 
from the Kenyon & Eckhardat scene. 

George Oswald, vp and account 
supervisor on several accounts (in- 
cluding Pepsi-Cola and before that 

|Lever Bros.), has joined Geyer, 

Morey, Madden & Ballard as a sen- 
‘ior vp after nine years with K&E. 
| He will be located in Geyer’s New 
York headquarters and will serve 
as liaison and coordinating execu- 
tive for the agency’s regional of- 
fices. 

Gerald Link, vp and head art di- 
rector, is leaving K&E next week 
to set up his own business after 23 

| years with the agency. 


@ Several others are departing 
with the reorganization of the mar- 
keting services departments on a 
group basis. Among them are Pru- 
dence Dorn, women’s service di- 
rector, who will continue on a free- 
lance basis with the agency, and 
Wauhillau La Hay, tv-radio pro- 
gram publicist, who will combine 
free lancing with retirement. Miss 
Dorn has been with K&E about five 
years, Miss La Hay about eight. 
As previously reported, Clark 
Mattimore, vp of the sales develop- 
ment division, left two weeks ago 
to become president of Robert R. 
Mullen & Co., pr company. And 
Paul Bradley, merchandising vp, is 
setting up his own pr and sales 
development company March 1. # 


Warwick & Legler 
Set to Succeed 


Doner on Timex 


(Continued from Page 1) 
advertising that propelled its revo- 
lution in the watch business con- 
sisted of only 109 network tv com- 
mercials on 46 shows over a period 
of the last six years.” 

In his opinion, the agency head 
said, “The most important single 
factor in the Timex advertising 
success story was the unique com- 
mercial concept itself—the live 
demonstration commercial which 
was derived from the old time 
store demonstrator.” 

Mr. Mohr said last September 
that the company was looking at 
other agencies because the compa- 
ny has grown so rapidly it feels the 
need for the kind of merchandising 
and marketing services that can be 
provided only by a bigger agency. 
In ADVERTISING AGE’s agency bill- 
ings issue (AA, Feb. 29, 60), W. B. 
Doner & Co. had estimated billings 
of $18,700,000 for 1959; Warwick & 
Legler’s 59 billings were estimated 
at $22,000,000. + 
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Wesson TV Ad Is 
Unethical, P&G 
Advises Stations 


(Continued from Page 1) 
about 85 stations asking that they 


discontinue carrying the Wesson 
copy which allegedly disparages 
Crisco. 


# This is how Frank Kemp, senior 
vp and media director of Compton, 
explained the Compton-P&G posi- 
tion in his letter to stations: 

“For the past three or four 
months Wesson oil has been using 
spot tv commercials which attack 
solid shortenings. These commer- 
cials are running on your station. 


“We are seriously concerned 
with this advertising, because a 
readily identifiable three-pound 


can of Crisco is used to demon- 
strate solid shortenings. The only 
difference is that the name Crisco 
in the oval has been replaced with 
the words ‘solid shortening.’ There 
is no mistaking, however, that the 
product is identified as Crisco, a 
fact confirmed by our own consum- 
er research, and, you should be in- 
terested to know, with a certain 
amount of consumer resentment. 

“We and our client, Procter & 
Gamble, feel very strongly that the 
use of the Crisco package in this 
advertising seriously harmful 
and contrary to good advertising 
practice. As you know, the use of 
specific competitive labels or pack- 
ages in commercials has been de- 
cried by the ANA and also is in 
direct violation of Section 12-C of 
the NAB code.” 

(This clause says, “Advertising 
copy should contain no claims in- 
tended to disparage competitors, 
competing products or other indus- 
tries, professions or institutions.”’) 


is 


e “When you view the commercials 
with these comments in mind,” the 
letter continued, “we anticipate 
you will agree with our point of 
view and wilil, therefore, refuse to 
carry this advertising in the fu- 
ture. If you disagree, we will ap- 
preciate having your reasons for 
disagreement.” 

With the letter went an off-the- 
screen photo of a closeup of the 
“solid shortening” can from the 
Wesson commercials and a picture 
of the Crisco can. 

This letter was forwarded to 
about 75 stations. A similar letter 
complained that a Wesson oil com- 
mercial used a Crisco oil-shaped 
bottle in its comparisons. This let- 
ter was mailed to approximately 
ten stations. The P&G mail request 
covered all the stations carrying 
Wesson oil tv advertising in the 
Crisco distribution area. 


s P&G is the No. 1 spender in spot 
and network tv, but Wesson oil as 
a product has a tv budget outrank- 
ing that of Crisco, judging from 
the most recent figures available. 
Rorabaugh-TvB figures for the 
first nine months of 1960 show 
Wesson with gross spot billings of 
$3,051,640; Crisco spent $914,870 
for shortening during the same pe- 
riod, and $208,120 during the third 
quarter for its new oil. For net- 
work tv time Crisco is listed as 
spending $541,577 for the January- 
through-September period. 


s The first three stations to reply 
—the letters only went out a couple 
of days ago—said they were no 
longer carrying the Wesson sched- 
ule to which P&G objected, the 
contracts having expired. 

At mid-week the agency had not 
decided whether it would ask the 
help of the NAB code office in its 
battle against what Crisco consid- 
ers to be unfair advertising tactics. 
But queries from stations reported- 
ly were beginning to come into the 
code offices, and code officials 


were said to be investigating the| 


matter. The New York code office 
would not comment on the Comp- 
ton complaint. 


# In New Orleans, Fitzgerald Ad- 
vertising Agency indicated to AD- 
VERTISING AGE a definite “no com- 
ment” attitude on the situation. 


— 
— 


Benson & Hedges May 
Give New Cigarets 
to Lovick, K&E 


(Continued from Page 1) 
running” for its new cigaret busi- 
ness. 

Usually reliable sources in To- 
ronto told ADVERTISING AGE that “It 
is only a matter of time before 
Benson & Hedges announces the 
appointment of Lovick and Kenyon 
& Eckhardt.” 


e Trade sources find it difficult to 
estimate what Benson & Hedges 


ii ctigaemnin 


THAT'S ME—Milton Markoff beams with pride as he shows off a blow- 


up of an ad Brown Shoe Co. will 


cigaret billings will reach, but they Buster Brown Ad 


point out that it would be “ex- 
tremely difficult” 
brand, even on a limited scale, wit 
less than $500,000. 


On the basis that Benson & 
Hedges is launching two brands- 
one through Lovick, the other 


through Kenyon & Eckhardt—the 
company’s cigaret billings this year 
might top $1,000,000. 

Canadian trademark rights for 
Philip Morris and Marlboro brands 
are held by Tuckett Tobacco Co., 
Hamilton. This means that Benson 
& Hedges cannot use either of these 
names here and will therefore 
lose the benefit of a considerable | 
amount of “overflow” advertising | 
from the U. S. 

Trade sources say that Benson & | 
Hedges brands here might be Al-| 
pine and Parliament. + 


Salant Named CBS News | 
President in Shakeup 

The shakeup at CBS News is| 
continuing. As of Feb. 6 Richard 
S. Salant will replace Sig Mickel- 
son as president of the CBS News | 
division, New York. Mr. Mickel- 
son, who resigned, will announce 
his new plans shortly. In effect, | 
Mr. Salant already was in charge | 
of this division, having been 
named chairman of the CBS News 
executive committee on Dec. 9, 
1960. 

Mr. Mickelson’s resignation fol- 
lowed by 24 hours that of John F. 
Day, news vp. Mr. Day said that 
the “panic” which started when 
CBS didn’t win the convention 
and election rating battles had be- 
come “incredible.”’ He said he was 
quitting because the situation had 
become “intolerable.” He predicted 
that there will be other changes, 
these to involve on-the-air news 
personalities. Named to replace 
Mr. Day with the new title of vp 
and general manager was Blair 
Clark, a CBS news correspondent 
since 1953. 


WIR, Detroit, Buys WSAZ Inc. 


Huntington Publishing Co., Hunt- 
ington, W. Va., is getting out of 
broadcasting to concentrate on the 
newspaper business. The company 
has sold all the stock in WSAZ Inc., 
owner of WSAZ and WSAZ-TYV, to 
WJR, The Goodwill Station Inc., 
Detroit. The sale, at a price of 
$6,145,600, is subject to the usual 
FCC approval. Besides WJR, Good- 
will owns WJRT, Flint, Mich. 
C. Tom Garten reportedly will con- 
tinue as general manager of WSAZ 
Inc. This sale was negotiated by 
Vincent J. Manno and Howard E. 
Stark, New York brokers. 


Lewis Labs Names Sawdon 

Lewis Research Laboratories has 
named Frank B. Sawdon Inc., New 
York, to handle its account, which 
includes various household cleans- 
ers and a new drug product to be 
announced. Radio and television 
will be the principal media. 


to launch _ Features Retailer 


Sr. Louis, Jan. 31—Brown Shoe 
Co. will feature one of its exclu- 
sive retailers in a Buster Brown ad 
in the March issue of Parents’ 
Magazine to demonstrate its inter- 
est in independent shoe stores. 

Milton Markoff, owner of Milton 
Markoff Shoes, Wilton, Conn., will 
be presented as a model shoe fitter 
with two young customers in the 
ad. 

Mr. Markoff is said to combine a 
three-generation background in the 
business with a unique store oper- 
ation. His store in a shopping cen- 
ter was designed according to his 
desire for “a shop that does not 
look like a shop,” one that gives 
customers the impression they are 
sitting in their own homes. 


The store has no shoe shelves in 


|the selling area. Deacon’s benches 


and captain’s chairs take the place 
of traditional store furniture. Shut- 
tered room dividers, early Ameri- 
can furniture and plants were used 
to enhance the un-storelike effect. 
A “toy corner” with toys for chil- 
dren who come into the store is a 
device used to attract children. The 
children’s business accounts for 
70% of the store’s sales. 

Leo Burnett Co., Chicago, is the 
agency. + 


Niles Opens New 
Hollywood Unit 


CuHIcaGo, Feb. 1—Fred A. Niles 
Productions, long a proponent of 
the logic of tv film creation and 
production in Chicago, appears to 
feel that although the logic may be 
right it has not been entirely per- 
suasive; the company announced 
yesterday that it is opening pro- 
duction facilities in Hollywood, to 
be known as Fred A. Niles Produc- 
tions, Hollywood. Within the next 
few weeks, a sales office also will 
be opened in Hollywood. In addi- 
tion a sales office is to be opened 
in New York. 

The Hollywood office is in the 
California lot; it was at one time 
the Gross-Krasne facility there. 
Fred A. Niles said he expects the 
new unit to boost the company’s 
billing by $500,000 the first year 
and said he thinks it ultimately 
may outstrip the Chicago operation 
in volume. 


s “I have found that most of the 
Hollywood film companies give 
the client exactly what he wants,” 
Mr. Niles said. “Our policy is to 
conceive a better and different 
way to fill his need.” = 


Resnick & Katz Moves 


Resnick & Katz, New York agen- 
cy, has moved to 341 Madison Ave. 


run in March Parents’ Magazine. 


Ronson Reported 
Dropping NC&K, 
Set to Name DDB 


(Continued from Page 1) 
different products, especially now 
that Schick is part of high-flying 
Revlon Inc., no slouch in new 
product launchings. 

If there was any other agency 


in the picture besides DDB, no one | 


seemed to know about it. And if 
Ronson goes to Doyle Dane, the 
agency will find itself sharing the 
account with a shop two of whose 
principals (Messrs. Koenig & Lois) 
worked for DDB before opening 
their own agency. 


® In the Schick first-quarter drive, 
William F. Siegel, advertising di- 
rector, said the new campaign 
was decided upon around Christ- 
mas time, following some newspa- 
per test ads, and that Benton & 
Bowles would be handling billings 
until March 31. 

The campaign is based on a 
“more than your money _ back” 
theme. Customers will be offered 
a 14-day free trial, along with a 
pocket-size grooming kit consist- 
ing of a comb, clipper nail file, 
tweezers and cuticle stick. 

A minimum of four large-space 
two-color ads will run in newspa- 
pers in all major markets, aug- 
mented by a magazine schedule 
including Life, The New Yorker, 
Playboy, Sports Illustrated, Time 
and U.S. News & World Report. 

The copy will say: “Try the new 
Schick for 14 days. Get this groom- 
ing kit free. If the 1066 doesn’t 
outshave your present razor, your 
money back—and the grooming 
kit is yours to keep.” + 


Dearth Named Morse Head 


Robert A. Dearth, vp in charge 
of domestic and international ac- 
tivities for Morse International, 
New York, for the last five years, 
has been named president of the 
agency. He succeeds Jerome Pat- 
terson, president for the last 11 
years, who now is chairman of the 
board. No successor has been 
named for Mr. Dearth. The chair- 
man’s post has been vacant for 
several years. 


Seroka to Form Company 
Joseph S. Seroka has resigned as 
sales promotion manager of Benrus 
Watch Co., New York, to form Ser- 
oka-Calvert Inc. in Mamaroneck, 
N. Y., specializing in advertising 
and sales promotion programs. 


Lanxner to U.S. Industries 

William Lanxner, formerly with 
American-Standard, has _ joined 
U.S. Industries Inc., New York, as 
assistant to the vp-public relations 
and advertising. 


Advertising Age, February 6, 1961 


CBS Re-Schedules 
Armstrong TV Spy 
Tale for Feb. 15 


CBS Withheld Story to 
Avoid Conflict with 
New Government Policy 


(See editorial on Page 18) 


LANCASTER, Pa., Feb. 3—Arm- 
strong Cork Co. was “very pleased” 
today when CBS-TV announced 
that the Russian spy drama, “The 
Spy Next Door,” which the net- 
work had canceled when originally 
scheduled on Feb. 1, will be aired 
Feb. 15 on “Armstrong Circle The- 
ater.” 

Max Banzhaf, Armstrong adver- 
tising and public relations vp, who 
had opposed the network’s Jan. 28 
decision to cancel the espionage 
drama, said Armstrong’s position 
remains the same. “We think that 
this is an important subject that 
deals with something the country 
needs to be and wants to be in- 
formed on,” Mr. Banzhaf told Ap- 
VERTISING AGE. “So naturally we’re 
very pleased that CBS has de- 
cided to allow the show to go on.” 
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s At the time of the Jan. 28 deci- 
sion to cancel the show, Mr. Banz- 
haf said the network had decided 
not to run the spy story at a time 
when a new administration was 
trying to improve relations with 
the Soviet Union. At that time CBS 
said only that the network decided 
on its own responsibility to cancel 
the show—without a request from 
“anybody in or out of the govern- 
ment.” 

Today CBS said the Feb. 1 can- 
celation of the spy story was or- 
dered after a reading of the script. 
A re-run of an earlier show was 
broadcast as a replacement. How- 
ever, “The Spy Next Door” was 
taped Feb. 1. The tape has been 
viewed by five CBS vps who now 
have cleared it for airing Feb. 15. 
The play is said to be fiction, based 
on published documents. 


8s Armstrong will be busy this 
week answering the letters, wires 
and phone calls—‘“about a foot of 
them have piled up’”—that have 
come in as a result of this pro- 
gramming hassle. Many of the let- 
ters blame the sponsor for cancel- 
ing the show. The answers will ex- 
plain that it was CBS, not the ad- 
vertiser, which kept this spy story 
off the air for 14 days. 


'N. Y. World-Telegram 
& Sun’ Offers Bulk, 


Frequency Discounts 


New York, Feb. 2—The New 
York World-Telegram & Sun has 
dropped its flat rate for general 
advertising, and has adopted a new 
rate structure based on bulk and 
frequency, effective April 3. 

The new structure, based on an 
open rate of $1.85 per agate line, 
provides discounts on annual space 
contracts of from $1.75 per line 
for 1,000 lines, to $1.60 per line 
for 100,000 lines within the con- 
tract period. 

On its frequency schedule, the 
daily’s new setup provides dis- 
counts of from $1.75 per line on 13 
insertions in an annual period, to 
$1.66 for 156 insertions during a J 
year. = 


a 
= 


Spector Boosts Stevens 

Spector Freight System, Chicago, 
has promoted Henry Stevens, di- 
rector of marketing research since 
last February, to director of mer- 
chandising. He will supervise ad- 
vertising, publicity, engineered 
selling techniques and marketing 
research. 
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‘Borderline’ Publications Periled 
by P.0.’s 55%-Paid Rule for 2nd Class 


(Continued from Page 3) 
tions will seek to obtain the entry. 
The department may want to con- 
sider instituting a probationary 
period similar to the one used by 
the Audit Bureau of Circulations. 
A new publication could be al- 
lowed second class entry on ob- 
taining 50% paid circulation and 
given three years to obtain 70% 
before losing second class.” 

ABC added that it hoped the 
Post Office would give the 50-to- 
70-percenters time to raise their 
percentages before denying them 
second class privileges. 


# National Business Publications 
president Robert Harper said his 
organization is still dedicated pri- 
marily to the belief that a single 
class of mail should be created for 
all business publications, regard- 
less of type of circulation, so that 
the Post Office will give equal 
treatment to publications of equal 
value. 

NBP, which has members with 
both paid and controlled circula- 
tions, was disturbed that the 70% 
test used in the original draft of the 
rule might connote some relation- 
ship to ABC (which sets a 70% 
paid minimum for members). Since 
the department is apparentiy de- 
termined to adopt a fixed percent- 
age, Mr. Harper said, any change 
from 70% represents a big im- 
provement from NBP’s point of 
view. 

The comment among the busi- 

ness publications was pretty con- 
sistent. 
e Angelo R. Venezian, vp and cir- 
culation coordinator of the publi- 
cations division of McGraw-Hill 
Publishing Co., said that the Post 
Office decision was a ruling in the 
right direction and a better inter- 
pretation of the second class rule. 
“I am delighted to see the rules 
interpreted in this way.” 

He added that McGraw-Hill was 

in favor of stepping up the base 
to 70%, as originally proposed by 
the Post Office. 
e The Conde Nast-Street & Smith 
group said that the ruling will not 
affect its publications. Paul Young, 
vp in charge of circulation, said 
that the 55% stipulation was “a 
big improvement” on the 70% orig- 
inally proposed. “But this is not 
likely to affect us unless a catas- 
trophe occurred; that is, if we had 
several issues that sold with such 
a high percentage of returns. In 
general, we don’t operate with 
such a high rate of return.’’ Conde 
Nast publishes House & Garden, 
Glamour, and Vogue. 


e Mrs. Helen Meyer, president of 
Dell Publishing Co., publisher of 
the new bi-monthly for teen- 
agers, Ingenue, said the ruling was 
“a favor to publishers.” She said 
that now the publisher would have 
to operate on a smaller print or- 
der, and the printer would not be 
burdened with a large percentage 
of returns. 

However, she added, “I don’t 
know how the Post Office is going 
to police this. Many of the publi- 
cations don’t have membership in 
the audit bureaus.” 


® Other publishers raised the 
same point. One said: “It will take 
a considerable effort to put this 
rule in its proper perspective. It 


seems wrong of the Post Office | 


to introduce this rule when the 
only part of circulation they are 
concerned with is that part that 
travels through the mail. 

“Last May, when Edwin Riley 
met the Magazine Publishers Assn. 
members, we kept asking him the 
question: ‘Why the new rule?’ 
It seemed to us wrong to make a 
law that affects magazines not go- 
ing through the mail.” 


,e G. Carol Buzby, 


I don’t want to get in the middle 
of this hassle, but I see no reason 
| why the Post Office should take on 
itself to decide what the policy of 
a publisher should be.” He said 
that Chilton publications are not 
seriously affected. All are at 55% 


; president of paid distribution, “or so close as 
Chilton Co., Philadelphia, echoed t ) make it relatively easy to get 


the comment. He said the Post Of-|them there.” However, it might 
fice ruling was unrealistic and un- get “awfully expensive when we 


justified. get up to the 65% mark. It would 
“T have positive ideas about this.| be a needless expense.” 


|e Conover-Mast Publications pres- 
ident B. P. Mast said that the only 
publication affected was Purchas- 
ing. “But this represents no prob- 
lem. We are to that percentage.” 
He said that in general, “our re- 
action is that this is a good thing.” 

Lester Suhler, vp in charge of 
circulation at Look, said that the 
ruling would affect the “real small 
ones.” He added that the ruling 
probably would be modified to 
lower the 55% base. Mr. Suhler 


103 


| said that bulk mailing generally 
| is “not a heavy usage item.” + 
} 
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x WESTERN HORSEMAN 


THE EYE FOR A BILLION 
DOLLAR MARKET; INSIDE 
FACTS ON THE WESTERN 
HORSEMAN READERS. 
Send for a Copy Today. 


vy 


Ke) 


3850 NORTH NEVADA AVENUE 
COLORADO SPRINGS, COLORADO 


Cleveland Plain Dealer 


Sunday SS 
* 4 Gre & . 
Magazine =e 


ory 


in a smart, 


More Advertising 
Color availabilities 


Same top-notch 


Buying Audience 


The BIG Sunday “book” 
of the middle-west 
now expanded and 


new dress 


The Cleveland Plain Dealer 


SUNDAY MAGAZINE! 


More features for 
top READERSHIP 


The new Sunday Magazine now has editorial sec- 
tions in color on beauty, food, homemaking, dec- 
orating, plus an expanded local coverage of people 


and places that make well-read news in Ohio. 


More and more agencies are using the Sunday 
Magazine for solid regional selling and pretesting 
important national campaigns. It’s ideal for both 


purposes. 70% Greater Cleveland coverage plus 
significant circulation in adjacent counties that 
make up the total Cleveland market. 


The high average income per family plus concen- 
tration of population gives the Cleveland market 


retail sales larger than any one of 35 entire states. 
WRITE, WIRE OR PHONE TODAY MA 1-4500 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES 


CLEVELAND 


26 ADJACENT 


COMMODITY CUYAHOGA COUNTY COUNTIES yi 

(000) (000) — 
Total Retail Sales $2,347,689 $1,977,224 $4,324,913 
Retail Food 581,935 498,319 1,080.254 
Retail Drug 92,487 59,441 151,928 
Automotive 357,776 368,264 726,040 
Gas Stations 144,966 161,669 306,635 
Furniture. Hsid. Appliances 121,723 86,025 207,748 


(Source, Sales Management Survey of Buying Power, May 10, 1960) 
Akron, Canton and Youngstown Counties are not included in above sales 


HERE IS THE 
COMPACT MARKET 
WITH RETAIL SALES 
LARGER THAN ANY 
ONE OF 35 

ENTIRE STATES 


Represented by Cresmer & Woodward, Inc , New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network. 
Eastern Resort, Travel Representative: The Kennedy Co., 420 Lexington Ave., N. Y.+ 9801 Collins Ave., Miami Beach 54, Fla. 


*Source: Media Records 
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San Francisco 
Dailies Haggle 
Over Circulation 


(Continued from Page 3) 
eral promotion manager of the Ex- 
aminer, told AA that the “Chron- 
icle has nothing to lose by making 
such claims.” 

Mr. Talbot went on to say that 
the “Examiner has no intention of 
answering this kind of a challenge 
anywhere in any way. We simply 
intend to continue as we have in 
the past to improve the newspaper 
for our readers. 

“We have not gimmicked up the 
newspaper in any way, and all we 
intend to do is to sell the Exam- 
iner strictly on its merits. While 
we have been doing this, inciden- 
tally, the Chronicle has stepped up 
its ‘two for one’ offer with an in- 
tensive campaign on its own sta- 
tion, KRON-TV.” 


s The “two for one” offer men- 
tioned by Mr. Talbot was rein- 
stated by the Chronicle about a 
month ago. New subscribers can 
get the newspaper for two months 
at a one-month rate. All of the 
three dailies, including the News- 
Call Bulletin, offered the “two for 
one” plan last year for a while, but 
the Chronicle is the only daily 
which has renewed it this year. 

The Examiner, according to Mr. 
Talbot, has been the largest daily 
here for 73 years. In the latest ABC 
reports, which cover the six-month 
period ending last Sept. 30, the 
Examiner had a total average daily 
circulation of 280,307, as compared 
with the Chronicle’s circulation of 
278,059 for the same period. 

Over the past two or three 
months, the Chronicle has also 
claimed the leadership in the San 
Francisco bay area. The latest ABC 
figures show that in San Francis- 
co’s city and trading zones, the 
Chronicle has a circulation of 226,- 
067, a slight edge over the Exam- 
iner’s circulation of 224,820 in the 
same zones. 

In the San Francisco city zone, 
the Examiner has a circulation of 
110,372 for a lead of 28,529 over the 
Chronicle’s circulation of 81,843 in 
the city zone. 


a Of the two dailies, the Chronicle 
has made the largest circulations 
gains in the San Francisco area 
over the past year. For example, 
the Chronicle’s total daily circula- 
tion average for the six-month pe- 
riod ending March 31, 1960, was 
266,895. In the succeeding six- 
month period, which ended last 
Sept. 30, its total circulation had 
jumped to 278,059, an increase of 
11,164. 

The Examiner’s total circulation 
last March 31 averaged 278,978. In 
the next six months, the Exam- 
iner’s circulation rose to 280,307, 
a gain of 1,329. 

In the Sunday newspaper field, 
the Examiner maintains a com- 
fortable lead over the Chronicle. 
As of last Sept. 30, the Examiner 
had an ABC Sunday circulation of 
458,274, as compared with the 
Chronicle’s total of 314,832. = 


Avery-Knodel Adds Branch 
Avery-Knodel, New York, radio- 
tv station representative, has 
opened a new office in Boston. 
Santo J. Crupi, previously sales 
manager of Middlesex Broadcast- 
ing Co., has been appointed radio- 
tv sales manager of this eighth 
Avery-Knodel branch. 


Davis & Eng Names Cutolo 

Dr. Salvatore R. Cutolo, deputy 
superintendent of New York’s Bel- 
levue Hospital, has been appointed 
chief medical consultant of Davis 
& Eng, newly-formed New York 
drug agency. 


‘Mail Pouch Sets 


Big Print Push for 
Race Horse Contest 


New York, Jan. 31—Some Mail 
Pouch Tobacco Co. salesmen who 
sat in recently on company presen- 
tations were never quite sure 
whether they were there to sell 
tobacco or to peddle horse flesh. 

The presentations were designed 
to dramatize the eighth consecutive 
year of the company’s Kentucky 
Club Derby Day contest. And by 
all accounts, the contest this year 
promises to catch the fancy of any 
pipe dreamer, whether improver 
of the breed or tobacco man. 

The presentations were kicked 
off by Dr. Willem Het Van Der 
Schtuck (actually Shelly Barton 
of True), who took the bit firmly 
in his teeth and gave outrageous 
advice like: 

“Occupy your time. Steal the 
competitors’ counter displays. Put 
your finger through the new 
Raleigh package. Break the seals 
of Edgeworth’s pouches. Open 
pound tins so they go stale. Use 
your razor blades to take the top 
off competitors’ boxes. Use your 
grease pencils to up competitors’ 
prices. Take down competitors’ ad- 
vertising. What do you think we 
pay you for?” 


® The Mail Pouch salesmen ap- 
parently have done a lot of hard 
work (though not of the same 
kind) in the past seven-eight years, 
the presentation indicated. ‘In 
1954 we had only one tobacco— 
Kentucky Club White Burley pack- 
aged in a tin.” That year the con- 
test (which is to name a race 
horse) brought over 500,000 en- 
tries. 

In 1955 Mail Pouch introduced 
White Burley in a Kenseal pouch, 
and the next year listed for the 
first time the Peper brands. 

“By 1957 we had all the brands 
in the Kenseal pouch and for the 
first time we used full-color adver- 
tisements and illustrated all nine 
brands in full color. This pattern 
has been used ever since, for the 
contests in 1958, 1959 and 1960,” 
the salesmen were told. 


s Altogether, the seven Derby Day 
contests have attracted close to 4,- 
000,000 entries. As a result, “our 
combined dollar sales of the two 
Kentucky Club brands and the six 
Peper brands increased 71% from 
1954 to 1960." This compares with 
a reported decrease of 15% by the 
smoking tobacco industry during 
the same period. 

The company “deliberately set 
out” at the same time to push its 
premium brands, and later also 
raised the price of White Burley 
from 15¢ to 20¢. 

Of the company’s tobacco busi- 
ness in 1959-’60, White Burley ac- 
counted for about 50%, Aromatic 
about 16% and Peper brands about 
34%. Aromatic gained 207% in five 
years. 

The salesmen also learned that 
Mail Pouch—which has been giving 
race horces away since 1954—has 
so far parted with five colts and 


two fillies, prize thoroughbreds, 
all. 


@ “We have an amazing record,” 
the salesmen were told. “When you 
buy a thoroughbred colt at a year- 
ling sale, as we do, the odds against 
the horse ever racing are four to 
one, and the odds against the horse 
ever being in the money are even 
greater. We’re proud that every one 
of our horses—except Fildihill, 
who isn’t yet ready—has gaced at 
major tracks and every one has 
been in the money.” 

Mail Pouch spent $3,600 in 1954 
for a filly which was named Fille- 
quine, won by a Massachusetts 
woman, who raced her for four 
years. The filly won money in 11 
races. In 1955, $6,000 was spent for 
a granddaughter of Sir Gallahad 
“This gave us a famous name to 


Krafts new dip condy idea goes over so big 


is featuring 


PERRY CARAMEL—Krajt 
its tv star, Perry Como, in color 


pages in comics sections of 128 
Sunday newspapers, Metro, Puck 
and independent comic supple- 
ments for its “Caramel-Mallows” 
and “Fudgie-Mallows” during late 
January and February. Tv will be 
used also for the promotion. 


play up in our advertising.” Con- 
test winning name for this horse 
was Delphidessax. His winnings 
were spread over 35 races. 

The company paid $9,200 for a 
son of Devil Diver in 1956. The 
winning name for this horse turned 
out to be Aurecolt. He won $45,000. 
The ’57 colt, a son of Your Host, 
cost $15,000. His name proved to 
be Ali Hurry Bhai. In 1958, $17,500 
was paid for a colt by Count Fleet. 
More than 500,000 entries were 
placed in the naming contest. Win- 
ner: Hasty Transit. 


® Mail Pouch bought a son of Oil 
Capital in 1959, a horse it paid 
$14,500 to acquire. Hopepharoil was 
his name. Last year, $25,000 was 
paid for a colt by Hill Prince. 
Again 500,000 entries were received 
in the naming contest. The winner 
was Fildihill. 

There will be two winners of this 
year’s contest. One will get a colt, 
the other a filly. Each will get two 
tickets to the Kentucky Derby, plus 
$1,000 each “to spend in Louis- 
ville,” plus room and board and 
training for the horse paid by the 
company until July 1. 

Mail Pouch will keep a tighter 
rein on entries this year. “Over the 
past few years we’ve found that a 
number of the people who regular- 
ly smoke our tobaccos have been 
saving the wrappers all year ‘round 
in anticipation of our contest each 
spring. This year we've got a new 
proof-of-purchase—the zipoff top. 
This is part of the package that 
would normally be thrown out, 
even by persons saving wrappers. 

“Thus, this year we will be sure 
that every entry we get will repre- 
sent a new sale.” 


s A heavy barrage of ads will sup- 
port the contest. Supplements to be 
used include The American Week- 
ly, Family Weekly, Parade and 
This Week Magazine, as well as in- 
dependent supplements distributed 
with the Chicago Tribune, Colum- 
bus Dispatch, Louisville Courier- 
Journal, New York News, Philadel- 
phia Inquirer and Toledo Blade. 

The magazine schedule includes 
Argosy, Sports Afield, Sports II- 
lustrated, True, and a racing paper 
called Economy. Trade ads will run 
in American Druggist, Tobacco 
Leaf, U.S. Tobacco Journal and 
Western Tobacconist. 

Charles W. Hoyt Co., New York, 
is the agency. = 


Changes to Brown & Crane 

Brown & Butcher, New York, has 
changed its name to Brown & 
Crane. Robert P. Crane Jr., vp and 
creative director, has been named 
president. Carl S. Brown continues 
as chairman of the board. 
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West Coast Admen Generally Like Guild’s 
Image Plan but Think It Should Be National 


SAN FRANCISCO, Feb. 1—A sug-|! 


gestion from Walter Guild that the 
advertising industry hire an ad 
manager and an agency to run a 
campaign on its own behalf has 
been met with general enthusiasm 
on the part of West Coast admen. 


But his further suggestion that 


the western region of the Ameri- 
can Assn. of Advertising Agencies 
start the ball rolling received very 
little support. 

Leading admen in Los Angeles, 
San Francisco, Seattle and Port- 
land were questioned by ADVERTIS- 
ING AGE for their reactions to the 
proposals made by Mr. Guild, pres- 
ident of Guild, Bascom & Bonfigli, 
in a talk to the San Francisco ad- 


' club (AA, Jan. 16). Here are their 


reactions: 


e John del Mar, Four A’s repre- 
sentative in the western region, 
pointed out that Mr. Guild’s pro- 
posal is already being considered 
by the national group’s committee 
on public relations. And he add- 
ed that Hill & Knowlton, hired by 
the Four A’s to bolster the public 
relations of the industry, will pre- 
sent some preliminary recommen- 


|dations at the February meeting 


in New York. 


e Louis Honig, president of Honig- 
Cooper & Harrington, said, “I 
think Mr. Guild’s idea a good one 
and worthy of very serious consid- 
eration. I am also inclined to be- 
lieve that a single ad agency might 
well be able to do a better job than 
could a task force composed of a 
number of volunteers... ” 


e Kai Jorgensen, president of Hix- 
son & Jorgensen, said he did not 


| favor any action, but that “if there 
|is a need for an advertising cam- 


paign in behalf of advertising, this 
should be undertaken by the Four 
A’s on a national basis.” He said 
he did not favor an ad campaign 
for the advertising business be- 
cause “such a campaign might only 
focus attention upon the irrespon- 
sible advertisers who would not be 
bound by any ideals reflected in 
such a campaign. Responsible ad- 
vertisers and responsible agen- 
cies,” he added, “do reflect with 
credit on advertising and market- 
ing by the daily conduct of their 
business and are not under fire 
from the public or their consum- 


” 


ers. 


e Said John Hoefer, of Hoefer, 
Dieterich & Brown: “Mr. Guild’s 
proposal makes considerable good 
sense, but in view of the current 
efforts on a national scale .. . it 
probably would be best to wait and 
see what is planned as a national 
program. It would be too bad to 
have something originate here in 
the West that could conceivably 
turn out to be in conflict with such 
a national program. Most of the 
agency people and others in the 
business with whom I have dis- 
cussed this proposal are of pretty 
much the same opinion.” 

e “It was a good speech,” com- 
mented Milburn Johnston, vp and 
manager of Campbell-Ewald Co. 
in San Francisco, “but I really 
think this is a job for the Four A’s 
to handle. And I actually am con- 
vinced that the general public 
doesn’t think as badly about ad- 
vertising as we in the business 
believe they do.” 

e Fred Baker, of Frederick E. 
Baker & Associates, said, “I am 
completely in accord with the prin- 
cipal Walter Guild expounds. But 
this should be undertaken on a 
national, not a regional] basis.” 


e “I would subscribe to the prin- 
ciple and reserve judgment on the 
method,” said Roy Wensberg, 
manager of the Bozell & Jacobs 
Seattle office. “I do think that the 
advertising business has been de- 
linqguent in not expressing itself 
adequately to the public.” 


e George Griffis, manager of Pac- 


ific National Advertising Agency, 
commented: “How can you lose? 
We are like a doctor or a lawyer; 
when he gets in trouble he goes to 
another one, he doesn’t try to do 
the job for himself. If we believe 
in the product we sell, we’d better 
use it in our own behalf.” 


e “If advertising is to be defended, 
I think the only way to go about it 
is to have an agency do the job,” 
said James Miller, of Miller, Mac- 
Kay, Hoeck & Hartung. “But I 
admit that I am disenchanted with 
much of the advertising that has 
been done on behalf of the indus- 
try. It tends to be condescending 
and apologetic.” 

e Richard Montgomery Jr., head 
of his own Seattle agency, termed 
Mr. Guild’s proposal ‘an excellent 
idea. This would certainly help 
counteract the wrong image given 
about the advertising business by 
people writing about it from the 
outside.” 

e “Mr. Guild has offered a sound 
and constructive suggestion,” said 
Barry W. Boland, president of 
Boland Associates. He added, how- 
ever, that “there is a great need 
for an agreement on the part of 
all of the advertising business on 
what product it is we are selling 
and what the significance is of this 
product. This would require con- 
siderable coordination and consoli- 
dation of the opinions of all groups 
in this business.” 

e Harry A. Lee, vp and manager 
of J. Walter Thompson Co., San 
Francisco, said, “I don’t really 
think the western groups should 
take unilateral action.” He added 
that “advertising’s major problem 
is that of communication, and we 
need sound pr counseling to de- 
termine how people feel toward 
the advertising business, and the 
extent of these feelings.” 


e Richard E. Goebel, vp and man- 
ager of Compton Advertising, San 
Francisco, said of Mr. Guild’s pro- 
posal: “I feel this is a job for ev- 
eryone in the industry. I think we 
should utilize the organizations 
we now have—the Four A’s, Ad- 
vertising Assn. of the West, et al 
—give them some ammunition for 
their work and see that the job 
gets done—or scrap the existing 
organizations and create a new one 
if that proves necessary.” 


e One West Coast agency head 
commented: ‘How in hell can you 
get agency people to agree even 
on the appointment of an agency? 
The conflicts of interests and jeal- 
ousies are apt to keep this thing 
from ever getting off the ground.” 
e And another executive, doubting 
the value of a western region move, 
declared, “any advertising work 
would have to include the New 
York agencies, because that’s 
where the money is.” + 


Storer Named President of 
New Storer TV Sales 


Storer Broadcasting Co., Miami 
Beach, has named its new repre- 
sentative arm, Storer Television 
Sales. Peter Storer, who earlier 
was named to head the wholly 
owned subsidiary, has been given 
the title of president. Francis P. 
(Frank) Barron, formerly general 
sales manager of WJW-TV, Stor- 
er’s Cleveland station, has been 
appointed general sales manager 
of Storer tv sales. Temporary of- 
fices of the representative are at 
625 Madison Ave., New York. 

At the same time, Roy M. 
Schwartz has been promoted from 
program manager to operations 
manager of WIBG, Storer’s radio 
station in Philadelphia. 


Thurman to Hameroff & Smith 

Thurman Scale Co., Columbus, 
O., has named Hameroft & Smith, 
Columbus, to handle advertising 
and sales promotion. 
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Coca-Cola Does Not ‘Sell Itself,’ 
Renspie Says, Tells Plan that Does 


Subtle Effort to Keep 
Youths Drinking Coke 
Described by Bottler 


CHICAGO, Jan. 31—Coca-Cola 
promotion men should not be en- 
vied by their colleagues in other 
industries because not even Coke, 
popular misconceptions notwith- 
standing, sells itself. Like every- 
thing else in the market, it must 
be promoted vigorously. 

R. G. Renspie, vp and general 
sales manager of Coca-Cola Bot- 
tling Co. of Chicago, shattered the 
illusion as he told the Chicago 
chapter of the Sales Promotion 
Executives Assn. last week what 
the situation is really like. 

Head of a sales organization of 
355 men, he said he spends 90% 
of his time in the field trying to 
see to it, among other things, that 
enthusiasm generated by the sales 
promotion staff does not dissipate 
somewhere along the line before 
it reaches the point of sale and 
produces results. 

Mr. Renspie told the promotion 
executives how Coca-Cola works 
to assure itself of future markets, 
concentrated mainly in the ex- 
panding 8-19 age group. 


= Because of sugar shortages and 
a diminished production of Coke 
during World War II, brand loyal- 
ty had evaporated. Youngsters had 
to be introduced to Coca-Cola. 
This required a massive effort, but 
even its successful completion 
brought no respite. Even without 
war or other catastrophes, accord- 
ing to Mr. Renspie, the market’s 
composition changes constantly, as 
people familiar with a product die, 
and young, unexposed consumers 
replace them. 

Coca-Cola’s youth program, one 
of its major promotional efforts, 
begins at the impressionable fifth- 
grade level. The youngsters—and 
their teachers—are influenced by 
subtle programs such as the cur- 
rent and highly successful Ele- 
mentary Science Laboratory proj- 
ect. 

Made available by the parent, 
syrup-making company to its local, 
independent bottlers—who may 
buy it or leave it—the program 
stresses educational service. 


s Consisting of enough experi- 
mental and demonstration materi- 
al covering six basic beginning 
science fields for a whole school 
year, the laboratory package with 
its 36 major working models, 
teacher’s aids and take-home ma- 
terials for all pupils is supplied 
free to schools “with the compli- 
ments of your local Coca-Cola 
bottler.” 


An intermediate age group is 
the target of a film program on the 
“wonderful world” of theirs, which 
includes Coca-Cola only as a sub- 
dued background fixture. “The 


subtle approach is the proper one | 


here, too,” Mr. Renspie said. Ac- 
cording to him, 250,000 students 


have seen the Coke films on sports | 


and ballistic missile firings. 

The importance given the school 
program can be seen from the fact 
that the Chicago bottling company 
has on its staff an executive whose 
primary duty is contact with edu- 
cators and promotion of the pro- 
gram. 

The Coca-Cola Hi-Fi club, using 
a carefully selected disc jockey, is 
the final segment, aimed also at 
teen-agers, that caps the com- 
pany’s youth program. 

Although it is not possible to 
measure the sales effect of each 
segment, the total image effect, as 
reflected in educator, parent and 
press comments, is immensely 
gratifying, Mr. Renspie said. 


® According to him, Coca-Cola 
promotional efforts at the point of 
sale become more vigorous during 
general economic declines or in 
depressed areas because “parents 
give up their own pleasures before 
they cut off the kids’.” 

He said he frowns on the use of 
premiums because “each time you 
use a premium, you lessen the 
effect of other promotions and 
cheapen the product.” Many com- 
panies must be sorry they got 
drawn into the premium whirlpool, 
he said. 

If a business operates today as it 
did 24 months ago, it’s on its way 
to bankruptcy, Mr. Renspie said. 
And advertising and sales promo- 
tion are no exceptions, according 
to him. 

The reason for this condition is 
the quickened tempo of events and 
increased competition, and _ this 
new pace puts advertising and 
sales promotion—as well as other 
business-building activities—in a 
new light, he said. 


s Advertising alone will not sell a 
product at the point of sale, he 
said, insisting that proper promo- 
tion, on the other hand, will. Ac- 
cording to Mr. Renspie, products 
lacking national advertising sup- 
port can still be sold at the point 
of sale through promotion. 

Companies, however, 
all three ingredients of the suc- 
cessful sales formula: “We must 
advertise nationally; we must pro- 
mote; we must sell at the point of 
sale,” he said. 

Sales promotion men owe it to 
their companies to see their pro- 
motions through to the point of 


must use| 


dl } Traveling? 
\ i Sure sign 
; of what 
> youre getting 


and that 
what 
you're getting 
is good' 


FOR TRAVELERS—Holiday Inns of 
America, Detroit operator of a 
chain of motels and inns, will use 
magazines in 1961, starting with 
a four-color page in regional edi- 
tions of the March 3 Life. D. P. 
Brother & Co. is the agency. 


sale, Mr. Renspie said. They must 
not allow them to die on the vine 
due to lack of enthusiasm. This 
demise of enthusiasm in promo- 
tions is most likely to happen at 
the all-important end of the line, 
according to him. 


® Presented to the membership at 
the dinner meeting were the chap- 
ter’s officers for 1961. They are: 
Ralph Cox, sales promotion man- 
ager of Sinclair Refining Co., pres- 
ident; Thomas Sullivan, sales pro- 
motion manager, Electro Lighting 
Corp., 1st vp; George Reich, sales 
promotion manager, Victor Adding 
Machine Co., 2nd vp; Jack Thomp- 
son, director of creative services, 
the Rylander Co., secretary; and 
Willard Marrion, advertising rep- 
resentative, American-Standard, 
treasurer. 

One-year directors elected for 
1961 are Jerome Martin, sales pro- 
motion manager, Johnson Motors; 
and Thomas Morris, sales promo- 
tion manager, Aetna Plywood & 
Veneer Co. + 


NADI Opens Display Library 
National Assn. of Display In- 
dustries has set up a display li- 
brary at its headquarters at Gov- 
ernor Clinton Hotel, New York. 
At the outset, the library will con- 
sist of the bulk of the 1959 en- 
trants to Display World’s interna- 
tional display contest, with about 


4,000 photographs arranged in 65 


classifications. 


|Callo Jr. Heads Agency 

Joseph F. Callo Jr., vp and ac- 
count supervisor at Joseph F. 
Callo Inc., New York agency, has 
been elected president, succeeding 
his father, who will continue as a 
consultant with the agency. Henry 
F. Fontana, a Callo vp and account 
executive, has been elected a di- 
rector of the agency. 


of the 


1/. 3 state’s 


POPULATION 
INCOME 
RETAIL SALES 


LARGEST FAMILY COVERAGE 
BY ANY MAINE DAILY 


Circulation 
Now Over 


73,000! 


Publisher’s Statement to ABC. Six Months 9/30/60 


Reached by Ohe Bangor Daily News 


Maine’s Largest Daily Newspaper 
Represented by Johnson, Kent, Gavin, & Sinding, Inc. 


MEMPHIS fa 


...and do a DOUBLE-DUTY 


105 


your 


Emphasis 
on 


selling job! 


Memphis newspapers do more than 
just sell the 620,100 residents of the 
Memphis Metro Area. Memphis news- 
papers dominate a TOTAL MARKET of 
76 counties where 2,533,000 people live 
and earn $3,088,268,000 annually. 


Any way you look at it, mister, that 
is a market of tremendous purchasing 
power! 

To help you appreciate the sales 
potential of this important market, we'll 
be glad to forward our "Emphasis on 


Memphis" booklet. No obligation .. . 
drop us a note. 


Buy MEMPHIS! 
Buy MEMPHIS NEWSPAPERS! 


THE 
COMMERCIAL 
APPEAL 4. 


MEMPHIS 
PRESS-SCIMITAR 


MEMPHIS, TENN., SCRIPPS-HOWARD NEWSPAPERS ie 
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The Advertising Market Place | 


AVERAGE PAID CIRCULATION FOR 6 MONTHS ENDING JUNE 30,1960 49 928 


HELP WANTED 


HELP WANTED 


POSITIONS WANTED 


Advertising Age, February 6, 196, 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line, 
Add two lines for box number. Closing deadline: Copy in written form in Chicago 
office not later than noon, Wednesday 5 days preceding publication date. Pacific 
Coast Representative (Classified only): Classified Departments, Inc., 4041 Marlton 
Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles: Monday noon, 
7 days preceding publication date. Display classified takes card rate of $18.75 per 
column inch, and card discounts on size and frequency apply. 


POSITIONS WANTED 


BUSINESS OPPORTUNITIES 
SPACE SALESMAN Advertising Salesman—for WRITER seeks career position in indus- PUBLIC RELATIONS EXECUTIVE NATIONAL TRADE PUBLICATION suc- 
Opportunity in Chicago for aggressive, NEW BUSINESS trial publicity, adv. or sls prom. Com- 20 years’ experience creating and carry- cessfully operated for past eight years 
hard-hitting space salesman to cover mid- Small but completely staffed advertising| muting distance of NYC ONLY. Agency ing out national news publicity programs seeks nat’! adv. sales. and promotion 
west states for established business pub- agency requires experienced salesman, and comp. exp. for leading corporations, associations, | organization. Offers financial interest to 
lication. Draw plus commission plus all preferably with advertising agency or Box 4475, ADVERTISING AGE consumer and industrial products. Ex- right people. 
benefits. Send resume trade publication space selling experi-| 630 Third Ave., New York 17, New York | cellent writer with newspaper back- Box 4548, ADVERTISING AGE 
Box 4465, ADVERTISING AGE ence. Must be a self-starter with ability COMMUNICATIONS—public, employe ground and top contacts, including busi- 630 Third Ave., New York 17, New York 
200 E. Illinois St., Chicago 11, Illinois to organize and follow through selling . te ; ~~ | ness-financed editors. 


MEDIA GIRL WANTED 


for the Advertising Department of the 
Health Company, Benton Harbor, Michi- 
gan, manufacturers of high fidelity and 
other electronic equipment 


The experienced young lady we hire will, 
in addition to the usual media buyer ac- 
tivities, compile advertising statistics, re- 
port findings, and recommend procedures 
to top management 
She will enjoy a good salary, liberal em- 
ployee benefits, congenial working condi- 
tions in a modern plant on the shores of 
Lake Michigan, and the pleasant living of 
a resort area just two hours from Chicago 
Send resume to: 
C. M. Edwards 
Director of Advertising 
Heath Company 
Benton Harbor, Michigan 
$35,000 PLUS 

PROMOTIVE RIGHT HAND MAN 
Wanted by developer of outstanding 
consumer products. Phone EM 
Miami, Fla 

Box 4525, ADVERTISING AGE 

630 Third Ave., New York 17, New York 
EXPERT ON TRAINING TECHNIQUES? 
This may be your big opportunity with 
a top advertising agency dedicated to 
helping salesmen become more proficient 
We need a writer-visualizer to prepare 
sales training props ‘manuals, films 
flip-flops, etc.) to help salesmen better 
understand industrial mechanical equip- 
ment and thus sell it more effectively 
Creativity and drive are important. Send 
resume and facts to show your capacity 
to fill this position. State salary objective 
and when available. Erwin Wasey, Ruth- 
rauff & Ryan, 3 Penn Center, Phila. 3, Pa. 


EDITORIAL ASSISTANT 
SALES PROMOTION 


new 
-2858, 


Journalism 


graduate or equivalent ex- 
perience. Age range 23-30. Job involves 
creating, and producing chart presenta- 


tions, and other visual 
aids for group sales training meetings 
Some field work to secure material and 
reactions. Rural background helpful but 
not necessary. Headquarters in St. Louis, 
Missouri. Opportunity for advancement 
Replies kept confidential. Write complete 
details to 


meeting guides 


A. W. Moise 
Ralston Purina Company 
835 8S. Sth St. 

St. Louis 2, Missouri 
DIRECT MAIL 


Factory office selling sundries. Every 
business and segment nationally—has 
spot for mature resourceful worker 
401 Presbyterian Bidg., Nashville, Tenn. 
COPY AND PREPARATION— 
INDUSTRIAL LITERATURE 
Competent writer who can also plan, 
organize and follow through Literate 
conscientious craftsman Creative ver- 
satile, meticulous about details. Know!l- 
edge of design, graphic arts very help- 
ful. Multi-division corporation. 4 - 5 years 
experience 
Box 4526, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


MOLENE PERSONNEL SERVICE _ 
publicity 
1d\ mar 


editors 
opywriters 
sales 

our mill” 
Adams St., Chgo 3 


productior 
All is grist which comes to 


ANdover %-4424, 105 W 


program. Age: over 35. Resident metro- 
politan area. Married man preferred. Will 
receive active support of exceptionally 
capable art, copy and marketing person- 
nel. This is an excellent opportunity to 
obtain a permanent and lucrative post in 
a growing organization. Compensation: 
drawing account and commissions. 
staff knows of this announcement 
in detail to 
Box 4540, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
GIRL FRIDAY NEEDED 
Advertising Manager needs well 
ized secretary with initiative and 
teous manne! Excellent location 
working conditions with large 
Age 22-30. Agency experience 
sary. Write or call Miss Poore, Personnel 
Department, American Bakeries Com- 
pany, 919 N. Michigan Avenue, WH-4-6100. 
NEED EXP. LETTERING MAN 
who has flair for the modern. National 
accounts P.O.P material opp to do 
creative layouts, etc. Full time or free- 
lance. State app. salary 
Box 4541. ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Write 


organ- 
cour- 
and 
company. 
not neces- 


CAN YOU FILL THIs: 
Chicagoland Suburban Bank 
around advertising and public 
relations man or woman—must be able 
to create and produce program for 
space, radio, direct mail, display, etc 
handle mechanical production. No 
agency used. Interesting opportunity for 
the right person. Submit written con- 
fidential resume in detail 
Box 4542, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Call Beth Turnbull 
BARNARD PERSONNEL 

220 S. State St., Room 910, WA 2-2306 
for the right type of talent to face any 
art job 

EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
154 E. Erie St., SU 77-2255, Chicago. 


POSITIONS WANTED 
RADIO-TV JR. EXEC WANTS AGENCY 
31, married, New York res. B.A. & M. A 
6 years in midwest broadcasting & films 
Desires position in radio-tv dept of a 
New York ad agency. Exp. in sales pro- 
motion, continuity, traffic & commercial 
films. Ambitious adult. Facile writer 

Box 4530, ADVERTISING AGE 
630 Third Ave., New York 17, 
“I'LL DIE WITH MY EYES 
died a patriot and 
ad campaign. Need 
tive art and copy? Try us 
life into your ads. We're experienced 
free-lancers specializing in tough ad 
problems. Write to: Box 1053, Detroit 
31, Michigan 


Growing 
needs all 


also 


So 
your 


so might die 
some imagina- 


We'll breathe 


Advertising /Marketing | 
EXECUTIVE MANPOWER SHORTAGE? 
WOMANPOWER MAY BE THE ANSWER! 


Specialist in marketing products to 
women seeks new opportunity Nine 
years experience in advertising mer- 


chandising, research. Write to 
Box 4485, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


fresh ideas and be responsible 


efforts of others. 


Illinois St., Chicago 11, II. 


CAN YOU WRITE TV AND PRINT? 


Would you like to work and live 
on the West Coast? 


We're looking for a versatile writer whose experience includes 
campaign planning—the big ideas plus the little pieces needed 
to make up the whole package. We want a writer who strives 
to be a complete advertising man. A writer who can develop 


final stages. We hope you have the ability to guide the creative 


We're interested in a packaged goods background. Petroleum 
and technical writing experience would also be helpful. We'd 
like you to be a good visual writer who was brought up on print 
but who couldn't resist getting in on TV, too 


If you can handle both, you'll find an opportunity to spread 
your wings here. Send us your 
good salary to make your inquiry worth while. 


Who are we? Our national 4A agency is one of the largest and 
most successful in the West. Box 582 


for seeing them through to the 


resume in confidence. There's a 


Advertising Age, 200 East 


Our 


community. Experienced (8 yrs) exec in 
all fields desires industrial PR position 
East Coast or South. Broad knowledge of 
media, big industry communications 
methods. Resume on request. 
Box 4527, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING MANAGER OR ASST. 
Have knowledge of agency procedures 
through production, service and Asst 
Acct. Exec. work. Administrative ex- 
perience and can create ideas, too. Desire 
opportunity to grow from within. Am 
hardworking and conscientious. Ten years 
experience. Age 30. Married, Chicago 
location or suburbs 
Box 4528, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


If You Believe there is a place in your 
business for a man mentally alert, physi- 
cally fit and experienced even tho he is 
50 years old, please let me know. I need 
a job! 
Box 4529, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FULLY EXP EXEC, 9 YRS ADV & DM 
Copy, layout, type; PR; planning, budg- 
et, purch’g pkgng; agcey & Iitrsve liai- 
son; sales; o’seas exp. 32, hard-worker, 
initiative; can show past $ achievements 
Box 4531, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
MARKETING AND SALES PROMOTION 
PROBLEMS SOLVED! 
Eleven years meeting rough and tumble of 


competition and building products from 
zero to seven figure sales is experience 
which can help agency or manufacturer 


lick marketing and product sales problems, 

in drug, variety, grocery and dept. stores 

For a meeting and a sample of this expe- 

rience applied to your problems write 
Box 4532, ADVERTISING AGE 


630 Third Ave., New York 17, New York 
PUBLIC RELATIONS OR EDITOR 
|3 yrs. editor external hse. organ. Exp. in 


PR, reporting, feature & copywriting & 
layout. B.S. in Jour. N.U., F. Age 25 
Box 4477, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


AGENCY HEAD IS LOOKING 


for Copy Chief or Ad Mgr. job. Brilliant 
DM sales record. Intangibles, foods, in- 
dustrials. 25 yrs. exp. Earning $15,000 


Box 4543, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Box 4547, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


Asst. to advtg. mgr.: client contact, de- 
tailed follow-up budgets, traffic, produc- 
|tion media; excell. typist, MM typist; 


PR exp. Locate midtown NY 
Box 4533, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


Small well-established building industry 
publication for sale. Nat'l BPA audited 


circulation. 
Box 4549, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
SMALL NYC ADV. AGCY FOR SALE! 
Other interest forces sacrifice! Oppty! 
Box 4550, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


CHICAGO FREELANCERS 
offer you the services of Chicago's finest 


creative talents. We handle your creative 
dept. overload. All media. Ideas, copy, 
layouts, storyboards. 

Write: PO Box 412, Glen Ellyn, Ii. 
ART DIRECTOR 
AVAILABLE 
Many years experience with top-flight 
4-A agency serving wide variety of na- 
tional accounts in all media. Client 
contact experience and broad knowl- 


edge of photography, type and engraving 
Box 4545, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
UNUSUAL TALENTS 
In addition to being an anatomical artist 
and medical illustrator with ability to 
write technical copy—also graduate 
veterinarian. Both objectively analytical 
ind intuitively creative, am a young (34), 
ambitious self-starter with proven PR 
exec adms. ability. Ideal for veterinary 
drug adv PR adms. combination. Resume, 
references on request 
Box 4546, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
REPRESENTATIVES AVAILABLE 
PUBLISHERS’ REP—NEW YORK 
Available to represent one growing con- 
sumer magazine. 
Box 4534, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
Need Southern Representation? 


Atlanta Representative firm, long time 
coverage of the South wants representa- 
tion of trade or consumer publication. 


Box 4535, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
West Coast Reps Attention Publishers 


Experienced organization with excellent 
sales record is expanding their offices 
to the west coast. For representation 
write 


Box 4536, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MAGAZINE INVESTMENT 
Established publisher seeks additional fi- 
nancing for new, quality, business pub- 
lication in highly lucrative, relatively 
non-competitive market. Exceptionally 
high return on secure investment of five 


to fifty thousand dollars. Silent or pos- 
sible active management post’ con- 
sidered. Write PUBLISHER, 


Box 4537, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


TRADE PUBLICATION, well established 
national advertisers in chemical ind 
Annual gross $50,000. Ideal for publisher 


now covering industry. Principals write to 
Box 4538, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


MISCELLANEOUS 


NEED HELP IN DETROIT? 
Put my top level contacts and my 15 
years trade paper experience to work on 


your PR, publicity, company representa- 
tion or writing assignments. Automotive, 
fields 


Box 4539, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FOR RENT 
N.E. COR. MICHIGAN AVE. & ONTARIO 
ENTIRE SECOND FLOOR 
4625 SQ. FT. GROSS 
EQUIPPED FOR AIR-CONDITIONING 
PRIVATE PASS. ELEVATOR & EN- 
TRANCE 
BOWES REALTY CO. AGTS. 
154 E. ERIE ST. WH 4-7495 


CAREERS IN PHOTOGRAPHY 
Authoritative and Current Booklet. Send 
50¢ for postage and handling. 

Famous Photographers, Inc. 

225 Broadway, New York 7 
OPPORTUNITIES FOR WRITERS 
Increase your earnings by writing for 
free lance markets. Send for Free Per- 
sonal Report and sample copy of nation’s 

largest magazine for writers. 
WRITER'S DIGEST 
22-35 E. 12th St., Cincinnati 10, Ohio 


ACCOUNT EXECUTIVE 
Chicago agencies looking for a contact 
man with sound business judgment who 
can service and develop a food account 
will be interested in this brief resume 


Strong food background—national and 
regional. Thoroughly experienced in 
writing marketing plans; budget formula- 
tion and administration for all media; 
product development; contact work with 
chain store and group merchandisers; 
creating P.O.S. and brochures ‘and the 
ideas behind them); packaging; and pub- 
licity. Presently Advertising Sales Pro- 
motion Manager for leading regional 
food manufacturer with earnings in lower 
teens 


If the experience above appears to coin- 
cide with your thinking, send a letter off 
today to 
Box 4544, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


TIGER—FED UP 
WITH JUNGLE 


Enough of Madison, Michigan & 
monkey business. Creative & Art 
Dir. wants to move West. Earned 
stripes the hard way, small to big 
AAAA. Money second to growth op- 
portunity, satisfaction, accomplish- 


ment. Heavy on pkgd. items. Thor- 
oly fam. mktg, mdsg, media, every 
agey function via 12 yrs acct svce 


also. Quite at home in deep grass 
Hungry—but not carnivorous with 
clients. No pet. Not “house-broken” 
or otherwise damaged. Can't stand 
cages. No zoos apply. Hunters guar- 
anteed sight and shot 
Box 583, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


© LOW, LOW PRICES 
4 COMPLETE CATALOG PAGES 


aes Copy - Layout. Art 
. Type - Printing 
(or any part thereof) 


HOLDEN 
AV 2-3367 (Chi.) 


CAPITAL TO INVEST 
IN PERSONNEL AGENCY 

Experienced advertising executive 
has capital to invest for active part- 
nership in employment agency spe- 
cializing in advertising personnel. 
Location; NY City only. 

Box 589, Advertising Age 

630 Third Avenue, New York 17, N.Y. 


DON HARRIS NEEDS: 


for a major office of one of the big- 
gest, fastest-growing agencies, three AE's 
probably not over 35, mature in all dimen- 
sions. Each will work on one or two 
name accounts under supervisors ex 
pected to develop AE's for promotion. Plus 
benefits, especia if you stay re lus 
cious. Two will be od men ip to 
$16M, one at uy $14M. Th rd, up 
o $14M, will have had ‘public utility ex 
perience used here in the broadest 
ense All will be igh-minded high 
potentials seeking s of growing room 
COPY, sales p ior ome 4 
ronic experi pfu light 5 
equipment > required. Big-name 
company $1 
CANDY MARKETING MANAGER, food 
chain headquarter $11-$13M 
MARKET RESEARCH. Young. strong aca- 


demically, preferably MBA. Nationally re- 
spected specialized consumer research 
company. Exceptional! fringes $8-$9M 


DON HARRIS, DIRECTOR 
Advertising and Marketing Division 
MONARCH PERSONNEL 
28 E. Jackson, Chicago, WA 2-9400 


ADVERTISING MANAGER 


Stymied in your present job? Look- 
ing for a spot where competence is 
rewarded, advancement assured? A 
rapidly expanding organization of- 
fers real opportunity to a young 
man with national advertising ex- 
perience and working knowledge of 
product management, marketing and 
merchandising. Write, including sal- 
ary requirement, to 
Box 599, Advertising Age 

200 E. Illinois St., Chicago 11, Illinois 


REGISTERED NURSES LIST 
FOR DIRECT MAIL RENTAL 


160,000 paid subscribers to RN 
Magazine. A.B.C. audited. Geo-alpha 


on Speedaumat. No dups. Address 
direct or on Cheshire. Full list 


$7.50M; 25-159M $10.50M; under 25M 
$15.00M. No extra charge for state 
selection. Special rates for nursing 
specialty selection. Postal will bring 
brochure and details promptly. RN 
Addressing Service, 310 Orchard St., 
East. Rutherford, N. J. 


industrial fields. 


TO PRESIDENTS 
OF 
NEW YORK ADVERTISING 
AGENCIES 


A client of mine, a relatively small, growing and profitable 
New England agency, needs a New York office. This is a sound 
operation with good clients, primarily in the hard goods and 


My client wishes to affiliate or merge with or acquire a 
similar operation in New York, preferably with some accounts 
in the food, drug and other packaged goods lines. 

The principals of this agency 
New York and Chicago agencies, real “pros” in account man- 
agement, creative activities, administration and new business 
acquisition. If you would like to talk to them about a possible 
mutual interest, write me as fully as possible about your own 
operation and the reasons for your interest in such a proposal 

JOHN ORR YOUNG 


JOHN ORR YOUNG & ASSOCIATES, INC. 
80 Park Ave., New York City 


are former executives of large 
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Advertising Age, February 6, 1961 


SALES PROMOTION DIR. 
Are you a young, college grad, experienced 
in all phases of advertising, direct mail 
and sales promotion tools, and interested 
in setting up and running a one-man pro- 
motion dept. for established expanding 
N.Y.C. publisher? Must have demonstrated 
rare combination of creative and artistic 
talents with ability to organize, budget, 
handle details and get things done. Salary 
open. Send resume and a sample of your 
best work in confidence to publisher 

Box 573, ADVERTISING AGE 

630 Third Ave., New York 17, N.Y. 


ADVERTISING AGENCY 
NEEDS 
MARKETING MAN 


If you have had solid experience 
with a major manufacturer in mar- 
keting food or drug products, if you 
can work with people, if you have 
a working knowledge of research, 
if you want to work on a variety of 
accounts but do it in a more relaxed 
atmosphere, this Chicago Advertis- 
ing Agency position may be the one 
you are looking for. This position 
requires a seasoned man. Send com- 
plete resume with salaries earned 
and salary expected to Box 593, Ad- 
vertising Age, 200 E. Illinois St., 
Chicago 11, Illinois. 


WANTED ASSISTANT 
PRODUCTION MANAGER 


Excellent opportunity for hardwork- 
ing, fast moving Assistant Produc- 
tion Manager with AAAA Michigan } 
Avenue agency. Must have had | 
agency experience. Good salary and 
excellent fringe benefits. Our em- 
ployees know of this ad. Please 
send detailed resume. 
Box 597, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois | 


P.O.P. REPRESENTATIVES 
WANTED 


Manufacturers of “CLEAR- 
STIX” products. Transparent, 
self-adhering, point of purchase 
signs. Also die cut decals, price 
markers, product identification 
labels, etc., up to six colors, with 
easy-to-post pressure sensitive 
tapes or with overall adhesive 
backing for more permanent 
type of display. Will adhere to 
any surface like windows, 
counters, back-bars, doors, auto 
bumpers, etc. 

Chicago, Boston, Philadelphia 

and other territories open. 
Transparent Advertising Corporation 


2800 College Point Causeway 
Flushing 54, New York 


13 equals 40 million plus! 


BIG COMPANY executive art || 
administration seeks outlet for || 
vast supervisory background. || 
For 13 YEARS he has created 
and produced from plan to 
sheet. He has spread a world- || 
renowned trademark more than || 
40 MILLION times on booklets, 
brochures, calendars, catalogs, 
direct mail, displays, handouts, 
house organs, packages and 
presentations. Thorough know- 
ledge of people, budgets, sales 
promotion and advertising. Re- 
sumes on request, Box 584, Ad- 
vertising Age, 630 Third Ave- 
nue, New York 17, New York. 


ADVERTISING 
MANAGER 


A midwestern manufacturer of 
cosmetics sold nationally requires || 
an alert young man as Advertis- 
ing Manager. He must have suc- || 
cessful experience in advertising, 
and sales promotion of consumer 
package goods. He will ‘be re- 
sponsible for coordinating agency 
activities and the creation of large 
quantities of sales promotional 
material. Outstanding opportunity 
for an able Assistant Manager to 
advance now. Good starting 
salary, with participation in the 
growth of an expanding Company. 
Send resume in confidence to 


Box 590, Advertising Age 
200 E. Ilinois St., Chicago 11, Illinois 


her working experience. 


Creative Openings in Leading 
Agency in Johannesburg 


A woman writer for print media, radio and television, experienced 
in women’s products, particularly toilet articles. Commencing sal- 
ary: $420 to $490 per month. She would be appointed on the basis of 
recent samples of her work, combined with reliable evidence as to 


A visualizer with a flair for wide range of products, to work on 
national accounts. No finished art ability necessary. Must be able 
to produce excellent, fresh looking roughs and utilize type expertly. 
Would be supported by good art and photographic staff colleagues. 
Commencing salary around $560 per month. 


(Johannesburg has excellent climate and lower cost of living than 
the United States. Also excellent chances for advancement.) 


Box 591, Advertising Age, 200 E. Illinois St., Chicago 11, Illinois 


agencies. 


will report to him. 


of $50,000. 


home telephone number. 


Creative Head 
Advertising Agency 


This is an exceptional opportunity for a seasoned creative ad- 
vertising agency executive to become a member of the top man- 
agement group of one of the country's leading advertising 


His responsibility will be to direct all phases of the agency’s 
creative output and to set and maintain high standards of per- 
formance. The managers of all the agency's creative departments 


We are seeking a man who has the stature, ability and ex- 
perience to provide creative leadership, inspire the organization 
and participate in the agency's future planning, growth and 
development. His current annual earnings are probably in excess 


Compensation will be substantial and commensurate with the 
importance we attach to this position. 


In your reply, which will be treated in strictest confidence, please 
give us your professional and personal history and include your 


Box 580, Advertising Age, 630 Third Ave., N. Y. 17, N. Y. 


PRODUCT PUBLICITY 
BLUE-CHIP CHEMICAL CO. 


Experienced professional wanted to 
handle product publicity for im- 
portant division of one of the coun- 
try’s largest chemical companies. 
Minimum of 4 years experience re- 
quired, preferably in newspaper or 
trade field. This man must be a self- 
starter capable of assuming respon- 
sibility quickly and carrying pro- 
jects through to completion. Our 
staff knows of this opening. 
Box 594, ADVERTISING AGE 
630 Third Avenue, New York 17, N.Y. 


ADVERTISING 
PRODUCTION MANAGER 
Seeks responsible position with 
Manufacturer or Agency. Experi- 
ence—18 years as Production Mana- 
ger, Heavy Agency Details in pur- 
chasing all phases of Advertising 
Graphic Arts, and Personnel Super- 
visor. Write Box 588, Advertising 
Age, 630 Third Ave., New York 17. 

New York. 


We would like to 
hear from a man 
with a creative 
and imaginative ap- 
proach to point-of- 


ART 
DIRECTOR 


Point of purchase problems, 
one who welcomes 
Purchase © chaleete ond 


new horizons. 


If you are presently responsible for 
substantial volume of creative art 


© direction, we invite your inquiry. An ex- 


cellent opportunity to form a life-time 


x association with a leading and estab- 


lished New York City firm. 

Resume will be heid in strict confidence. Send 
replies to: 581, Advertising Age, 630 Third 
Avenue, New York 17, New York 


a 


Our 50th Year 
COPYWRITER — mostly indus 


a/c’s good oppty Chicago 

agcy 10,000 
ADV. ASST. — book publisher 

75% copy—25% production 8,500 


ASST. ADV. MGR.—machinery 
copy-writing exp. desirable 7,500 
‘ MANY MORE—MAIL RESUME 

GLADER CORPORATION 

110 S. Dearborn St., Chicago, Il 
Phone: CEntral 6-5353 


PROMOTION OPPORTUNITY 


Leading, national consumer maga- 
zine looking for man with solid 
background in advertising, pro- 
motion and merchandising to assist 
promotion director of 20-man de- 
partment. Must know copy, art, 
production well enough to be able 
to say yea or nay. Media back- 
ground helpful but not mandatory. 
State salary requirements. 


Box 586, ADVERTISING AGE 
630 Third Avenue, New York 17, New York 


TIRED OF STRUGGLING ON YOUR OWN? 


If your 1-man agency is prospering 
but dependant on you alone, consider 
this: 


A compact ($1 million size) advertising 
and sales promotion agency in an Ohio 
metropolitan area of 600,000 needs an 
experienced agency man, probably between 
35-45. Agency is over 10 years old, with 
fine reputation, good history on account 
service (mostly industrial) and non-frantic 
pace. Two principals have other interests 
taking up some time and see opportunity 
for strong third party who can use agency 
reputation and two accounts as a base to 
build on. Will pay good salary to right 
man. No investment required or desired 
A real opportunity for a serious-minded, 
capable individual who can both sell and 
service accounts 


Box 585, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


ASST. ART DIR. 


for design minded Chicago agency— 
must be able and willing to carry a 
job through from start to finish in 
4 man art dept. Be experienced, 
have ability to produce crisp letter- 
ing indications on layout and have 
thorough type knowledge. 35 hour 
week—paid vacation. Hospitaliza- 
tion. Excellent salary to start. Write 
for appt. — stating previous expe- 
rience. 


Box 598, Advertising Age 
200 E. Illinois St., Chicago 11, Iinois 


TO A TOP BUSINESS MAGAZINE EDITOR 


. or a number-two man who is ready for the first chair; a major 
industrial magazine has an important career to offer you. We need 
a man who can develop fresh editorial ideas for a management- 
engineering audience and has experience in directing an editorial 
staff to instrument his plans. If you are a pro, with the energy and 
background to fill the bill, send a resume (in confidence, of course) 


of your experience and earnings to 


Box 587, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING ASSISTANT 


Prominent, multi-plant, Midwest food processor having nearly na- 
tional sales coverage is seeking an assistant for its Advertising De- 
partment. We are located in a medium sized community having 
exceptional educational and recreational facilities. Fine residential 
areas within ten minutes drive to our office. 


Qualifications 


Young man with college degree in Marketing, Advertising or Jour- 
nalism. 3-4 years agency experience and/or advertising experience 
with consumer goods manufacturer. Experience with newspaper 


and television media. 


All replies handled confidentially. Our employees know of this adver- 
tisement. Please send complete resume to: 


Box 592, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


DISTRICT MANAGER 


One of the country’s largest industrial publishers has two 
openings in the Chicago region. If you are 26-36, a college 


graduate, and have: 


1. Industrial sales experience, or 


2. Advertising sales experience, or 


3. A degree in marketing, advertising, business admini- 


stration or engineering, 


you will profit handsomely from this challenging assignment. 


Please send resume of personal background and experience. All 
replies will be answered and treated in confidence. 


Send inquiry to: 


Box 596, Advertising Age 
200 E. Ilinois St., Chicago 11, Ilinois 
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NEW TASSETTE—This ad will break 
|Feb. 6 in about 35 newspapers in 
metropolitan New York for Tas- 
sette, feminine sanitary item. In its 
| Jan. 30 issue, Advertising Age re- 
|ported that Tassette would retail 
at $2.50. The price actually is $4.95. 
The ad says, “since it lasts two 
years, monthly protection the Tas- 
sette way costs only $2.50 for a 
whole year.” 


| Clark Joins Gordon Best 


| John C. Clark has joined Gordon 

Best Co., Chicago, as manager of 
the radio and television depart- 
ment. He formerly was sales pro- 
|motion director of De Fur Picture 
Corp., New York. 


Markoff Co. Becomes Fortune 


| Howard R. Markoff & Co., New 
| York, has changed its name to 
| Fortune Advertising and moved to 
|new quarters at 150 Fifth Ave. 


The Midwest's 
outstanding placement 
service for Adv. + Art & 

allied fields. 

By appointment only 
67 E.MADISON + SUITE 1418 
CHICAGO 2, Ill. 
CEntral 6-5670 


Sell Your Product By Direct Response 


COUPONED ADS 


in Newspapers, Magazines, Trade, etc. 
We create ads to build sales, vitalize 
copy appeals, launch new products. Pub- 
lishers’ rates. Est. 1923. Min. $12,000 
yearly. Consult: 


Martin Advertising Agency 


} 15 E. 40 St., Dept. 11, New York 16, N.Y. 


STEEL INDUSTRY DISTRICT 

SPACE SALES DIRECTOR 
Ohio and Western Penna. Excellent 
salary plus commission, expenses 
and benefits. No limit on earnings 
| Established, exciting, growing pub- 
lication. Reply in strictest confi- 
dence to Publisher 

Box 574, ADVERTISING AGE 

630 Third Ave., New York 17, N.Y. 


COPY 
SUPERVISORY 


An exceptional opportunity exists 
for creative, industrious individual, 
a in his early thirties, to 
serve as Copy Supervisor in our Ad- 
vertising Department. The respon- 
sibilities of this position involve 
writing, and directing the prepar- 
ation of a wide variety of copy in- 
cluding brochures, advertising copy. 
| point of sales material, direct mail, 
displays, news letters and other ma- 
terial for a highly diversified prod- 
uct line 


In addition, this activity is also con- 
cerned with the preparation of 


speeches, presentations, and other 
assignments relating to customer 
meetings as well as internal sales 


development programs 


Sante should possess respon- 
sible experience in advertising and/ 
or editorial writing in an agency, 
company or publication preferably 
relating to the Agricultural and/or 
Industrial Chemical Field 


To arrange for a personal interview, 
please send a complete resume, in- 
cluding salary requirements to Mr 
T. H. Diemer 
INTERNATIONAL MINERALS 
& CHEMICAL CORPORATION 
SKOKIE, ILLINOIS 
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Gimmick Use Wanes 
in TV Ads, AA Finds 


(Continued from Page 1) 
affidavit that the same package 
shown under water was the one 
later opened. 


s Morton Dubin, a producer at 
MPO Television Films, explained: 
“IT would say that in 99% of the 
cases, the real product is used.” He 
added that, of course, additives are 
sometimes given to a product or an 
imitation is used, when the product 
is not the one being sold but mere- 
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SOUTHERN NEW JERSEY 
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.. + covered by New Jersey’s 
fastest growing newspaper 


44,322 


NET PAID CIRCULATION 
— AND STII.L GROWING! 
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Scolaro, Meeker & Scott, National 
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ly used in the setting of the com- 
mercial. A good simile, he noted, 
was where a housewife used a 
bowl of fake fruit on the table in 
place of the real, perishable items. 

The best rule to follow, when 
adding something to the product 
being sold, is whether it will then 
more closely simulate reality, Mr. 
Dubin offered. “If you give the 
product qualities it does not have 
in real life, that is not truth in 
advertising,” he said. 


# Also, if you talk about the quali- 
ties of a “stand-in” product as if 
they were the qualities of the real 
product, this again is deception, he 
noted. For example, if you were 
using cheese in place of butter, you 
couldn’t say, “look at the texture 
of the butter,” he explained. Cheese 
is sometimes used in settings in 
place of butter because the latter 
melts more quickly under the hot 
lights. 

William Van Praag, of Van 
Praag Productions, said that in 
the production of a Lever Bros. 
commercial, his crew had to lay off 
for one day while a bundle of 
clothes was washed. The soiled 
clothes were filmed one day, and 
then production was halted while 
the bundle was sent to the laundry. 
The laundry had to furnish Lever 
with certification that the clothes 
iad been washed with the soap 
brand advertised. In the old days, 
valuable production time was saved 
by shooting with two bundles, one 
soiled and one clean. 


|m While filming a drug commercial 


recently, Van Praag had to get the 
approval of medical authorities 
that an animated nasal diagram 
it was using was physically cor- 
rect. The medical seal of approval 
was not mentioned in the ad. 
The stress on authenticity can 
also be seen in the auto field, Mr. 
Van Praag said. More and more 
auto makers, when showing a test 


; actual test be made. 


of their brand in a commercial, 
have been demanding that the 
Previously, 
many short cuts and gimmicks 
were used, such as filming a car 
moving backwards and then run- 
ning the film in reverse to give 
the illusion of “stopping on a 
dime.” 


a It’s a pretty safe bet that the 
ice cream you see in tv ads today 
is the real thing, rather than the 
less perishable potatoes used in the 
past. Trick usually is to set up with 
one dish of ice cream and quickly 
substitute a fresh dish when ready 
to shoot. 

Even then the ice cream melts 
slightly, but this shining quality 
makes it more appetizing, Mr. Van 
Praag pointed out. 

Toy makers, who used to simu- 
late real sound of guns, train 
whistles and the like in the past, 
have been more and more replac- 
ing these sounds with special 
musical effects to avoid the criti- 
cism of claiming qualities for their 
products which they do not pos- 
sess, a Transfilm-Caravel producer 
said. 

One trend noted by Transfilm- 
Caravel is the increased use of 
slow motion in the production of 
tv commercials, such as used by 
Benton & Bowles for Prell and 
Zest. More and more advertisers, 
including cereal makers, have dis- 
covered that slow motion adds eye 
appeal to their products, Transfilm 
pointed out. 


® Hair is sometimes shown being 
brushed in slow motion to give ita 
fluffier, more lustrous quality. In 
the home permanent ads, pro- 
ducers actually go through the 


| permanent waving process, where- 


as in the past they sometimes took 
the “short-cut” of employing a 
curly-haired model. 

Polarized lenses are still used by 
producers on occasion to eliminate 
shadows and reflections. On highly 
reflective items, sprays sometimes 
have to be used. The Marconi cam- 
era, however, has eliminated the 
need for color correction in most 
cases of taping commercials, ac- 
cording to a Video Tape Produc- 


Rejected Idea Pile. Don’t feel bad. You can always put them in your proof book. 


Ad Page Exposure — the first and only media measure that tells you what hap- 
pens to the ad They bought. How many contacts it makes — and with whom. 
No guessing, no assuming, all proved. 


Before you show another ad, get the APX facts from The Saturday Evening Post. 
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BEHIND THE SCENES—This ad for St. Angelo’s Super Market, Ashta- 


bula, O., was printed in the “ 


dummy” 


layout stage in the Star-Bea- 


con to give the reader a “behind the scenes” confidential view of the 


ad. The advertiser reported “phe 
days,” 


enomenal sales activity for three 


according to the newspaper. 


tions executive. 

Naturally, some production gim- 
micks are still with us. Fake ice 
cubes, for example, are still used in 
a glass of iced tea, and dry ice 
gives us the “‘steam”’ in hot coffee. 
A blue shirt is still a legitimate 
stand-in for the light-absorbing 
white one. 


= Meats we see on tv often are 
still undercooked, because properly 
cooked meat absorbs too much light 
and would appear too dark. Some 
foods still require vegetable color- 
ing to compensate for strong light- 
ing, and wrist watches need jewel- 
ers’ rouge to portray their natural- 
ly polished look. And the glycerine 
used for teardrops in an emotional 
scene can also provide highlights 
when rubbed on foods. 

Generally, however, gimmicks 
are losing their place in commer- 
cial production. One tv producer 
asked if the same were true of 
print ads, where, he complained, 
models are pinned in back, cloth- 
ing is stuffed with paper, and 
curved lenses are used in the pro- 
duction of auto ads to make cars 
look longer than they really are. + 


McGraw-Hill Stockholders 
Okay Dodge Buy, Stock Split 

Stockholders of McGraw-Hill 
Publishing Co., New York, have 
approved the proposed acquisition 
of F. W. Dodge Corp., publisher 
of construction industry statistics, 
and authorized additional Mc- 
Graw-Hill stock to be offered in 
exchange for Dodge shares. Stock- 
holders approved a three-for-one 
split of McGraw-Hill common 
stock and the issuance of 156,987 
shares of a new $5.50 convertible 
preferred stock and 600,000 shares 
of common stock. 

The company will offer 408,144 
common shares and all of the new 
preferred in exchange for all the 
outstanding common shares of 
Dodge. The offer will be made be- 
fore the three-for-one split takes 
effect, and the acquisition depends 
on the approval by holders of at 


least 80% of the Dodge stock. Al- 
though the date of the split of Mc- 
Graw-Hill stock has not been set, 
it is expected before the end of 
April. 


L&N Buys L.A., Seattle 
Offices of Martin & Tuttle 


The Los Angeles and Seattle of- 
fices of Martin & Tuttle, billing 
$1,000,000 a year, have been pur- 
chased by Lennen & Newell in 
L&N’s second expansion move in 
the past five months. The agency 
opened a Honolulu office last Sep- 
tember. Martin & Tuttle was 
formed in 1944 by William Martin 
and Blanche Tuttle, former ad ex- 
ecutives with Frederick & Nelson, 
Seattle department store. A Los 
Angeles office was opened three 
years ago. 

Both Mr. Martin and Mrs. Tut- 
tle will remain as account super- 
visor and creative supervisor, re- 
spectively, under Theodore Huston, 
L&N vp and Los Angeles manager. 
Major accounts of M&T have been 
the Van de Kamp Holland Dutch 
Bakeries, division of General Bak- 
ing Co.; Milk Barn Dairy; Vernell- 
Thompson Candy Co.; Alhambra 
Wines; Hi-County Apple Juice; 
and East Point Sea Foods. 


I-XL Names Aves, Shaw 

Aves, Shaw & Ring, Grand 
Rapids, has been named agency for 
I-XL Furniture Co., Goshen, Ind. 
The company manufactures kitch- 
en cabinets and related furniture. 
The agency expects the account to 
spend about $100,000. Rand-Ries 
Advertising, Cincinnati, is the 
previous agency. According to 
Robert Haas Advertising, Chicago, 
which had the account until last 
summer, I-XL spent about $75,000 
a year. 


Weaver Mfg. Boosts Myers 

Harold E. Myers, assistant ad- 
vertising manager of Weaver Mfg. 
division, Dura Corp., Springfield, 
Ill.. since October, 1960, has been 
promoted to advertising manager. 
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Campbell-Ewald — 
Marks 50th Year 


DETROIT, Feb. 3—Campbell-Ew- 
ald Co. offices were serving birth- 
day cake and coffee to clients and 
guests this week in honor of the 
agency’s 50th anniversary, but oth- 
erwise won’t spend too much time 
harking back to the good old days. 

Feb. 7 is the actual date of the 
founding of Campbell-Ewald Co., 
which came into being back in 
1911 with one client and six people, 
including the late Frank J. Camp- 
bell and Henry T. Ewald. The cli- 
ent was Hyatt Roller Bearing Co., 
later to become a division of Gen- 
eral Motors. It was then headed 
by Alfred P. Sloan Jr., longtime 
chairman of GM. 

Campbell-Ewald today is among 
the largest agencies in the U.S. 
(it ranked 13th in ADVERTISING 
AGE’s 59 billing reports, with $85,- 
000,000). It has 11 offices, 
than 800 people working for it and 
45 clients. 


® Although Chevrolet division of 
General Motors remains its No. 1 
customer—as it has _ been, for 
nearly as long as the agency has 
been doing business—the C-E line 
of clients is now diverse. As well | 
as automobiles, it helps to sell 
business machines, tires and steel, 
banking services and farm build- 
ings, automobile batteries and | 
printing paper, car radios and 
typewriter ribbon, tin cans and 
helicopters, electric power and} 
beer, to name a few. 

President Thomas B. Adams, 
who has held that post for the past 
three years (and is still under 40), 
puts the accent on youth in the| 
agency’s thinking. “Creativity is 
the service we sell, and we have 
the young people to create,” said 
Mr. Adams. 


® In addition to Messrs. Little and | 


Adams, seven men serve on the 
board of directors and the exec- 
utive committee. 

Senior vp Joseph J. Hartigan 
heads media and serves as vice- 
chairman of the board; senior vp 
Lawrence R. Nelson is the finan- 
cial director of the agency and 
chairman of the executive com- 
mittee; all out-of-town offices re- 
port to senior vp Edward A. 
Schirmer, who also manages a 
number of client accounts; senior 
vp John H. Forshew is responsible 
for marketing and research; ex- 
ecutive vps Colin Campbell and 
Clarance Hatch each manage a 
group of client accounts; senior vp 
Kensinger Jones serves as creative 
director of the agency, coordinat- 
ing and integrating all print, 
broadcast and promotional activ- 
ities. 

Important in relation to the fu- 
ture are Campbell-Ewald’s train- 
ing programs, through which 
college students are given the op- 
portunity to learn the agency busi- 
ness first hand. They work as “ad- 
vertising interns” during summer | 


more | 


Nelson Little 


} 


Adams 

cooxs—Getting ready to bake a cake marking the 50th anniversary 

of Campbell-Ewald Co., Detroit, Art Director Anthony Nelson dis- 

plays a drawing of the proposed cake, prior to passing it along to a 

chef for execution. Viewing the artist’s version are Henry G. Little 
board chairman, and President Thomas B. Adams. 


Rootes Plans Tough 
Ad Copy in ‘61 Push 


for Hillman Cars 
NEw York, Feb. 3—Rootes Mo- 


| trous sales trends of 1960, plans 
to go into 1961, not with a whim- 
per but a bang. 

| Starting Feb. 10, the company 
| will make drastic price cuts in the 
| five-model range of Hillman auto- 
mobiles, and launch a_ $500,000 
ad campaign containing some of 
the roughest and toughest copy in 
the industry. 

For example, copy in the kick- 
off ad says, with bull-doggish 
bluntness, “Sure you can buy 
Volkswagen for $34 less or a 
stripped down Falcon for $375 


ecutive assistant to the managing | 
director at Rootes, the decision to 
cut prices was “a result of the 
meeting of minds” between the 
agency and client. 


'= Mr. Tobias said it followed four 
| tors, aiming to reverse the disas-| 


agency, 


al 


more but look how much more) 


value you get in a Hillman.” 


® Rootes has budgeted another 
$500,000 to advertise the Sunbeam 
Alpine convertible, which was 
reintroduced to the U.S. in a small 
way last year after being out of 
the market since 1953. Listed at 
$2,595, the Sunbeam Alpine is 
gunning for a 20% share of the 
estimated 50,000-unit imported 
sports car market this year. 
Initially, the Hillman series will 
get all the heat in a newspaper 
campaign scheduled to run for 
three or four months in 64 mar- 
|kets across the U.S. 
| The price cuts and the accom- 
panying advertising mark a sharp 
|departure from the original ap- 
proach mapped by 
| Mogul Williams & Saylor when the 
|agency took the business from 


or five months research by the 
which had begun an 
evaluation of the market about six 
weeks before being named offi- 
cially to the account. 

Mr. Garrad and the agency exec- 
utives spelled out some of the 
reasoning behind the new strat- 
egy. They said that Hillman up 
to now had not had a clear-cut 
position in the public’s mind as to 
exactly where it stands in the 
“whole picture.” According to Mr. 
Garrad, “this price cut and the 
advertising are ‘positioning’ the 
car.” 


Lawrence V. Stapleton, vp in 


|charge of client service and mar- 


\filled by the Hillman 


mages One | stibnen Husky, convertible, 


|Erwin Wasey, Ruthrauff & Ryan | 


{about four months ago. 


vacations and many of them even- | 


tually become trainees and then 
staff members of the agency. + 


Nestle Names Barry A.M., 
Goebel Joins D-F-S 

Nestle Co., White Plains, N.Y. 
has appointed Horace Barry, for- 
merly a group product manager, 
advertising director. He succeeds 
Richard Goebel, 
Dancer-Fitzgerald-Sample, New 
York, as an account supervisor. 


Hardy Joins California Bankers 

Ross Hardy, formerly creative 
director for J. Walter Thompson 
Co., San Francisco, has joined the 
California Bankers Assn. to super- 
vise the organization’s advertising 
and promotional activities. He had 
been with JWT for the past 25 
years. 


who has joined | 


|@ At first, the company and the 
|agency intended to play the game 
|in the good old English way. Seth 
|D. Tobias, senior tp at MW&S, 
\said: “We started out with the 
|whole gamut of original ways of 
|presenting Rootes’ 
|Among other things, we empha- 
sized that the Hillman was the 
only four-door import of that class 
offering automatic transmission. 
The first ad or two were on that 
| theme.” 

However, the company soon 
saw that it was not getting any- 
where by “banging up” on the old 
quality approach, and with the 
agency decided on a complete re- 
evaluation of its sales approach. 

In the end, it appears the agency 
proposed the repricing of the en- 
tire line. 


keting at MW&S, who had a hand | 


in the decision, said: “The public 
has only a fuzzy notion of the 
place the automobile occupies, and | 


|of the Hillman, which the company | 
emphasizes is only 2” longer than 
the Volkswagen. Some lines read: 
“Up to 30 miles per gallon, but 
from a powerful engine.” “And 
the engine’s up front, where the 
engine should be.” “Economy with 
no skimpy economy look.” 

Copy ends with an italicized line 
| conveying a distinct air of English 
superiority: “No wonder you never 
see a Hillman on competitors’ 
comparison lists.” 


= The ads break today, with 10 to 
50 insertions of 600 to 1,100-line 
ads scheduled in each newspaper. 
According to Mr. Stapleton, the 
agency is providing Rootes with 
services “on the level of the typi- 
cal big Detroit package” for this 
campaign. 

The ads will include the names 
of the local dealers, but are being 
placed by Rootes. The company 
has more than 700 outlets in the 
U.S., and launched its price-cut 
sales meetings with its distribu- 
{tors Jan. 26. 


Behind Rootes’ dramatic bid to| 


“expand into the vacuum” is the 
sorry sales picture that faced 
management as a result of the 
|impact of the compacts and the 
‘overwhelming popularity for 
| Volkswagen. 

. From 7th place among the im- 
ports in 1959, when Hillman regis- 
|trations totaled 26,442, the line 
| has declined “about 40%” in sales 
to about 12th place. Last year, 
Hillman was out of the top 10 for 
the first time in 14 years. 

Big leader in sales in the first 11 
months of 1960 was Volkswagen, 
which outsold its nearest competi- 
tor, Renault, by more than two to 
one. Top registrations for that 
period were: Volkswagen 144,472; 
Renault 60,322; Opel 24,453; and 
English Ford 22,883. 

The second of Rootes’ big two 
for the U.S. market, the Sunbeam 
Alpine, aims to crash in on a mar- 
| ket dominated by the TR3, MGA, 
| Jaguar, Austin Healy and the Aus- 
tin Sprite. Copy 
| the “creature comforts” 
such as roll-up windows. 

The Alpine got its kick-off in the 
|form of a one-column ad in the 
New York Times recently. For the 
present, the Hillman will get all 
| the heat, but the Alpine eventual- 


= Spe ek tA Ra Peale ee 
. A ae a eR 


will emphasize | 


it contains, | 


NETWORK TV FIRST—Hanes Hosiery 


Mills Co., Winston-Salem, N.C., in 
its network tv bow on Jan. 20, 
showed two secret agents holding 
a conversation about the mysteri- 
ous something that makes a girl 
|irresistible. They meet by arrange- 
“ment in a restaurant. Later, she 
|hands over a box of new Hanes 


| ly will get almost as big a push as hosiery to the male agent in a train 


| the premier line. + 


we have attempted now to estab- | 


lish a clear-cut position for it.” 
The result, Mr. Garrad said, was 
that Hillman was “expanding into 
the vacuum.” He claimed that 
“now we have the same size of 
gap between us and the compacts 


as there is between the compacts! 


and the big cars.”’ The vacuum in 
this case, he added, was 
line now 
ranging in price from $1,500 to 
$2,199. 


es The models affected are the 
sta- 


tion wagon, special. 


Minx and 


Some of the price cuts are: The) 


$1,735 model is now listed at $1,- 


|599; the $1,670 model is now $1,- 


| 579; the $1,845 model is now $1,699. 


Hillman line. | 


The cuts have opened the way 
to some rough copy. Mr. Garrad 
commented: ‘This is the first time 
we have put in really aggressive 
advertising. The going for many 
imports has been rough, and many 


|probably will fold their tents and 


According to Ian A. Garrad, ex- | 


go back to their native shores. 

“But we have no intention of 
giving up the emphasis on the 
British character of our product.” 
He added that the advertising 
would be tough because, “we are 
not playing in a friendly cricket 
match.” 


s Some of the aggressiveness is a 
bit less direct than the headline in 
the kick-off ad. Copy takes a sly 
dig at the competition—both the 
imports and the U.S. compacts—in 
pointing out some of the features 


to be} 


Macy’ s Seeks Dismissal 
‘of FTC Complaint 


The Federal Trade Commission 
has rested its case against R. H 
|Macy & Co., New York, and 


of the complaint. The 
|New York department store with 
|unfair acts and practices in pres- 
suring manufacturers to contrib- 
ute $1,000 each to the store’s 100th 
anniversary promotion in 1958. 
Macy’s motion for dismissal 
charges that the FTC had failed 
|to show “that Macy acts and prac- 


injury.” FTC Examiner Edward 
Creel set April 15 as the date for 
the FTC to answer. If the dis- 


missal is denied, the hearings will | 


be resumed April 10. In hearings, 
several manufacturers _ testified 
that their contributions to the 
Macy centennial were voluntary. 
This corresponded to testimony 
given at two earlier rounds of 
hearings in September and No- 
vember (AA, Sept. 26 and Nov. 7). 


Kingsley Leaves ITC 

Walter Kingsley has resigned as 
president of Independent Tele- 
vision Corp., New York, tv film 
producer-distributor, because of 
“policy differences.” The post of 
president will be assumed by 
Michael Nidorf, chairman of the 
board. ITC is owned by Associated 
Television Ltd., British tv program 
contractor. 


| 
- 


‘|ing by European companies,” 
Macy’s in turn moved for dismissal | 


FTC last} 
May (AA, May 16) charged the | 


+ 


jsales promotion materials. 


‘Southern California. 


compartment. 


‘Lite’ Sends Dumper Abroad 


Citing “the growing volume of 
icurrent and prospective advertis- 
Life 
has announced the opening of a 
London branch office under the 
direction of Robert Dumper, for- 
merly international advertising di- 
rector based in New York. Time 
Inc. already has a big staff in Lon- 
don in its own building, but up to 
now has not had fulltime repre- 
|sentation for its U.S. edition. Mr. 
|Dumper has been with the com- 
pany since 1939. 


tices’ had resulted in competitive | 


Rodriguez Forms GAFAS 
Graphic Arts Foreign Advertis- 
ing Service (GAFAS) has been 
formed in Farmingdale, N.Y. (Box 
81), to provide Spanish-language 
advertising services for graphic 
arts companies doing business in 
Latin America. GAFAS plans to 
specialize in the production of 
It was 
formed by C. Rodriguez, formerly 
editor of El Arte Tipografico. 


Danish Bakers to Beckman 
Danish Bakers, Los Angeles, im- 
porter of coffee cakes and turn- 
overs from Copenhagen, has ap- 
pointed Beckman, Koblitz to han- 
dle its advertising. The company’s 
ads will have the theme, “From 
the ovens of Copenhagen.” Distri- 
bution of the cakes and a variety 
of fruit turnovers will begin in 
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Fee Zooms as Source of 
Agency Income: Rubel & 


(Continued from Page 3) 
agencies do a lot of collateral serv- 
icing, which is often paid for on a 
fee basis. 

He has found that agency charg- 
ing practices are “not uniform and 
are not static. Most agencies could 
profitably revise their thinking” 
on the subject, he said. 

Although 65% of agencies do not 
charge clients for any copy pur- 
chased outside, Mr. Rubel found it 


STORY 
BOARD 


WTRF-TV 


Inflation Hits the Cliche Market: 
Two pennies for your thoughts 
. . . Another day, another 
twenty dollars . . So long, 
don't take any wooden quarters 
. . Thanks a billion! 


T. R. EFFIC! 


wtrf-tv Wheeling 
Bob Ferguson says: ‘“‘Women are smarter than 
men ond have the figures to prove it.'' 

Wheeling wtrf-tv 
WTRF-TV ranks first in the Wheeling-Steuben- 
ville Industrial Ohio Valley and has the figures 
to prove it. Ask National Rep George P 
Hollingbery. 

wtrf-tv Wheeling 


Then there was the dwarf French railway en- 
gineer who explained the derailment of his train 
by saying, “Too loose, la track.’’ 


Wheeling wtrf-tv 


Two cannibals talking: Joe: ‘‘Did you hear about 
the new discovery?’ Jim: No, what is the 
new discovery?’’ Joe: ‘‘Instant People.'’ 


wtrf-tv Wheeling 


What great contribution does the hydrogen 
bomb make to democracy? With it—all men are 
cremated equal. 


Wheeling wtrf-tv 


It's smart to pick your friends .. 
to pieces. 


- but not 


wtrf-tv Wheeling 


Get all the details on the big wtrf-tv bonus mer- 
chandising plan that alert advertisers find add 
ing even more profits to their Wheeling TV 
Market campaigns 


CHANNEL © RB WHEELING, 
‘SEVEN WEST VIRGINIA 


“perhaps more to the point” that 
35% of responding agencies of all 
sizes and types do. 

In the case of inside work on 
media advertising, Mr. Rubel re- 
ported that ‘“‘only a very few agen- 
cies charge fees for contact, plan- 
ning and copy work.” These ex- 
ceptions are almost entirely within 
the smaller agencies, which work 
with very low unit-cost media, he 
said. 


# On special work, such as pr and 


research, most agencies—regard- | 


less of size—charge fees. 

In non-media, collateral adver- 
tising, 68% of agencies—with less 
variation here than in any other 
breakdown—mark up outside serv- 
ices and materials at least 17.65%. 
This percentage is now the mini- 
mum mark-up on outside pur- 
chases. 

For collateral work done within 
the agency, 58% of agencies of all 
sizes charge an hourly rate, 28% 
use a service charge arrangement, 
and 14% resort to other methods 
of charging, according to the “Ru- 
bel Service.” 


Average Percentage of Operating Costs & 
Expenses by Agency Type 
(In Ratio to Agency Gross Income) 
National Regional Indus- 


Consumer or Local trial Mixed | 


% % % 

Direct salaries 

Indirect salaries ..13.00 12.50 16.00 15.50 

Other expenses ....26.75 27.25 26.00 30.25 
Total operating 


RL AE: 90.25 91.00 94.00 96.50 


That increasing salary costs are 
creating “significant management 
problems” for middle-size agen- 
cies, Mr. Rubel warned in the Jan- 
uary issue. He also stressed the 
“pylight of the industrial agency,” 
whose ratio of indirect (adminis- 
trative, new business and general 
service) salaries to gross income 
was found to be 23% higher than 


Ad Clinic #19 


SHERATON GIVES 
FREE TELEVISION 
FREE RADIO — FREE 
AIR CONDITIONING 
FREE BATH SCALE 
FREE ETC., ETC. 


SHERATON HOTELS 


(a transparent device to get 
you to read this Sheraton ad) 


Don't overdo the word “FREE” 


a “7 : 
by Madison F. 
(Foray) Jungle 


Here is a headline 
that’s asking for 
trouble. Even Sheraton 
couldn't give all that 
away free! 


50.50 51.25 52.00 50.75| 


MOUTHFUL—This four-color, half-page bleed spread 
for Kraft’s Deluxe slices is set for February Ladies’ 


KRAFT'S exclusive process givegiyoul: - 


other magazines 


|the ratio for consumer agencies. 
In the case of direct salaries 
| (for personnel working on specific 
| clients’ ads, including account con- 
| tact, creative, media, production 
/and research workers) the “in- 
| between” agencies in size were 
an exception in a static salary- 


|income ratio picture. Generally, di- | 
| 


|rect salary-income ratio increases 
were described as hardly notice- 
able. 

But for agencies billing from 
$500,000 to $1,000,000, the ratio 
went up from 48.75% in 1956 to 
54.50% in 1959—a rise of 12%. 

For agencies in the $2,000,000 
to $5,000,000 class the ratio rose 
from 49.75% in 1956 to 51.75% in 
1959. 
| “The rise in direct salary costs 
for these two size groups comes 
from the need to provide bigger 
agency services without the op- 
|portunity of distributing these 
services over enough accounts to 
absorb the costs,” Mr. Rubel ex- 
plained. 


|@ Ratio of indirect salary expenses 
| to gross income has dropped in all 
size groups, except the $5,000,000 
to $10,000,000 billing classification, 
which has experienced a 1% in- 
crease over 1956, returning to 
15.75%, where it was in 1950. 

Referring to the general de- 
crease, Mr. Rubel noted: “Since 
agency income has increased, the 
implication is that indirect sal- 
aries have presumably increased 
only slightly in contrast to direct 
salaries.” 

By type of agency, the industrial 
agency had the highest indirect 
salary ratio to total income (16%), 
considerably higher than regional 
or local agencies (12.5%) or na- 
tional consumer agencies (13%). 

“The additional fee is the only 
alternative (other than lower prof- 
its) to meet increased salary costs,” 
according to Mr. Rubel. 


® The February issue of the “Ru- 
bel Service” will deal with agency 
profits. Statistics in the reports 
were based on replies from 206 
agencies, representing a cross-sec- 
tion of the field. Industrial agen- 


cies constituted 37% of the sam- 
ple; national consumer agencies, 
28%; regional and local, 17.5%; 
and mixed, also 17.5%. + 


Kraft Sets Lent 
Cheese Drive in 
Magazines, TV 


Cuicaco, Feb. 2—Kraft Foods 
during February and March will | 
unleash a “Cheese for Lent” cam- | 
paign, consisting of 19 four-color 
magazine ads and 17 commercials 
on 153 NBC-TV stations. 

Magazines will carry 13 pages, 
four half pages and two half-page 
bleed spreads. The tv vehicle is 
“Perry Como’s Kraft Music Hall.” 
Every Wednesday night during 
Lent “the word ‘cheese’ will be in 
the air,’ according to the company. 

Cracker Barrel brand cheddar 
will be featured in page ads in the 
Feb. 25 and March 25 issues of 
The Saturday Evening Post. Sliced 
natural cheese will get pages in 
Look Feb. 28 and March 28. 

The February issue of Ladies’ 
Home Journal and the March is- 
sue of McCall’s will carry half- 
page bleed spreads for Deluxe 
slices. Grated cheese will be fea- 
tured in pages in the February and 
March issues of Family Circle and 
Woman’s Day. 


® Velveeta will get page units in 
the March issue of Good House- 
keeping and the February and 
March issues of Parents’ Maga- 
zine and True Story. Ads for blue 
cheese dressing will be half pages 
in the February and March issues 
of American Home and Suburbia 
Today. 

In-store promotion will be based 
on a “14 Lenten meals’ menu 
sheet, with two meatless meals 
for each of the seven weeks. Kraft 
said its ad and merchandising 
program was designed to “produce 
combination sales of cheese, plus 


Expense Ratios in Percentages 
of Gross Income 


According to Agency Size Groups 


Source: Rubel Service 


AGENCY BILLING SIZE 


Home Journal and Marck McCall’s. Ads in several 


|™ The company has also intensi- 
| fied promotion of its 


| zine, the First 3 Markets Group 


/roni and cheese dinner March 5. 


But, sir — it’s true. Sheraton guests enjoy the Sheraton 
Extra Values listed in the disputed headline and more — at 
no extra cost. Why don’t you try us — even if you can’t 
spend the night you'll enjoy fiddling with the free TV, free 
radio, free air conditioner, free bathroom scale, free etc., etc. 
And, as a memento of this ad (and to help us check its pull) 
why not send for 104-page Sheraton booklet? It’s free, too. 
Write: Sheraton Corp., Ad Age Ad #19, 470 Atlantic Ave., 
Boston, Massachusetts. 


$),000,000 $2,000,000 $ 5,000,000 
Less Thon $500,000 to to to to Over 
$500,000 $1,000,000 $2,000,000 $5,000,000 $10,000,000 $10, 000, 000 
Travel & Entertainment 5. 0% 5. 25% 4.00% 4.25% 5.25% 4.75% 
Unbillable Client Exp 1.00 1.00 1.50 1,9 2.0 1.590 
Rent 5. 30 5.75 5. 00 5. 30 5. 00 5.25 
Tel. and Telg. 2.75 2.0 1.75 La) 1,75 1.75 
Lega! and Audit 1.25 1.25 75 75 1.00 75 
Stationery, Supplies 2.75 2.25 2.00 2.0 2.75 2.00 
Profit- Sharing » 1.00 2.9 2.25 2.25 2.90 
All Other 875 8.25 9% 7.0 5.75 8. 50 
Total Expenses 28. 00% 26.75% 27. 00% 25.25% 26. 25% 27. 00% 


will feature other varieties. 


the other menu items in meatless 
meals, for the grocer.” 

Kraft expects that during the 
Feb. 15-March 31 period cheese 
sales at retail will exceed $120,- 
000,000. 


packaged 
macaroni and cheese dinner and 
Italian style spaghetti dinner. 
Four-color pages for the latter 
were set for Feb. 5 in Family 
Weekly, Parade, This Week Maga- 


and six independent Sunday sup- 
plements. The same media will car- 
ry a four-color page for the maca- 


The Lenten dinners will also be 
featured on “Kraft Music Hall” 
Feb. 8, 15 and 22 and March 1 
and 21. 

Six-page, four-color inserts on 
meatless dishes will appear in 
February issues of Drive-In Man- 
agement, In-Plant Food Manage- 
ment and the Journal of Amer- 
ican Dietetic Assn. January issues 
of American Restaurant, Chain 
Store Age (restaurant edition), 
Restaurant Management and Vol- 
ume Feeding also carried the in- 
serts, which stressed the high prof- 
it margins of the meatless dinners. 

J. Walter Thompson Co., Chi- 
cago, is the agency. = 


KPIX Drive Backs 


Programming Shifts 


SAN FRANCISCO, Feb. 1—A $100,- 
000 advertising and promotion 
campaign will be carried out be- 
tween now and Feb. 28 by KPIX- 
TV in a “saturation” introduction 
to the Bay Area of a $500,000 se- 
ries of program changes and the 
remodeling of the KPIX studios. 

Approximately half of the spe- 
cial ad budget, or $50,000, will be 
spent on newspaper ads, building 
in size and frequency and run daily 
in the Examiner, Chronicle, Oak- 
land Tribune, San Mateo Times 
and San Rafael Independent Jour- 
nal. 

In addition, according to A. H. 
(Chris) Christensen, advertising 
and sales promotion manager of 
the Westinghouse Broadcasting Co. 
station, the new program format 
will be promoted in two TV Guide 
page ads weekly, heavy on-the-air 
coverage and almost $9,000 worth 
of radio spots on KCBS and KABL. 

Tie-in advertising also has been 
developed with Langendorf United 
Bakeries, involving 325,000 bread 
wrappers weekly, and with Mel’s 
Drive-In restaurant chain for 250,- 
000 special hamburger wrappers. 


# In addition, explains Al Baccari 
Jr., pr director, the station will use 
75,000 handbills; walkie-talkies; 30 


walk-in trucks; 1,000 snipes on 
Navy recruiting posters; 67,000 
“collars” for milk bottles in a tie- 


in with Berkeley Dairy Farms; tail- 
lite posters on buses; and metro- 
politan showings of 30 sheet out- 
door bulletins. + 


Rossi Moves Offices 

Rossi & Co., Detroit, has moved 
to new offices in the David Brod- 
erick Tower, 10 Witherell St. 
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sl Sat kt! 
= THE KENNEDY by . 


OR THIS ISSUE OF 
LIFE 
VER 


SOLD 0 
7,000,000 
COPIES 


7,085,000 copies*—the highest circulation ever achieved by a regular 
issue of LIFE (or any other general weekly or biweekly). And yet, there 
weren’t enough copies to go around. Thousands of Americans who looked 
to LIFE for the newspicture report of the Inaugural found their dealers 
were all sold out. @ As news of this unfilled demand began to reach 
LIFE’s editors, they decided to “crash” a LIFE “extra” edition, a 64- 
page picture souvenir of the Inaugural events. @ Compiled from the 
thousands of great exclusive photographs which couldn’t be included 
in the January 27th issue for lack of space, ™ ee 

this souvenir edition was put on sale at lead- 
ing magazine dealers all across the nation 
last week. @ The fact that in just seven days, 
LIFE’s editors could prepare, print and distrib- 
ute a 64-page magazine “extra”—and at the Bm 
same time publish the week’s regular issue—is i 
proof again of LIFE’s leadership, imagination, 
dexterity and resourcefulness. @ Only LIFE-— 
of all general weekly or biweekly magazines— 
has averaged more than 6,950,000 copies every 
week for the past twelve weeks. @ Only LIFE 
has led all magazines in advertising revenue 
for 19 consecutive years. 'The record for 1960: 
$79,000,000 more than Look, $33,000,000 more 
than The Saturday Evening Post. 


*Publisher’s estimate 


This souvenir edition is printed in 
a compact 81%” x 11”, on high 
quality paper to serve as a per- 
manent record of an important mile- 
stone in history. Buy your copy at 
leading magazine dealers, or send 
| 50¢, with your name and address, to 
LIFE, P.O. Box 76, Radio City 
Station, New York 19, New York. 


oon SS SIEM ng eC O eae 
ey eee 2 & : ing ee hea alee, Cir 
rs 2 te eee oe rn et te eh ts eee hee 
ae ; 3 ee Rta ae ee Big tao ar Me. - aa? ee hi ee Toe ae a epee ne ee ee aoe. 
: Pica mee 7 ‘Poa as 1 ee ey Sr | ee Pe ets sie ale eine 38 eaten ne aa eee Oe eRe ont nine Wee re ee en eS 0 tO Bn ti ig: 1 a ee Be sy ee 
peas | e j , * . a ts i 4 = » is ~ rel 
et 
we —. 
¥ 4 * « in 
= ee 
‘ » od ss & i sh a. %. . ee 
ro ~f Sac 
“kes Fe } Te, ak 
== “Ba th. “ : 
* ’ e «2 * Pa - 
; Q ' . . x bel és 
. . i P 7 — _* 
2 > Ps & ee ot 
i . ; =e & a . oA : 
? om : oe r ~* * * ~ P : 
. sil Pad : , ~ 
~ —  * ete 4 
‘ . a 3 -. 4 te Fee Othe 
5 ee RS, ee. eee: ea 
~ ae : >. A. + Pe 
ae ease ¥ s . BF nae ee 
on a : of fe) * 
me ; ae ‘ ‘ : = ee me et 
ee oe * ee < Bese age : 
ee oe 6 4 = oe she 
ig: oy) _ J — ae pe ie 
a # 6. ™ ®&-F. +. ae ae 
a = ; ? Fy ek, eae 
hs ‘ es : gy Mit oa LS 
% , 2 pc hs ay 
ie ; ee — eF ot eee *S 
= A = - ae ae 
Ls ye a Ce. ae 
* - Bad — 6 oS Tk « j es 
a = ‘ea. . ae 
ig Pi 4 fy sc 
Se ; 2 . id Eat a F : Se § iets aor 
Pes f*% Mee oas — ~ i w . in po 
4a RS Saray Z é : r oe : 
Beata) hem . oY. re 
: Kudh dis aie ieaa ~ ‘a " S 
: Wem aC. aaa ame aie 
po = ee 
er ES ola 5g es 
: ee oe eee oa 
= ee es : at ee en aaa ie nibs Z 
. Ore ve ; te eo 
RY o> Serene c pie —— eae sti ial 
~ SAT e aee stay ee . 4 “ = ‘Ras See ts 
a pe ee eee eet stir ee 7 alee 
. See : e = ‘ f 
se — & . a eat 
:% ee. Ses oO 
aa a i ' 
oe Se age tees 
: Soe eng 
=. en 
a 
oe 
4 elias, 
i eee 
i ae ee 
agers ; A ES 
a a ee 
a So Ln fon eee 
. Se abs 
im Siegen 
uae Avi) a iahe 
ane oP lee 1 ee 
iy - le 
Elen: eae aes 
ae é aes 
iat as ee 
= ae ES 
eS on ea 
gs Fe sep 
no et Thy 
he ee ope ae 
fae as aes 
a — Erg t 
oe ae 
— 
? eae ef 
row ; 
rc io 
i ae 
ve é 
ves a ee 
re ie eee 
oe Ji Ait te ene 
een. 
eee 
- " cial 
od 
oe, a 
oan! SS oo. We al 
rar Pee, se ig * 
ene 1 eee esl 
net Se | 2 aoe 
i Sg Wee es 
sigh Shale B88 
, Core on : 
$ re Bae 
Br whist) 
aes Brees ee 
ene Bi Les ASictd 
eae ; Seee ne 
OF aimee 
ee pce ota 
. Be io 
= = leaereeae bS: ae 
oe ie j.* oe 
qe Dis ee ona 
a Bites? Meee 
fod me: ages 
fei, % Soaks 
“3 as a, 
aes aaa 
3 ‘Sar 
ae ee Sn ik 
ie le area 
oi % eee 
S67 pe, 
ie . or, 
E mie 
Ne 
9 a on J = = @ 
Peay PCs : We ae 4 as 
= Rigo aa ee ae Re ea eg aa a a 
Bo ae ‘ ies Sy ei 
a So POND ion 
> i oe 
r ee eg ar 
Se Sale 
= gy oe Fee fila > <i - Apetae ees pees Ss ‘ i: : : ¥ ‘ ; : ns 


Represented by 
Sawyer Ferguson Walker 


TURN BACK 
TO PAGE 53 


es ee) Saye rem: Sapa ts ae a ee: 
eee: 2 Lh tines Z $a ae a aap Be Oe i ces is ny eo aan 7 
ee, rene Me = eA a) SP ee ae se ee eae <a are 
Re ees Org ey ee Po ee a is ae |) ae a ee ee ae ae eC eee ee eee. - |” Siri pe a wi lol a: 4 
pam te coe bi ie Nig. ge linge eas ea ei. -siexige 2 itp eet d a an a a eee LS ee a ae ag We oe ee ok FE oer ee. ae cere Dies 
ar é ‘i : £ ‘ . . i Ea ee a is alae 
yy 
e j 
~ 
ws 
s 
_ J ———S —— Me " a 
S ow os ay —~ ™ 
ow if Ss 
¥ C ) G a9 IC) VV “Gy OPO 
S < q < < c Y s » r 4 < me 4 1 ' « 
a re ) PY \ ad (9 % = 
‘ 7) A 
“Vz 
ate 
—. 
A > 
—)) 
Ss. 7 > 
—_e "Ang; “SS 
"Nat 'Sco = 
a BF 2 ; Pin Ch . 
; fs ] "ONicle 
& At ~se 4. a i 
eee oe ——— —— ett 3 2 
Pe Op Ce a 7 
ig bs & Wee: io me . 2 wai S8 
: ee Se ‘ \ ere gee 
: an finch: - poem | ~ a 
f se ~;- See Cans Oriel 
: mJ ee ae 
i rr. or a . Tie WS eee aay 
ae ad Piet St *. { cp irl Se 
. : a , et am “i 
os bs gf MERE oN a. 
4 % ——" — ‘Waa eae ‘k i. ae 
a Sa at 2 Ps ~ fs net Se ae 
. 2 | a ws — amr a te a ea 
5 | m 3 . ayy Vente bee © 0S ies 
: p | Zz a a 7 ee 
7 ., | y se Biro" a \ wees 
S = =: i ws: Li x a 43 
a ee WSS iy ae s ; 
 & er e> + e =. a r SS if ree ; $3 Nn m a Y haan 
= See —~ : al PE a ag pe - 2 ies S te 5 
ee ae, <a “a i? gl & Bees 2 LN ata 20 
‘ a. — : a? Io . Siac 
ai Fit —a <= — eae yy = met % ites Aue Ss 
<EAEEN ‘ 4 } eet 383 $ ; A 
a  PeSteD ee ee he —_ gE \ : " 
ee = FASS Pe ¥ SS ‘ & SE cas ; pei Yes cea 
: ae. ete id * Fa * ag RR By . pad) he 
“ » ie a ee ee - “ef P 4 “ aoe: =, ~ Sy, ex ‘e a 
oe By tm a - f é Ap Ss - 4 me yy . 
: : : 3 ; ¢ wid Th ‘ y : px Eeae 
a So. ae OE Fe a “\ ce ele 
? beta SS * eee i “ aie, ae Oa ge i. Rin, % Se & y \ Peat 
ee. on Res 199s 3" Zy aS - oe eel Le 4) ‘ + See 
a= el Ww . v1 * rey “: . ae: ey si ) SS q 4 \ xe 
= X ra > WSS * Sie oS ~ Oe oe Lee SS 
= ; A ¥ ; . 2” ad . ; 4 
“ Geese” <: ah r} x Aas hg ” J ‘e- BEN SS BE Nee 
ie ay eRe, aS . ea ‘et? Fi <5 a ® » ‘ 
; Sos NESS ps? " y a Sea ie oS ee eee H ae 
f ; ba sc XM oP be @ ? Gos . Se ing at aan Fee “oe ¢ pa y 
Von AR Os, ne wry Mase ee Sh ees Pees, AG ZF sy pe. gloat 
a wy eG tan *. ae % Be ee aes ; p PA, ho +> ; aan Senkes 
ae PS. - > Sees +5. Fe : Ps wt 5 gt A Kae a , : igus 
a P S y <a ea i »* 4 SQ as 3 ng > u ers. be d Se 
ie ie BE ay; rE % 4 * srg, Oe 4 + uf % bey ey +e as vs __ ee ‘ Pa * 
ex é . “wae” ™% ** ee we” 7 D4 Syl ; Bee: a ee pES ts | Pete oe, 4 f s A 
— ares “Res \y ms, ES. oe oad ; re Fares ee “PEERY i. Son Ped Py + pie ts ea 
uF sae _ es /, ae & @& 27. e. .) eee OP aS y 2 P ae 
. at ’ af4 we ss ? Fee i EES “ hi, ; ARTS! ee iene? fi 7 ee 
. ee ae Biss '. x a fe : SP : oP ar a + ao otis, WS os Mr) i Ee ooh eee 
oe Sao, i“ Saxe. : q F ty ae. “\gtuelealiee eis Sa 4 an 3 q 3 ate eee 
* Sater cir > SES ; ga:* ME LS See a ge = ile * seine zy Bela t 
cs “uke Sher. > * eae tie ea <* D Pe ee pe: ’ ie. ; nee . >! + Sate ner 
e, Soe. bor: $3 73 é ‘3 Mm Nee BY ae ae ge. i or Di ee /7) Pas <a 
‘g ‘pg ex pan) *=3 eS iy i. ie ae se ee ae sce B= 2D « Ain es i a are 
: ono as o\ gay Fee ? ie See. Sie Ae ir. : , ie ie 
ce “Se 4:. GE) See ey 4 s aS eo" a SN By, | 5 ia 
te a eS ie Sa ‘ ; oe ia e x . **: . <p 
2 ee S| pre , ae SO e laa 
i. Se oF eee. SEN ° Pe APA ON Does 1a ~ Bees tah 
= aS | ee pe EAN is tate Ce .. 2a _£ Sa 
oe ee ee ey a.” a oii . OS Se ie : bee j A fe ia 
| ee ae. RN ce. PY NS «eS fi] FONETI ee 
= Se ee Pe Lae , se: ft ne ae ee ie fe 
= “re ‘ . >. Coe ‘seni a Aj Ca <* . x, , < Pes ng pee ee Serer ey, 
; ie soit | Se SE I Fa eae oe 
mS , «6 Sea eee Y Foe eT ek as b haga eee pe IN Bits yaa 
; a) 3 en bod aN ; Be 7? NY a is eat £: . ert Y eto: ase atk: ee 
yi Fas = +: oan ar ape if / fae fa ns a? " i ; Ne a ee oe " 
on : sy < eed jas i L . «ase ~ ge\ al eet: ee * -a) = 
er - i 2 re ; Sar a P ch) / ax oe. ie ety = tj eo iy \ Py ‘eo, re 
o - ‘sy . . + we , >> * ‘ . ° ms * ae 
es Een ty : > ie g ae FD % . Ie + < . ise "iAS ¢ ie. : ’ 
* aye oe ~'h 5 En! b ‘Re ~ 2a Y ° EE eee Ts 
x ue" 9 ee os : Byte Or 9 Pee by wena 4 F or Frees ear fark 
; 4 be Ye eae : ‘ AS ie : ms de v3 pan raat 
: sos 7) oe te on; < : ; - al CR gd Fy as >| alae aes 
pnts. Vy iL See St. oh eS Bas i eee St gn ae 
on Ds é mee Sar! ; a aie ( ~ . — “se, } eg RS aks 
a i 7° + Saeed. See } “Gi y ‘ > ae ae ef eae 
my % 4 ie 3 2 33 Rs Bale: Aes ai " whe” 5 ee ‘> ‘22 ~~ nh 2 Pees 
ol SRR SR i. (ae 3 x3 : ‘ ee : 
a * we ARP Ss ren ne “pts, S & y $33 A t} a $ N > ap: Ber B eae fees 
Sel > ae RS? ee c.°. . eras * A t \* aes pat}, ihc, en ces 
a i Oh eo pase Boe ON “44 : ; 4 TY Sa. VS ey pro | om oe Bee 
2 => ~ 35> “* 22 asp. '® "ag ey. Riljl Kite & Bee” $8) SE. 9 aS: eo, sie Bey Rds 
ane peers 6 we apse ar . ; ate: a, * Pi Fis ee] Li ai 
Se, He . Sie a *? Z ih ! Be be ‘ SESS, a ee gam 
4 m a ic « au - Yh aie “AS * Sone Se ree ia or 
ee i . "a eS Ms 4 eS | erte S OAM seeteiet NE: 
ies, PS = ? bp aes A “=f ° “Se if = Sos eee 
a ae (5 ~ . cs" i 4 5 a : ~<a Ee 1G ad ae A ha 
<a 15. alg s ° pte 2 7, bo a 14 ~ aA Be ty oR as 
a i =: c heer est axr) | SAAS a Fs ees sade 
: Nghe Sy toe a Mint . ater ee 3 = 2 aco SR md : ac 
ae < Saee sete py. \ ae [LED alee. 
ne 2 em a , Be, ES? ster x eg \ we aR i AS : Me > a ees a) 
| Bos (oS » ie LEa : ee Sead aie. 
ay CS i Ee oe SNe S a. 4 ES. SRE ote. i Hees 
rs - 1, a? tube Pet ahr od i. Po SEF L. -Z ‘« “shuns Ea. * See 
ahs i wets Rie ia x 72 He a oa Ze, se Lahr an 
as Se. sex. TR aes Rig “aes: eames S - i * 
a ere cs ie 2 ar = Bo aS Ee 
oe a “NS: ~ ia aoe See oa 
Soil ee Says se. 5 ats $255 ge sop “Ey so ae te 
at es. Sa ee” Sees ae \s5 - ., See ~ 4 SO Fe Lewes ek 
ae os [Shar * =e o>. ee "a gS See yaa a : 
Mera > - oe * e « , "he », eae Ayes: 4 A Ks per 
ee vO geyeck : ee _ 5 Rg Sapa: 
: ee a ae ez xt Boye WN f Ske mn IEPs wei ae 
¥ - - * Seis wi £ “rr 4 ¥ See 
“£9 es tis. oe roe bun ee yr ss oy : 
Tey a Es: a ; oe ee ae i, o = ‘Wrewte ; : 
= : ie — iia ij Ok ea 
SF n ‘ on: ce. i=) fava aan “ae . 
eg 7. 7 - ~ W A 9 Pat ’ wy >. 
Fpl as o> 14 eG A> Pose BPP & ey ee 
vas Tai a en ee Bc 00 OS SLE oe eR F Ge eect Oe 
oo ; > ¥ 2 - . RGA >> . a Gs Ri) ene, See “4 < pei ok ‘ ea ror eae 
= ae hy : : ~ . _ 2 SSA age OA ina 
. “., ag s Bie, Pe, Sek dee Bote: a : tui) 
3 ay" ae ” fe POI eee aS Rp Py Pa Gee eee 
: Ve oe PRATER ne oe Oe eg aus sm 
By Yee aes Panes. fy See Kaige =: 
cee mee cE ‘ ae te ae 
Rs, ER ES So" 78. ee. ek Snes eee t, 
bi ~\ Ss ee y : fytwee: he Tea 
pererth \. Aan . : os ‘ te oe SS Se prec < 
(ata a7 ae % Se - ae # ,* Gh 8 ee 
. SO RS 34 ’ zy ie Ne 
: je. Wo BS * ps, x Sen 
os Ele 2S, RSE > xs aa Bla Ree 
ee $e: , oeee b, "ist vaer? PS alcaaacee: 
as: ee ae £o\ ae pe ae ss oe ie ‘att 
. : : cate ti > re, Re ‘eg 2 ag 
faa o> \ » Mie, a sg Be 
7 rests a aaa % a ee. ae 
a A 2t- ee a Sega = 
pres. BS ater No ee ee : 
. S 2 VK = Ps 258 St Sa 3 
oe ae re ~ Sa 3 ae 
ao ae ws > as feasts 
ees 7k am SS «sag, re 
aS . “2 pa ‘ep =H 
ror Se” | Bee Cae oe ty : <7 ae 
; POR 2 eer. SD ( ¥ oer 3 
va \ Ewa ~ . - ; i . 7 a 
ie a “rng SNE GG ae wah U7 es 
i "Sap 7 72's 4 LA . x3 cm a os 
“FR “tay 8 Pr, 4A ae ’ aul 
: be ge SS —" : \\ 
» Bie Se aS in Om 
Be ets A o--F = 
j es SS. SS ake \| 
G.. ea. > fa 
e 1 (Ss a, ; 
ge 3 ie IR Ser + > Kos 
| ah ea aos ? 
‘ be ge INS) ee x aa 
ae : on ky ay ~ hr: 
52 ‘SB aE ces a NS ae 
Ron A J is are Le. cit 
” pe 
ne: 3 Re as 
‘ ; a ee eee, 
ee 
.* de 
sea wd ; my i , . é Pes ‘ i q 2 , “i ‘ s : # * ¥ * Ds 
ae y ; : . a a swe oe RON! kD cag cee ae ne a am ey 7 a ee cee AT Dia 


